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KOBPEH.IUHI Ha BbICOTE
Hign-Level Co-branding

Hukonawn JintBuHoB
HOnpekTop Litvinov-Management.com
Aerospace’ Consulting Team

Kakon T1un kobpeHanHra Bbibpath Aj1A BalLen
npoaykummn? bynet nu oH addekTnsHbIM? Kak
HanTX HeOBbIYHYIO DOPMY KOMMYHMKALIMY,
3a[leNCTBYIOLLYIO BCE MATb YYBCTB Ye/0Beka,
nopaxatoLLyto ero BoobpaxeHue, a camoe rnas-
HOE — MEeHAIOLLLYIO ero noBeAeHune npu Bbibope
OpeHda B MOMEHT nokynku? OauH 13 rnoka
MaJsio U3y4YeHHbIX CheumnanucTaMmmn OTBEeTOB —
COTPYOHNYECTBO C aBUaLMOHHbIMK BpeHaamm.

B aTon nyGnukaumm Mbl OXOTHO AENUMCA C YnTa-
TenAMU COBCTBEHHbIMU HOY-Xay BpeHa-MeHe-
IXKMeHTa.

Mbl >XBEM B MUPE, FOe eXEeAHEBHO NPOUCXOAALLME COBbITUA YacTo
NMpU3bIBaKOT HaC COBEPLUNTL NMYyTELIECTBUE, & 3HA4YUT — MOCETUTb
BbICTaBKM, MarasvHbl, a3ponopThl, BOCMOMbL30BaTLCA CamoneTaMu
aBMNAKOMMAaHWA U FOCTUHULAMU. Takue maccaxxmpornoToku OTKPbLIBAIOT
nepes 6pergamy 6€3rpaHnyHbIe BO3MOXHOCTU OBLLEHUA C CaMOoii
TPYAHOOOCTYNHOW ayauTopuen. OaHa U3 TEXHOMOT U NpUBEYEHUA
BHVMMaHWA 3TON ayaMTopun — KoBpeHAuHr. KoBpeHayHr BbipaxaeTcs
B COBMECTHOM WCMOMb30BaHUM OAHOM KOMMYHMKALAW OBYMS UK
Gonee 6peHaamMu, JAOLIMM CUHEPrETUYECKNA 3DDEKT.

CrtpaTternyeckuini KoO6peHANHr

B NporpamMmmax JIoaJibHOCTU

SbheKT cTpaTernyeckoro cosa 6peHaos — NMAEPOB ABYX OTPac-
nen, asnakomnanuun Lufthansa v 6arka CitiBank, npes3sowen sce
OXUAAHNA aHaNIUTUKOB. B KOBpPEHIMHIOBbIE MPOEKTLI, B TOM YUCHE B
nporpammy Miles & More, BoBneueHbl 6onee cTa NapTHepoB, cpeau

Nikolay Litvinov
Director of Litvinov-Management.com
Aerospace’ Consulting Team

What kind of co-branding can be selected for
your products? Will it be effective? How can
non-standard form of communication be found
so that it involves all five human senses, bog-
gles imagination and (what is especially impor-
tant) changes customers’ behaviour in selection
of a brand during purchase? One of the options
poorly explored by specialists is to co-operate
with aviation brands. In this publication we
would like to share our own know-how of brand
management with readers.

We live in the world, in which many events occurring every day
often prompt us to make different journeys and therefore to visit
exhibitions, shops, airports, as well as to use airplanes, airlines and
hotels. Such traffic flows open infinite opportunities of communica-
tion with the most hard-to-reach audience. One of the technologies
used to attract attention of this audience is co-branding. Co-branding
is characterized by joint use of one communication by two or more
brands. Such co-operation has synergetic effect.

Strategic co-branding in loyalty programs

The effect of the strategic alliance between brands of two industry
leaders — Lufthansa airlines and CitiBank — has surpassed all expec-
tations of analysts. More than one hundred partners have been
involved in co-branding projects, including Miles & More. Among
them are more than 50 tourism business partners (such as Travel
Value & Duty Free), as well as more than 50 companies from other
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KoTopbix 6onee 30 aBnakomnaruii (8 Tom uncne ns Star Alliance),
ceblwe 50 TypucTuyeckux naptHepos (takux, kak Travel Value & Duty
Free), a Takxe 6onee vyem 50 KomnaHun 13 Apyrux BUAOB O13Heca,
Hanpumep komnaHuu Porsche, Die Welt, Deutsche Telecom,
Deutsche Bank, Mercedes-Benz, Focus n ap. 3T koMnaHum nonyyun-
N HOBbIX KJIMEHTOB GnarofapAa nnee «nerko npuobperaemMon Harpa-
Ibl» O71A YacTo neTalolyx naccaxupos Lufthansa. B mockoBckom
npencrtasutensctee CitiBank yTBepxaatoT, 4TO NbBUHAA LOA MOTOKA
POCCUMCKMX KIIMEHTOB OPOPMIIRETCA Ceinyac MMEHHO MO aBUaLMOH-
Hon nporpamme Miles & More.

Harpanbl BktodatoT okono 1200 HavMeHOBaHWU TOBapoB, B TOM
yucne u3 6opToBoro xypHana WorldShop Lufthansa, npu atom
33[1eCTBOBAHbI BO3MOXHOCTU 24-X PO3HWUYHbIX ceTelr. KomnaHua
Takxe npegnaraeT BbiOop pelicos no 185 HampaBneHWAM K nNpasg-
HUYHBIM OHAM W B AHW, KOTAa YY4acTHUK NPOrpaMmbl NaaHMpyeT CBoe
nyTelecTBume.

ViccnepoBaHua nokasanu, YTo NporpaMma Anf 4acTo NeTatoLmx
MaccaxkMpoB B COBOKYMHOCTU C BbICOKUM YPOBHEM CEPBUCHOMO
00CYXMBAHNA YBENMYMBAET «MOALEMHYIO cuily bpeHaa» [BanaHue
6peHaa Ha MpoLecc MPUHATUA PeLIeHNA O MOKYrke — npyumM. pes.] Ha
10% npw ero oco3HaHHOM BbIGOpe MokynaTenamu. B npouecce npu-
HATUA KIIMEHTOM MONOXMUTENIbHOrO peLleHna o Boibope Tow 1nu
MHOW aBMaKoOMMNaHWN yAENbHbIA BEC BbIrOAHOW LEeHbl COCTaBNAET B
cpeaHem 43%, ynobceTtBa pacnuncaHna — 28%, Toraa Kak bpeHaa —
okono 17%.

Ecnu ueHa B nepBylo o4yepedb BaxHa ANA Maccaxupos, OTrnpa-
BIAIOLLMXCA Ha OTAbIX, TO A1A AEOBbIX MyTELIECTBEHHNKOB KltoYe-
BbIMW (hakTopamu ABMAIOTCA YA0OCTBO pacnncaHuA 1 pasfinyHbie
nporpammsl oAnsHocTU. XoTAa nporpamMma Miles & More cTtapToBa-
na 8 1993 roay, B 2006-m B Hee Obinu yke BOBNeYeHbl bonee
13,5 MUNINOHOB YYaCTHUKOB C 8XeroAHbIM MPUPOCTOM KITMEHTCKON
6asbl B 20%. PoccuaH B sTOM MporpamMMe cendvac 3aperucTpupoBa-
Ho Gonee 100 ThiC. YenoBeK, ¥ aBTOP CTaTbl — OAMH M3 HUX. AKTUB-

Jlnpep 6usHec-aBnaumu PrivatAir COBMECTHO C rMraHTOM CamMoONIeTOCTPOEHMA
Airbus npegocTaBun KIMEHTaM caMblii BMECTUTENbHbIN U3 noTa KoMnaHun
camoneT A319 co 126-t0 kpecnamu 6mMsHec-knacca. 3To 6bin peakui cnyyan
Ko-OpeHauHra Ha dro3enaxe y ABEPU, B 30HE BUAUMOCTU U 0COBOro BHUMA-
HUA naccaxunpos: «PrivatAir oT umeHu Airbus».

businesses, e.g. Porsche, Die Welt, Deutsche Telecom, Deutsche
Bank, Mercedes-Benz, Focus etc. These companies have attracted
a lot of customers, while Lufthansa airlines has built up the process
of their transportation due to the concept of “easily obtained
reward” and through the program for frequent air travelers. The
Maoscow representative office of CitiBank claims that the lion’s
share of Russian passenger flow is served through the air transport
program Miles & More.

Rewards include more than 1,200 kinds of goods, including the
goods, which can be selected from the flight book of WorldShop
Lufthansa. More than 24 retail networks are involved in this pro-
gram. The company also offers to select flights for 185 directions
on public holidays and on those days, on which participants of the
programs want to go on their journey.

The studies have shown that the program for frequent air trave-
lers in combination with high level of customer service increases
“brand leverage” [influence of a brand on purchase decision-
making. — editor’s note] by 10% and ensures conscious choice of
buyers. In average 43% of decision made by a customer is determi-
ned by price and 28% — byconvenience of a schedule and only
17% — by a brand.

While price is the key factor mostly for passengers going on lei-
sure journeys, convenience of a schedule and various loyalty pro-
grams are key factors for business travelers. Although the Miles &
More was launched in 1993, in 2006 more than 13.5 million partici-
pants were involved in this group. Moreover, annual increase in
customer base reaches 20%. Nowadays more than 100 thousand
Russians, including the author of this article, are registered in the
program. 40% of passengers annually take at least one international
flight.

To the opinion of Lufthansa, such growing success is explained
by two rational and one emotional advantages of the Miles & More
co-branding project:

PrivateAir being the leading company of business aviation in co-operation
with Airbus, an aircraft construction giant, presented to their clients the
most capacious aircraft from the company’s park - A319, having 126 busi-
ness-class arm-chairs. It was a rare example of co-branding at a fuselage
near a door, especially atracting attention of passengers. The slogan was:
“PrivateAir on behalf of Airbus.”
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HocTb 40% Takmx Nacca>kmpoB — 3TO, MO KpalHen Mepe, OLNH MeX-
LYHapOAHbIN penc B rog,.

MNpuynHa ycnexa, no MHeHuwio Lufthansa, kpoeTca B ABYX rnaBHbIX
pauMoHanbHbIX ¥ OOHOV 3MOLIMOHANLHON BbiroAax KoOpeHa-npoekTa
Miles & More:

1) Harpazia — NOMHBINA UM Y3CTUYHBIN PUBENT (BO3BPAT) AEHEXHbIX
CPEeNCTB KIIMEHTY 1 BOHYChI;

2) nerkoe nyTellecTBUe — NpefocTaBieHne yeyr rno Bcen Luenoy-
Ke UEHHOCTel MyTellecTBYIOLLIEro;

3) oLieHKa — B3aMMOCBA3b C KIIMEHTaMU U UX CTaTyC.

Ecnn paHee BHUMaHWe npuBnekan MHMoOpMaUmnen o LeHe, pacnu-
caHWK1 W WonnuHre Ha 6opTy, TO ceiyac 3TO BOCMPUHMMAETCA nyTe-
LLIECTBEHHMKaMW Kak AomxHoe. MNMoatomy 6peHa Lufthansa vepes
nporpaMmy 471A YacTo NEeTalWMX NacCaxXMpPoB HECET HOBbLIN MMULXK
OpeHaa 1 Takne HemaTepuasbHbie LIEHHOCTW, Kak 3MOLMMN, NHANBU-
Lyanuaaumio yenyr, NepcoHnPULMPOBEHOCTb 00paLLEHNA K KITMEHTY
1 KaYeCTBO OTHOLLEHWIA C KNMEHTaMu A71A NOAAEePXKAHUA UX AONTrOB-
peMeHHoI noAnbHOCTU. [pyu 3TOM NPOUCXOANT U paclUVpeHue cep-
BUCHQOro Npeasioxenna bperaa, obycnoBneHHoe obbeanHeHnem
HOBbIX MapTHEpPOB. Hanpumep, Haubonee YacTo neTaloLLlMe rnaccaxu-
pbl Ha cneumanbHbIX YCNoBMAX MOMYT BOCMNofb3oBaTbeA Lufthansa
Private Jet: nepececTb ¢ 00bIYHOrO camoneTta B BU3Hec-aXeT (B KOo-
nepaunu ¢ 6peroom Net Jets).

Mo HabntoaeHAM aBTopa, COBpEMeHHaA nevaTHaA peknama aBua-
KOMMaHUA MOYTN HE OTpaXaeT BblLLENePeYnCneHHbIE BbIFOObI 1,
COOTBETCTBEHHO, NMpeAcTaBnAeT cobor cBoboaHOE Mnone AeATENbHO-
CTW 4nA TBOpYecTBa OpeHa-MeHenkepoB. Takum 0b6pa3oM, cerogHsa
KOOPEHANHI CTAHOBUTCA OAHWUM W3 FMaBHbIX MHCTPYMEHTOB MpoaBu-
XEeHWA TOBApOB U yCNyr AnA aBualMoHHOro bpeHaa.

KoG6peHguHr knacca niokc

[Noxanyin, camon ApKoW AeMOHCTpaLMen BO3MOXHOCTEN KODPEeH-
auHra B Poccum B8 2007 rofly cTana BbiCTaBKa NPeAMETOB POCKOLLIN
JkcTpaBaraH3a (Extravaganza. The Luxury Lifestyle Show) B

MepBan npodeccruoHanbHana rpaxpaHckaa nunoTaxHana rpynna Breitling Jet
Team — BoMnoLeHUE NYYLIUX TPAAULUA U MPUHLMMNOB LUBENLLAPCKOro Yaco-
BOro fena.

INDUSTRY

1) reward — full or partial rebate (return) of money to a customer
and bonuses;

2) easy travel — providing services according to the whole trave-
ler’s chain of values;

3) evaluation — relationship with customers and their status.

While formerly attention has been attracted due to information

& about prices, schedule and shopping on board, nowadays travelers

take it as a matter of course. That is why the brand of Lufthansa
produces the new brand image through the program for frequent air
travelers and delivers such intangible values as emotions, individuali-
zation of services, personification of a message to a customer and
high-quality relationships with customers aimed at maintenance of
their long-term loyalty. At the same time, service offering of the
brand is broadened due to integration of new partners. For example,
frequent air travelers can use Lufthansa Private Jet on the special
conditions to change a standard airplane for a business jet (in coope-

| ration with the Net Jets brand).

According to observations of the author, current print advertising
of airlines practically does not represent all these benefits mentio-
ned above and therefore it offers good opportunities for brand
managers to show their creativity. Thus, nowadays co-branding Is
becoming one of the main tools used to implement a goods and
services promotion strategy for an aviation brand.

First class co-branding

| suppose that the most vivid demonstration of co-branding opportu-
nities took place in Russia in 2007 at the Extravaganza exhibition.
The Luxury Lifestyle Show. It was arranged in Moscow and presen-
ted brands of private aviation operators — Hunt&Palmer, International
Air Charter, Prestige Jet, PrivatAir, manufacturer of private airplanes
Gulfstream, and Aeroflot airlines.

Aeroflot presented the Silver Card program of the elite club
Aeroflot Bonus as part of brand commitment program in the alliance
with SkyTeam. The Silver Card is equating with the level of the
SkyTeam Elite. Holders of this card not only accumulate miles more
rapidly, e.g. for increase of their class, but also enjoy the higher level
of service, including transportation of excess luggage, priority servi-
ce during flight registration etc. In addition, miles are charged for
reservation for 17 top hotels of Russia, order of brand-partners’ ser-
vices of reservation for cars, purchase of cars (Jaguar — 30 000 addi-
tional miles), various goods (collection of goods, air conditioners,
VIP-services in airports).

Tatyana Molskaya, Senior PrivatAir Marketing & Communications
Executive, told about launch of the partnership program, organized
by PrivatAir in co-operation with PrivatSea Company (first-class
yachts). All these efforts will result in the development of a united
business platform “airplane-yacht-related services” of the first class
Swiss service, advantages of which are kept private for the present.
Some advantages for customers have been disclosed by special
PrivatSea magazine, issued for participants of the Private members’
Club Program. One of these advantages is ownership or co-owner-
ship of the Jet Member Airplane of Canadian company Bombardier
SKYJET International. PrivatAir co-operates with Lufthansa (since
2002, launch of the first transatlantic regular flight equipped with
business-class facilities), Airbus (corporate shuttle, see figure on
page 97), Swiss International Air Lines and KLM Royal Dutch
Airlines (since 2005) and Boeing (DreamLiner). Possibility of co-oper-
ation with Brazil company Embraer is being considered in relation to
the latest Phenom 100 project. This microlight jet aircraft promises
real revolution in service and prices, which will make private flights
more accessible for wide audience. It will result in a new economic

The first professional civil pilotage group, called Breitling Jet Team, is an
implementation of best traditions and principles of the Swiss watch-making.
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KoBpeHOuHr Ha BbicOTe

Mockse, Ha KOTOPOK Bbinn NPeacTaBneHbl BpeHdbl 0nepaTopoB YacT-
Hol aBuaumu — Hunt&Palmer, International Air Charter, Prestige Jet,

PrivatAir, Npon3BoaMTENa YacTHbIX camoneToB Gulfstream, aBuakom-
naHum AspodnoT.

A3ponoT NPe3eHToBan roCTAM NpPorpamMmy 3AUTHOrO Kiyba
«AspodoT BoHye» Silver Card (CepebpAHan kapTa) Kak 4acTb Mpo-
rpaMMbl MpyBEpXeHHOCTM BpeHay B anbAHce SkyTeam. CepebpaAHan
KapTa npupaBHeHa K ypoBHIO kapTbl SkyTeam Elite. [Hepxatenu
TaKoM KapTbl HEe TOMbKO Ha 25% OblCTpee HabvpaoT MUK, HanpW-
Mep, ONA MOBbLILUEHNA KIIAaCCHOCTM, HO W MOMb3YIOTCA MOBbILIEHHbIM
YPOBHEM CEpBYCa: MPOBO3 CBEPXHOPMATMBHOrO Oaraxa, mpropuTeT-
Hoe obCnyXuBaHve Npu peructpauumn Ha peic n ap. Kpome Toro,
MUAY HAYUCAAIOTCA 3a BpoHMpoBaHue 17 ny4Lnx rocTuHuL, Poccun
Mo 3BE34HOCTU, 3a 3akas ycnyr y 6peH1oB-napTHEPOB Mo OPOHUPO-
BaHMIO aBTOMOOUIIEN, 3a Nokynky asToMobunen (Jaguar — 30 000
LONONMHUTENbHBLIX MUSIb) U APYTYX TOBAPOB (KOMNEKLMA N3aennn,
KOHOMLMOHEPOB, ycnyr no opraHuaaummn VIP-o6cnyxmnsBaHud B aspo-
nopTax).

[ naBHbIN UCMIONHUTENBHBIA AnpekTop PrivatAir no MapkeTuHry u
KoMMyHukaumam TaTbAHa MonbckaA pacckasana O NnapTHePCKOW
nporpaMme, opraHu3oBaHHown PrivatAir COBMECTHO ¢ KoMnaHuel
PrivatSea (anuTHble AXTbl). B peaynbTate dopmupyeTca egunHan 61s-
Hec-nnaTdopma «CaMoseT — AXTa — COMYCTBYIOLLME YCYTU» BbICOKO-
KNacCHOrO LUBEWLI@pCKOro cepamnca, npermylLilecTsa KoTopow noka
fepxatca B cekpeTe. YacTb BbIrof, KNMEHTOB packpbiBaeT creLmnanb-
HbI XypHan PrivatSea BbinyckaloLmMnca A Y4aCTHUKOB Nporpam-
mbl Private members’ Club. Cpeoy HUX oTMevaeTca ycnyra Bnaje-
HUA MW coBnageHua camonetToM Jet Member kaHagckon KoMnaHum
Bombardier SKYJET International. Komnanua PrivatAir o6nanaet
onbITOM paboTsl ¢ 6peHaamu Lufthansa (c 2002 roga — 3anyck nep-
BOTO TPAHCAT/IAHTMYECKOr0 PEryNAPHOro pernca ¢ KOMNOHOBKOW 613-
Hec-knace), Airbus (koprnopaTuBHbIV WATTA) (CM. pyC. Ha CTpaHuLe
97), Swiss International Air Lines n KLM Royal Dutch Airlines (c 2005
r.) u Boeing («JlatHep me4Tbi»). PaccmaTpuBaeTca COTRYOHNYECTBO
¢ 6pasunbckum Embraer no Hoeeliwemy npoekTy Phenom 100. 3ToT
CBEPX/IErKNI peakTUBHbIA camoneT obellaeT peBooLMIO B Cepauce
U LeHax, KoTopas CAenaeT YacTHble aBManoneTbl JOCTYMHLIMU WNPO-

CoBpeMeHHasA nevaTHaA peknama aBua-
KOMMaHUM MOYTU HEe OTPa)kaeT BbIrodbl,
KOTOpble HeceT OpeHa, TakuMm 0b6pasom,
cerogHa KobpeHaMHI CTaHOBUTCA OLHUM
U3 rNaBHbIX UHCTPYMEHTOB MPOABMXKEHNA
aBMaLMOHHOro bpeHaa

KOV ayamTopun, 4To OyAeT 03Ha4YaTb HOBbIV B3IET 9KOHOMUKM
CTpaH, aKTVBHO 3aKa3blBalOLLMX 3KOHOMUYHbIE AEN0BLIE NEPENeThI.
B aTOM cnyyae BO3SMOXHOCTb CO3/aHNA BaLLEero COBCTBEHHOrO rpa-
tvika noneToB ByaeT 03Ha4aTb YBENMYEHNE PO OpeHaa B npoLiec-
ce NPUHATUA PELLEHWA O MOKYMKe YCyr aBrakoMnaHum go 45%.

CerogHa PrivatAir paspabaTbiBaeT HOBblE KOOPEHAUHIOBbIE MPO-
rpaMMbl C MapKoR 4acoB (Mpe3eHTaumA rOTOBUTCA Ha BbiCTaBKe OW3-
Hec-aBvauun B XKeHeBe), C CeTblo 3MUTHBIX KIIMHUK KPacoTbl, C POC-
cuitckum KOBenmpHbIM gomoMm MouncerknHb (kopnopaTtusble
KONnekunmn GpeH-ykpalleHnin, Co3aaHrne IBENNPHbIX LEHHOGTEeN
BpEeHO-KYNbTYPbI, LIEAEBPbI B CasloHe BO3AYLHOrO CyaHa).

B GyayLiem aBrakoMnaHna CMOXET He TOIbKO MPEanoXuTs BaM B
TeyeHve OByx Yacos 6OPT Mo 3akasy C BblOpaHHbIM BaMu UHTEPbE-

High-Level Co-branding

take-off in the countries, which actively order economic business
flights. In this case the role of a brand in making decisions on pur-
chase of airlines’ services will increase by 45% due to possibility of
drawing up your own flight schedule.

In future the airlines will be able to offer you not only a plane on
your request with the interior selected by you, but also interior of
Four Seasons, Ritz Carlton, Oriental-style of Shangri-La or the inte-
rior under Marriott brand and other famous brands. Such interna-
tional networks of hotels have been presented personal discount
cards to their customers on the special conditions for several
decades. Million of people have become holders of these cards.
Partnership programs with aviation brands are capable to breathe a
new life into hotel brands. In this case “aircraft-hotel” becomes not
only a personal office, it will be also able to change plans of its
owners or guests.

Attractiveness of the image

On November 26, 2007 Breitling presented its products, poster and
catalogue with photographs of Espen Gries "Between heaven and
earth" at the CEO Summit. These photographs demonstrated close
links between the Breitling brand and aviation. The catalog book nar-
rated about the aviation clock of the first pilots and how to use a
chronograph during flight, how to make calculations required for

Current print advertising of airlines prac-
tically does not represent all these bene-
fits mentioned above. Thus, nowadays
co-branding is becoming one of the main
tools used to implement an aviation brand

aerial navigation, as well as how to prepare a flight plan.

Invariability of Breitling’s traditions is confirmed not only by the
clock, which has kept their form and spirit of model, but also by the
fact that Breitling Super Constellation — the legendary aircraft con-
structed in the golden age of propeller aircrafts — is in operating con-
dition up to now. Technical employees of the company have devel-
oped the cosmic version of clock with a 24-hour face. In 1936 the
Swiss firm became an official supplier of the Royal Air Forces. The
company thought that since this year it had begun to fruitfully coop-
erate with aircraft industry throughout the world. Since 1952
Breitling has been supplieing its onboard clock to leading airlines.
Co-operation with the air squadron Frecce Tricolori since 1984 has
given birth to new popular models of chronographs. All these efforts
prompted the company to form the first professional civil crew
Breitling Jet Team (see figure on page 98) flying jet aircrafts and
demonstrating such principles as perfection, accuracy, aesthetic
search and innovation. Even the metals used for these models are
associated with aviation: e.g. titanium, light and extremely hard
metal with continuous corrosive resistance. John Travolta, actor,
experienced pilot, ardent admirer of aviation, flying “at least one
time a day” and having pilot certificates for eight types of airplane
and 5,000 flight hours under his belt prefers to flight using services
of Breitling Company. The Company willingly supported Bertrand
Piccard, pilot of rosier balloon Breitling Orbiter 3, who landed in the
Egypt desert on March 21, 1999 after completion of his non-stop
flight around the earth. In 2000 the cabin of Breitling Orbiter 3
became an exhibit of the Smithsonian National Air and Space
Museum in Washington.
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poM (komnaHwmA International Air Charter), HO 1, HanpPUMep, Pacmnoso-
XWTb CTUAEM OT rocTuHuy, Four Seasons, Ritz Carlton, BOCTOYHbIM
WHTEPLEPOM CblOTOB Shangri-La nnv npennoxunTb MHTEpbep OpeHaa
Marriott 1 opyriux NpocnasneHHbiX 6peHa0B. Takne MeXOyHapoaHble
FOCTVHWYHbIE CETW ASCATUIETUAMM Ha CrelyanbHbIX YCNOBUAX AAPAT
CBOWM MOCTOAHHBLIM KJIMEHTaM CODCTBEHHbIE ANCKOHT-KapTbl, AepKa-
TEeNAMU KOTOPbIX yXe CTann MUIAnoHbl niogen. MNapTHepckue npo-
rPamMmMbl C aBUALMOHHbBIMY BpeHAaMn CrnoCOBHbI BAOXHYTb HOBYIO
XW3Hb B BPEHbl FOCTUHULL. B 9TOM crydae «BO3AyLLHOE CyaHO-
OTeNb» CTaHOBUTCA BOJbLIE YeM 0hUCOM, OHO CMOCOOHO MEHATL
nAaHbl CBOEro BadenbLia unm rocta.

MpuTtaxeHune o6pa3sa

LWseruapckaa dumpma Breitling Ha CEO Summit 2007 npenctasuna
U3LenvA, NocTep un katanor ¢ dotorpaduamn IcneHa n3a «Mexay
HeboM 1 3emnen», B obpasax koTopbix GpeHa Breitling aemoHcTpu-
PYET TECHYIO CBA3b C aBuaLmnein. Katanor-kHura pacckasbiBaeT 00
aBMaLMOHHbIX Yacax MepBbiX IETYMKOB, O TOM, KaK 1CMO/b30BaTb
XpoHorpad Bo BpeMA MofeTa, Kak coBepLuaTh pacyeTbl, HeoOxoau-
Mble [NA BO34YLIHOW HaBUraLmmy, Kak noAroTOBUTL MiaH rnoneta.
JlokasaTenbcTBO HEU3MEHHOCTH TpaauLmi Breitling He Tonbko B
TOM, YTO MO CeWn [AeHb Yackl COXPaHAT CBOKO dhopMy 1 Moaenb 6e3
M3MEHEHWI, HO 1 B TOM, YTO CamMoneT-NIereHaa «30/10TOro Beka»
nponennepHon asunaummn — Breitling Super Constellation — go cux nop
HaxoamTcA B paboyem COCTOAHUW. TexHuYeckme coTpyaHUKN KoMMa-
HWUW pa3paboTany KOCMUYECKYIO BEPCUIO YaCOBOro npubopa, Meio-
Lyto 24-4yacoson undepbnaTt. B 1936 roay LwiBelilapckaa hupma
CTaHOBUTCA opuULManbHbIM NOCTaBLLMKOM KOponeBcknx BOEHHO-
BO3AYLU-HbIX CW. TOT rof, KOMMNaHUA CYNTaeT Ha4vanom NnoaoTBOpP-
HOIO COTPYAHNYECTBA C aBMALMOHHOW MPOMbILLNEHHOCTbLIO BO BCEM
mupe. C 1952 ropa dupma Breitling yxxe noctasnaeT 60pToBble Yachl
BeAyLLMM aBrakoMnaHuam. Havano cotpygHuyecTtsa 8 1984 roay ¢
ackagpunben Frecce Tricolori poxkaaeT HOBble MOMNYNAPHbIE MOAENN
XPOHOrpadoB, 1, B UTOre, CNOABWUIraeT KOMMAHUIO Ha CO3MaHue nep-
BOW NpoeccroHanbHoM rpaxaaHckon komaHasl Breitling Jet Team
(cM. puc. Ha cTp. 98), neTaloLLlel Ha PeakTUBHbIX CaMoseTax, AeMOH-
CTPVPYA MVPY MPUHLMMBI: COBEPLUEHCTBO, TOYHOCTL, 3CTETUYECKUN
MOWCK 1 HOBATOPCTBO. [laxe MeTansbl, UCNOMb3yemble B MOAENAX
4acoB, TOXE aBMALMOHHbIE, Takue, Kak TUTaH — Nerkuin, HeobblKHO-
BEHHO TBEPLbIN 1 00NafaloLimii BEYHOW CTONKOCTbIO K KOPPO3UK.
AKTEP, OMbITHBIA AVWAOT, CTPACTHbBIN MOKNOHHUK aBUaLMmn, NeTatoLLuii
«x0TA Obl OAVH pas B AeHb» 1 MMEIOLLNIA CepTUdUKaTbl NeTYmKa
BOCbMU TUNoB camoneToB 1 5000 neTHbIX YacoB B CBOEM aKTuUBE,
[>xoH TpaBonTa, netaet ¢ komnarwuen Breitling. Komnaxma oxoTHo
nopaepxxana nunota beptpana lNukkapga: Breitling Orbiter 3, Bos-
OYLUHbIN LLap TWna rosier, Nocne 3aeBeplueHns nepsoro 6esoctaHo-
BOYHOrO nepeneTa Bokpyr 3emnu 21 mapta 1999 roma npusemnunca
B erunetckon nyctbiHe. B 2000 roay kabuHa Breitling Orbiter 3
cTana 4acTblo Konnekunn HaumoHanbHOro aBnaumoHHOro 1 KoCcMu-
4yeckoro my3ea umeHn CMUTCoHMaHa B BalunHrToHe.

Ko6peHauHrosbie KOMMyHUKaLUKn

MO>XHO BbIAENWTb TPV OCHOBHbIX BAA KOOPEHAMHra, CBA3AHHOMO C
aBVaLWIOHHbIMY BpeHaamMun 1 obpasamu.

1. Ko6peHaVHroBble NPOEKThI, rAe NapTHepaMu aBuaKkoMmmna-
HUW BbICTYNaIOT 6aHKKN. 370 K/yOHbIE MPOrpPaMMbl NTOANBLHOCTY,
KOBPEHANHIrOBblE KaPTOYHbIE MPOEKTHI, BOHYCHbIE CXEMbI U Ap.
Llenb — cosnaHne yHUBepcanbHOrO NIaTEXHOro CpeacTaa.

MapkeTnHroBas cTpaterna AspodnoTa COAEPKUT LIENbIR Habop
KOBPEHANHIOBbIX MPOEKTOB: 3TO, B YACTHOCTU, COBMECTHbIE MPo-

CoobLieHne B peknaMmHOIi IMCTOBKE HaLeNeHo Ha NPUBJEYeHUe HOBbIX MOKY-
narenen kak TexHukn Apple, Braun u Canon, Tak 1 KJIMEHTOB aBMakoMnaHuin
13 cTpaTernyeckoro anbAHca. [lpuBoanTCA cebinka Ha canT NporpamMmbl
«Kpbinba Braun».

INDUSTRY

Co-branding communications

Co-branding can be classified into three basic types connected with
aviation brands and images.

1. Co-branding projects, in which banks act as partners of airlines.
Club loyalty programs, co-branding card projects, bonus schemes
etc. The purpose of these projects is to create a universal instru-
ment of payment.

The marketing strategy of Aeroflot contains a wide range of
co-branding projects, including joint programs with Sberbank, Bank
Russkiy Standart and Alpha-Bank. For example, a new project of
Alpha-Bank and the airlines with explanatory slogan “Shopping for
flight” is used to attract attention of potential customers due to
offering the wide network of Alpha-Bank to natural persons.

2. Partnership programs. Exchange of client bases, providing ana-
lytical information, compensations and presents (rewards), involve-
ment of customers into brand promotion and content formation,
increase of website traffic, cross sales of other products and servi-
ces, joint brand promotion, and joint promo-events. Providers, pay-
ment systems, portals and search machines, as well as rating agen-
cies often become partners of airlines. The purpose of these
projects is to increase number of loyal customers with the help
of: a) tokens of respect for customers (expression of reciprocity);

b) principle “voluntary actions of buyer should be stimulated”;
c¢) personified message for customers.

The partnership between the brands of Star Alliance and Braun,
as well as Apple and Canon is an example of a partnership program,
which enhances communication effect on audience: the message
contained in the advertising handbill is used to attract both new buy-
ers of Braun’s household appliances and customers of the airlines
entering into the strategic alliance (see figure below).

The most effective co-branding is provided by alliances of compa-
nies and brands. The advertising slogan of the airlines ”S7 is the
first Russian customer of Boeing-787 Dreamliner” is an example of
strategic alliances of brands.

This comfortable and economic “Dreamliner” differs from all other
models by its visual appearance. Passengers will be able to recognize
the airplane at first sight due to the characteristic form of its fore
body, wing and engine cowls. Distinctive features of the new
model’s compartment will be large-size windows, innovation mobile
illumination of the compartment, enlarged personal environment,
high ceilings, and more spacious overhead racks. The long-expected
Russian airplane of Sukhoi Super Jet 100 is equipped with the radical-
ly new technologies of safety and comfort, due to which passengers
will feel homey. The further promotion of SSJ-100 to the global mar-
ket will require developing a wide range of co-branding programs,
including industrial co-branding.

impression Design Collection

Braun

The message contained in the advertising handbill is used to attract both
new buyers of Braun’s household appliances and customers of the airlines
entering into the strategic alliance

IDENTITY 4 [13] 2007

e I — S, £




KobpeHanHr Ha BbiCcOTE

23 Main base g
23 OCHOBHbIX a9pOMOPTOB . @

6a3npoBanus

45 STARALLIANCE SKYTEAM

7% 17 yyacTHuKoB + 3 pervioHanbHbiX + 3 HOBbIX
4= Cnoran: THE WAY THE EARTH CONNECTS

g

L G ]

YCNOBHbIE OBO3HAYEHUSA

/HchopMaLOHHbIE MOMs TEXHNYECKOI NoAAEpXKY bpeHaos
TPEX CTpaTEer1yeckx anbsHCOB aBiaKoMMaHmi

HOBYK CTpaTervito

rpamMmbl co CoepbarHkom, 6aHkom Pycckun CtaHaapT v Anbda-
Bankom. Hampumep, HoBbli npoekT Anbda-baHka n aBnakomnanmnm ¢
NOACHAIOLLMM CroraHom «okynku — 9T0 K NojeTam» paccyuTaH Ha
NpVBIEYEHUE BHUMAHNA NOTEHLUMANbHbBIX KIMEHTOB 3@ CHET MCMOSb-
30BaHMA LUMPOKO ceTn oducos Anbda-baHka oAna GUan4ecknx nuLl.

2. NapTHepckmne nNporpammbl. 70 0OMEH KIMEHTCKMK 6asamu,
NpenocTaBiAeHVe aHaNMTU4ECKOV MHOPMaLWK, KOMMEHTCALMN 1
nofapku (Harpagbl), MPUBNEYEHNE KIMEHTOB K NMPOABUXKEHMIO OpeHaa
1 CO3JaHNIO COAEPXaHNA, yBENMYEHNE NOCELaeMOoCTV CalToB,
Kpocc-mpodaku Apyrux NpoayKToB W YC/yr, COBMECTHOE MPOABM>Ke-
Hune 6peH,u,a, COBMECTHbIE MPOMO-aKLnn. YacTo B KayecTBe napTHe-
POB BLICTYMAKOT: NPOBANAEPLI, MAaTEXHbIE CUCTEMEI, NOPTasbl 1 Nou-
CKOBbIE MaLLWHbI @ Takke penTuHriu. Llenb — yBennyeHne Konn4ecTsa
npefaHHbIX KIMEHTOB C MOMOLLBIO: @) 3HaKOB YBAXEHNA K KNMEHTam
(NpoABEHVe B3aUMHOCTI CO CTOPOHbI KOMMaHuu); 6) npuHumMna
«06POBOJILHOE [ENCTBME NOKYMNaTeNa AOSIXKHO ObITh MPOCTUMYINPO-
BaHO»; B) MePCOHUMULMPOBAHOCTY ODPALLEHNA K HENOBEKY.

MprMepoM MapTHEePCKON NporpamMmbl, KOTOPaA YCUIMBAET KOMMY-
HMKATUBHOE BO3OENCTBME Ha ayAUTOPUIO, MOXET CIY>XWUTb COTPYAHW-
yecTBO 6peHnos Star Alliance u Braun, a Takxxe Apple 1 Canon (cm.
puc. Ha cTp. 100).

Tpu rnobanbHbix CTpaTerMyeckmx anbAHca aBuakomnanuii: Star Alliance,
SkyTEAM un Oneworld. Vx reonHdopmaLnoHHbIe NoA XapakTepusyoT 00
pbIHKa 1 MOCTPOEHbI MO CeTN MapLUPYTOB MeXAay 6azamu 6a3upoBaHus
aBuakomnaHuii. MpusoanTca NpumMep Koasonoumn 6perHpos StarAlliance: B
nepuop 2004-2007 rr. okono [eCATV aBuakomnaHuii «3ee3aHoro AnbaHcan
nposenu pebpeHAVHT, pa3paboTanu HoBble CTPaTErnu 1 ONpPeLeNnvIu Kilo-
YeBble KOMMETEHLIMN BbICOKOTO paHra.

NOBANbHBIE MHOPOMALMOHHBIE MHPPACTPYKTPbI CTPATEFMYECKMX ANTbSHCOB ABUAKOMMAHWMA: STAR ALLIANCE, SKYTEAM, ONEWORLD

9 y4aCTHUKOB, B T.4. A3pochroT
CrioraH: Caring more about you

KO3BONMOLIMA BPEHAOB STAR ALLIANCE

StarNet — rnobarnbHas TexHu4eckas UHPPaCTPyKTypa, 06beANHSIOLIAs

BCEX YHACTHVKOB B €ANHYI0 KOMMBIOTEPHYIO CETb M MHCPOPMALMOHHYIO CUCTEMY,
M03BONSALLYI0 NAcCaXMpam 3akasblBaTb NakeTbl yCryr, COTPY/AHWKam nepefasarb
MrHOBEHHbIE COOBLLEHIs, NPOU3BOANUTL 06MeH 6a3amy AaHHbIX 1 Ap. OT0 — rapaHT
HenpepbIBHOI 1 YCTIEWHOI koaBontoLym Gperaos. B nepuon 2004-2007 rr. okono
[necsTn asakomnatui Star Alliance npoeeny pebperavHr v paspabotany

High-Level Co-branding

ONEWORLD
10y )8 + 15 N1APTHEPOB B
CroraH: It's a world that revolves around

10 Main base
10 OCHOBHbIX @3pOMopTOB
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Integration of brands aimed at increase of their leverage and
expansion results in formation of international strategic or global
alliances. lllustrating this trend, the map on page 103 shows infra-
structure of three strategic alliances established by airlines: Star
Alliance, SkyTeam and Oneworld. This alliance will ensure persistent
and successful co-evolution of brands. From 2004 to 2007 about ten
airlines of the Star Alliance carried out rebranding and developed a
new strategy. StarNet is the global technical infrastructure of the
Star Alliance combining all participants into the common computer
network and information system. Due to this system, passengers
can order service packages, while employees have the opportunity
to deliver instant messages, exchange data bases etc.

Advantages of joint activity (corporate plus) and conditions of par-
ticipation in the Star Alliance are expressed as One Face, One
Agreement, One Report, Simple Administration, Easy Compliance
and Global Travel Solution.

3. Other types of brand integrations. They include component
co-branding, combination of an aviation brand and a desired object,
an aviation object as symbol of success and a desired brand etc.

An example from a bookshop: the book about successes and his-
tory of Boeing is presented in the children’s book section in the

Infrastructure of three strategic alliances established by airlines: Star
Alliance, SkyTeam and Oneworld. This alliance will ensure persistent and
successful co-evolution of brands. From 2004 to 2007 about ten airlines of
the Star Alliance carried out rebranding and developed a new strategy
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1 GpoHMpoBaHuto Gunetos Star Alliance (Interfine Electronic Ticketing)

3a 2006 rog dnor Star Alliance nepese3 387,9 MUNnMOHOB naccaxmpos
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/ 7  STARALLIANCE
P
@ Air Canada (Canada, Montreal)
’G—?- Air New Zealand (New Zealand, Auckland)
ANAZ  ANA (Japan, Tokyo)
q Asiana Airlines (South Korea, Seoul)
7" Austrian (Austria, Vienna)
bMI bmi (UK, Derby)
LOT | OT Polish Airlines (Poland, Warsaw)
@ Lufthansa (Germany, Frankfurt Main)
Scandinavian Airlines (Sweden, Stockholm)
2> Singapore Airlines (Singapore)
.) South African Airways (South Africa, Johannesburg)
< Spanair (Spain, Palma de Mallorca)
W@ swiss (Switzerland, Basle)

INDUSTRY

cAM
:‘# SKYTEAM ONEWORLD
®
aspowror< Aeroflot (Russia, Moscow) A’A American Airlines (USA, Dallas)
&% amomenco.  Aeroméxico (México, México City) —= British Airways (UK, London)
7 (F , Paris)
Air France - KLM (71 Natheriands, Amsterdam) K= Cathay Pacific (China, Hong Kong)
etz Alitalia (Italy, Rome) B Finnair (Finland, Helsinki)
Continental Continental (USA, Houston) £ Iberia [Spain, Madrid)
ESAL 5ifes CSA Czech Airlines (Czech Rebublic, Prague) Jl‘iL WAL (UapaniTokyo)
ir Li USA, Atl y
ADELTA Delta Air Lines ( , Atlanta) _A AN (Chile, Santiago)
K Air Li South Korea, S |
K&REAN ATR  Korean Air Lines (Sou orea, Seoul) A Malév (Hungary, [Budapest)
oln Northwest (USA, Eagan, Minniapolis) A
Ba.  Qantas (Australia, Mascot)
@ Royal Jordanian (Jordan, Amman)

CTpareruqecuue npevmyuiecTea ajibAHCa

(Ha npumepe Star Alliance)

MapTHepsb! yvacTHukos / Associate Members:
Air Nostrum

AmericanConnection

Mpopaxw Star Alliance — - >
P TAP Portugal (Portugal, Lisbon) $2,2 mnpp 3a 2006 roa " American Eagle
€3 Thai (Tailand, Bangkok) P BA Connect
(Ill é’; Bo3moxHoCTb peanvaaunm rnoGam;Hb!x BMED
: : nporpamm AnA nyTeWECTBEHHUKOB
LlaiedilUoA Chicagol & | Global Travel Solution i
US Airways (USA, Arlington) 5 - ; Comaln
OTOBHOCTbL MATM Ha KOMNPOMUCC :
PernonaneHbie naptHepsl / Regional Members: Q’QQ {Easy Compﬁgﬁce LRSI ] 2 GB Airways
g S
. Bluel (Finland, Vantaa) N v L Jetconnect
Q npouweHHasa -OpraHWf!all,_lA(?HHaf_i ‘g,
. Croatia Airlines (Croatia, Zagreb) {{’5 cTpykTypa / Simple Administration o{b LAN Argentina
Adria Airways (Slovenia, Ljubljana) (QQ [0559R“H3H"b'ﬁ otyer / One Report ] &Q LAN Ecuador
= oQ EpnuHoe cornawenue / One Agreement @
XL LAN Express
Hosbie napruepe: / New Members: [Envnumﬁ 0o6pas anbAHca / One Face ] LAN Peru
fﬁf’ Air China (China, Beijing) Loganair
£ Shanghai Airlines (China, Shanghai) UcTouHuk/Source: General Presentation “10 Years Star Alliance from QantasLink
@ THY Turkish Airlines (Turkey, Istanbul) the network for Earth” to the way the Earth connects”, MAY 2007 S

Hanbonee achdekTrBHbIN KOBPEHAUHT BeAyT COO3bl 1 aNibAHCHI
6peHaoB. [NpumMep cTpaTernyeckoro cosa 6peHOoB — peKknamHbIi
crnoraH aBrakomnaHum: «S7 — Nepsbli POCCUNCKMI MOKYMaTenb
Boeing-787 Dreamliner». KomdopTabenbHbI 1 93KOHOMNYHbINA

«J1alHep MeYyTbl» He MOXOX HW Ha OfHY APYrylo Momens. [laccaxupsbl -

CMOryT Cpasy y3HaTb CaMOMET 3a CYET a3pOAUHAMUYHBIX (HOPM
HOCOBOW 4aCTW, Kpblfla, XBOCTOBOW YacTu, KarnoToB ABUraTenei.
BHyTpun xapakTepHbIMM YepTamy HOBOW MOAENW CTaHyT UTIOMUHATO-
pbl 60NbLUEN NAOWaAN, MHHOBALUMOHHOE NMepedBXHOe OCBeLLeHMe
casioHa, yBeIM4YeHHOEe NMYHOE MPOCTPAHCTRBO, BbICOKMIA MOTOSOK,
Bonee BMeCTUTESNbHbIE BGaraxHble nonku. JaBHO OXMaaembiin poc-
cumnckuin camoneT Sukhoi Super Jet 100 HagenAeTcA NPUHLMAMANIBHO
HOBbIMW TEXHONOrNAMM 6E30MacHOCTU 1 yioTa, YTO MO3BOSIUT Macca-
KMpy 4yBCTBOBaTb cebA B noseTe Kak AgoMa. [lanbHenlee npoasu-
xeHna SSJ-100 Ha rnobanbHblil pbiHOK NOTpebyeT paspaboTku ero
kopropaTtusHow Bepcuy mogenn (Sukhoi Corporate Jet) n nporpamm
no BCeM BuAaM KOBpeHauHra, BKOYaA NPOMbILLIEHHbIN.

ObbennHeHne BPeHA0B C LeNbio YBENYEHUA UX MOALEMHOM
CUJbl ¥ PaCLUMPEHNA — 3TO MeXAyHapoOHble cTpaTerndyeckmue unm
rnobanbHble anbAHCh. B kayecTBe npumepa, Ha kapTe (CM. puc. Ha
ctp. 101) npeacraBneHa MexayHapoaHaa HhpacTpykTypa Tpex

ObbennHeHe BPeHOOB C LEenblo YBENu-
YEeHMA X NOABEMHON CUSbl 1 pacLunpe-
HWA — 3TO MeXyHapoAHble cTpaTeruye-
ckme unn rnobanbHble anbaHChl

CTpaTernyeckmx anbAHCcoB aBrakomnanuni: Star Alliance, SkyTeam

n Oneworld. 3To rapaHT HEMPEPLIBHON 1 YCMELLIHOW KOSBOMOLMM
BpeHaos. B nepuog 2004-2007 rr. 0KOSIO OECATU aBmakomnaHuim Star
Alliance npoBenu pebpeHAMHT 1 pa3paboTany HOBYIO CTpaTeruio

Star Alliance, SkyTEAM n Oneworld npeanaratoT Ha B3bICKaTENbHbIA BKYC
aBmanaccaxunpa MHOXeCTBO Bbirof. pn aTom camu anbAHCbl NONyYaoT
3HauYNUTeNbHble CTpaTernyeckme NperMyLLECTBa (MepeynucneHbl B LeHTpe).

series “Business Portraits”, while at the cashier’ desk we can found
a visiting card of discount airlines Sky Express, which invites to

Integration of brands aimed at increase
of their leverage and expansion results

in formation of international strategic or
global alliances

begin a flight with reservation for a ticket through Internet. Another
example: Transaero Airlines issued the gift book “Poetry and Prose:
Golden Age of Aviation” on the occasion of its 15th anniversary.
Street billboards are flooded with the aviation theme: perfumery
and masculine features against the background of a business jet. It
is no secret that modern girls dream of a flight with their boyfriends.
A tinted photo from a family album shows the bridegroom leading
his bride from the car to the aircraft: FMCG category, slogan “The
best memories”. One of the expressive clothing advertising is the
image of Brioni suit (see figure at the top of the page 103). Car com-
panies, e.g. Rolls-Royce, LandRover, Mazda successfully exploit avi-
ation characteristics in advertising to vindicate their superiority.
Originality of the Dutch concept car Carver One is achieved by
the tricycle cabin, which form slope angle of 45 degrees on turns.
The advertising video clip confirms this quality through change of
scenes with the car rushing on the highway and the fighter jet per-
forming aerial stunts. Voice-over offers the driver of the Carver One
car to experience feels of the pilot: “... you feel like you are a jet-
fighter.” Slogan “Ready for take off...?” accompanies advertising
materials (see figure at the bottom of the page 103).
HR-advertisement of the digital centre ION has set an ambitious
goal for an employee: to purchase a helicopter in four years of work.
The image of the Rotary-wing Robinson 44 is also exploited in the
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(cm. puc. Ha cTp. 102). StarNet — 310 rnobanbHaa TexHu4eckas
nHdpacTpykTypa Star Alliance, obbeanHALaA BCEX Y4aCTHUKOB B
€[VHYI0 KOMMbIOTEPHYIO CETb U MHMOPMALIMOHHYIO CUCTEMY, KOTOPaA
MO3BOJIAET Maccaxxupam 3akasblBaTb MaKeTbl YCNYr, COTPYAHNUKAM —
nepefasaTb MIHOBEHHbIE COOOLLEHWA, MPOV3BOANTL 0OMeH Gasamu
[NaHHbIX U Mp.

MpeumMyLLecTBa COBMECTHOM AEATENIbHOCTU U 0COBEHHOCTY y4a-
ctva B Star Alliance BbipaxaroTca kak: efuHbii obpas, eguHoe corna-
LeHre, 06 beaVHEHHbIN OTYET, YNpPOoLLEeHHaA opraHn3aLoHHas
CTPYKTYpa, FOTOBHOCTb MATU Ha KOMMPOMUCC, BO3MOXHOCTb peanu-
3aUny rnobasnbHbIX NPorpaMM ANA NyTelecTBEHHNKOB. 3Ta npo-
rpamma HasbiBaeTcA Global Travel Solution.

3. Apyrue Bugbl o6beanHeHUs 6peHpoB. BkovaloT, Hanpumep,
KOMMOHEHTHbIM KOBPEHOMHT, COBMELLEHNE aBMaLIOHHOrO OGperaa v
XenaemMoro o6bekTa, aBUaLMOHHbI 0OBEKT Kak CUMMBOJT ycrnexa v
Xenaembii 6peH 1 T.4.

KHUXHbIM MarasuH. Ha nonke geTckux KHWr B cepun «busHec Ha
npyMepe...» — KHra 06 ycnexax komnaHum Boeing, ee nctopuw, a
Ha Kacce Mbl 3aMEeYaeM BU3UTKY aBrakomnaHuu-anckayHTepa Sky
Express (Ckai Okcnpecc), koTopan Npu3blBaeT Ha4aTb NoneT ¢ bpo-
HVpoBaHuA GuneTa Yepes3 UHTepHeT. Jpyron npumep: k ceoemy 15-
neTHeMmy obuneto KomnaHna « TpaHcaspo» BbiMyCTWa NOOAPOUHY!IO
kHury «[oa3ma 1 Npo3a 3010TOr0 BeKa aBuaLumy.

YanyHele 6unnbopabl HacblLLeHbl aBUALMOHHON TEMATUKON, a B
Hebe Mbl BUAUM MOHronbtbbepsl HTB, THK-BP, MTC (cm. Ha cTp 107
crneBa). He cekperT, YTo COBpeMEHHbIe AEBYLUKW MEYTaloT O NojeTe C
n36paHHUKOM. BOT Ha TOHMPOBaHHOM (oTorpadun n3 CEMENHOro
anbboMa XEHNX yBIekaeT HEBECTY OT MaLUMHbl K BO3AYLLUHOMY CyAHY
— xateropua FMCG, cnoraH «Jlyylwne BocnoMuHaHuA». Peknama
asToMobunen, Hanpumep Rolls-Royce, LandRover, SAAB, Mazda,
YCMELLHO MOMb3YIOTCA aBMaLMOHHBIMN XapakTepuUcTUKamn AnA
YTBEPXAEHMA CBOEr0o MPEeBOCXOACTBA.

OpU1rrHanbHOCTb rofnaHackoro koHuenT-kapa Carver One saksio-
YaeTcA B TOM, 4TO Ha MOBOPOTAX Yrof Hak/jioHa KabuHbl TPULMKNA
nocturaet 45 rpagycoB. B peknaMHOM ponnke aTo KayecTBo Mof-
TBEPX/AETCA CMEHOM KagpOoB NeTALLEro No Tpacce aBToMoouna u
cosepLuaoLLero B Hebe hurypbl BeICLLEro NUnoTaxa netpebuTena.
Fonoc 3a kagpom npeanaraeT ueneitate nunoTy Carver One YyBCTBa
netuvka: «...you feel like you are a jetfighter». Cnoran: «Ready for
take off...?» conpoBoxgaeT pekiamHble MaTepuansl (CM. puc. BHU3Y).

OpuruHanbHOCTb rofnaHAcKoro KoHuenT-kapa Carver One 3aknioyaeTcs B
TOM, YTO Ha NMOBOPOTAax yros HakjoHa KabvHbl TpULUMkna gocturaeT 45 rpa-
aycos. CnoraH: «Ready for take off...?» («[oToBbI K B31eTy?») conposoxpaet

peknamMmHblie matepuanbl.

Originality of the Dutch concept car Carver One is achieved by the tricycle
cabin, which form slope angle of 45 degrees on turns. Slogan “Ready for
take off...?” accompanies advertising materials.

TO BE ONE

A KIND

advertising of Baon clothes to emphasize its dynamic style. Nike has
launched the Nike Air Force 1 (AF1) technology telling that footwear
selling under this brand is based on airbag technology. [Previously
Nike exploited a flight theme to illustrate advantages of the sole
airbag, but used the image of great Michel Jordan in the series of
basketball shoes Air Jordan. — Editor’s note.]

Power of aviation brands in state brands

European and American aerospace consortiums are characterized by
a strategy covering all fields of brand communications. Apart from
standard types of communications it includes communications from
states, business associations, strategic alliances etc. Due to such
agreed focused informational flow the audience not only feels, but
also thinks through a brand and constantly strive to co-operate with
it. State co-branding is a striking example of this phenomenon.

Canadian advertising was used to present Quebec at the Paris air-
show (2005) as the centre of gravity for international aerospace
industry. Slogan “Thinking aerospace? Think Québec!” (see figure at
the page 104) combines well-known aviation brands — Bombardier,
Pratt & Whithey Canada, Bell Helicopter Textron etc. under the flag
of Quebec. Another example of strategic long-term co-branding was
presented at this show by the United States: the brand of South
Carolina advertized 14 (!) leading aerospace companies located in
this state. Among them are leaders of top lists — Vought, Lockheed,
Micheline Aircraft Time, Eaton, Honeywell, General Electric,
Goodrich, Pratt & Whithey etc. The slogan “\What if aviation were
soaring to new levels in South Carolina?” can be read on the
coloured field of the brand fragment.

The whole aerospace industry is filled with co-branding. It demon-
strates the united network of cooperation between world leading
aviation brands with high-tech Asian feaders in the field of aviation
and space industries, such as China, India, Japan and South Korea.

OpHa n3 cambix Bbipa3uTesibHbIX pekyiam ofexabl — obpas nonerta
M @aBUaLMOHHBIN AyX TOrO, KTO HOCUT KOCTiom oT Brioni.

One of the expressive clothing advertising is the image of Brioni suit.
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OTPACJIb INDUSTRY

YBnexkarenbHbie nytewecTsua — nuuia gnA ayxa. A BOAHbIE 03A0P0OBUATENbHLIE
npoueaypbl - NULa AnA ayiin. 3aecs, B Manansuu, Bbl HAMAETE YCNOBUA ANA BOAHLIX
0340POBUTENbHLIX NMPOUSAYP MUPOBOIO KNnacca, rAe Bbl CMOXETe paccnabuThes,
OCBEXWUTHCA, BOCCTAHOBWUTH CUWllbl ¥ NOHEXNTHCAH. Paccnabbrect ¢ rioMouibio
apomarepaniu, penexkconoritn CToMb! U PasnUYHbIX AIOPBEANYECKUX U TRAAWULIMOHHBIX
BU/OB Manaiickoro Maccaxa. A MoXeT ObiTh U «PbIOHOMO» Maccaxa ¢ NOMOLLBIO COMOB,

©Ccnv Bam XO4eTCA Hero-To HeoBbikHOBEeHHOTO. Kakoin Bbl Bbl HU n3bpanu Bua maccaxa,
OH, 6@3 COMHEHWA, YMUPOTBOPAT Ballie TENo v Ayuly. ECnv Bbi MllieTe MASaNnbHOe MeCTo
ANA BOAHBLIX 0340POBUTENbHBLIX MPOLEAYP, TO Bbl yke Hawnm ero. 3to Mananaua.

s e e

7 :
*/ﬁ € malaysia ﬁw’ ﬁ 0 Truly Asia

Celebrating 50 Years of Nationhood

www.tourismmalaysia.gov.my
www.virftualmalaysia.com

HR-peknama undposoro ueHtpa VIOH ctasuT coTpyaHuky ambu-
LUMO3HYIO Lefb: Yeped YeTbipe roga paboTkl NpuobpecTut cobCTBEH-
Hbl1 BepToneT. BuHTOKpbINnasa MawmHa Robinson 44 Takxe npucyT-
CTBYET B pekname ofexapl Baon, nogyepknBas ee AvHaMUYHBbI
ctunb, a Nike 3anyctun TexHonoruio Nike Air Force 1 (AF1), paccka-
3bIBadA, 4T0 B 00yBYW ¢ 3TUM OPEHIOM peanv3oBaHa TEXHOMNOrMA BO3-
LylwHon noayliku (airbag). [Panee Nike yxxe obpaluanca Kk Teme
MONEeTOB AN1A HarNALHOW WANKCTPaLMK NPeVMyLLECTBa BO3YLLIHON
noAyLUIKM B MOAOLLBE, HO MPY 3TOM MCMOb30Ban 0bpas BENVKOro ™,
Mankna [xxopgaHa B cepvn backeTbonbHbIx kpoccoBok Air Jordan. — s
Mpum. pea.] \ \~\\

Mouwb aBnaynoHHbIX GpeHaoB

B OpeHaax rocygapcrs

,E,J'IH eBpOI'IeVICKI/IX N aMepUKaHCKMX a3pOKOCMUYECKnNxX KoHcopuny-

MOB XapakTepHa CTpaTterva, NpoHK3biBatoLLaA BCE MNnosnAd 6peH,£I,-KOM- ’ T
MyHMKaLMi. [ToMUMO 0BbIYHbIX BUOOB KOMMYHUKALMIA, OHO BKIIOYAET : THINKING

KOMMYHUKauUnn, ncxogaume oT rocynapcrts, Br3Hec-accoLmaLmi, " =
CcTpaTern4eCcknx anbAHCOB U T.A. TakoW cornacoBaHHbIN, CKOHLUEHTPW- | ?EE-IDKSSSECE.EC'

POBaHHbIN MHOPMALMOHHBIA MOTOK MO3BONAET OKPYXKAIOLLIMM HE
TONBbKO YyBCTBOBATb, HO U MbICNINTL OPEHAOM, MOCTOAHHO CTPEMUTb-
€A K COTPYAHNYECTBY C HUM, YTO OCODEHHO APKO MOAYEPKUBAIOT NPK-
Mepbl FOCYAAaPCTBEHHOIO KOBPEHAMHTa.

Kanaackaa peknama HpeACT?BﬂHBT npoeuHumio Keebek kak LieHTp Québec, a global powerhouse in the aerospace industry, is home
NPUTAXEHNA aSPOKOCMUYECKON MHAYCTPUX BCEFO MUpa. (CM. puC. {0 world-class companies such as Bombardier, Pratt & Whitney
cnpaea) Moa (hnarom NPOBUHLMU OB bEANINCE U3BECTHbIE ABUALIMOH- Canada, CAE and Bell Helicopter Textron, to name a few, supported

: ; : by 240 SMEs who are constantly innovating.
Hble OpeHabl — Bombardier, Pratt & Whitney Canada, Bell Helicopter o T i e e
uch a concentration of world leaders is dazzlin
Textron v ap. Elle oamH npymep cTpatermyeckoro, A0AroCpoYHOro o TH RN !

Montréal at the forefront of the leading aeronautics centres.
aBWaLMOHHOro KobpeHanHra npeactasuny CoegnHexHbie LLTaTbl No wonder a multitude of engineering

Amepnku: bpeHa wrata KOxHaa KaponvHa pexknamupyet 14 (1) Beny- innovations take wing in Québec.
LUMX a3POKOCMUNHECKNX NPELANPUATUIA, PACMONIOXEHHbIX B 3TOM
wtate. Cpean HUx nuaepsb! Tor-nnuctos Vought, Lockheed, Micheline COME aBOaRD anD BE PaRT OF IT!

Aircraft Time, Eaton, Honeywell, General Electric, Goodrich, Pratt &
Whitney n gp. Cnoran «What if aviation were soaring to new levels
in South Carolina?» (470 ecnu aBnauma OCTUIHET HOBbLIX BbICOT B
tO>xHom KaponuHe?).

[na 6peHAoB aBMakoMnaHWin 1 a3poropToB TakXKe XapakTepHO
obbeanHeHne ¢ bpeHaamMun cTpaH, obnacTei, perMoHoB 1 roOpoOAoB C
Lienblo COBMECTHOMO MPpUBEYeHMA TypucToB. puBiekaloT Takxe
OpeHabl NATU3BE3A0YHbIX CETEN rOCTUHML, 1 ByTukoB. Cpean akTus-
HbIX MFPOKOB Ha POCCUMICKOM PbIHKE MO CO3AaHMI0 LeNOCTHOro 0bpa-

Paris Air Show 2005
Québec Stand Hall 3, E7/3

: www.mdeie.gouv.qc.ca/aerospace

e e T

3@ MEYTbl O TOM, A€ MOXHO XWUTb U OTAbIXaTb Ha BOCTOYHOM QUébeC
HamnpasB/IeHNN, MOXHO Ha3BaTb ObpeHapl [oHKoHra, CuHranypa,
Bpena Manai3un co cnoraHom «MictuHHaa Asua» n ero cy66peHs Visit CnoraH «Mbicnuib “aspokocmoc”? [lyman “Keebek!”» / Thinking aero-
Malaysia Celebrating 50 Years of Nationhood HeceT cuHepruTnyeckni space? Think Québec! — 3By4an Ha aspowoy B Mapuxe (2005 r.).

3 ekt GpeHA-KYNbTYPbI C BOCTOYHbIMU aBUAaKOMMAHUAMMU. i - ; . s
GG BEHAKYLBEVE Slogan “Thinking aerospace? Think Québec!” combines well-known aviation

Brand of the Malaysia and subbrand of Visit Malaysia Celebrating 50 Years brands — Bombardier, Pratt & Whitney Canada, Bell Helicopter Textron etc.
of Nationhood, as well as brands of three airlines. under the flag of Québec.
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Ko6peHOuHr Ha BbiCcOTE

Manawsun (6peHp cTpaHbl u cybbpeng Visit Malaysia Celebrating 50
Years of Nationhood 1 6peHbl Tpex aBuakoMmnaHui, CM. pUC. Ha CTP.
104 Beepxy), IOxHoOM Kopen (ceMencTBoO cnoraHoB: 0COBEHHbIN 411
[Byx OPEHI0B, B COYeTaHUN ¢ BpeHaoM (eamHana CTpoKa), Ha3BaHuA
caiiTa, Ha3BaHMA caliiTa B BUAE CTOPOKM OMMUCAHUA B COYETaHUN C
6peHaom: Tourism2Korea.com, crnoraHa, KoTopbl afganTypoBaH As1d
KaX oW CTpaHbl MPOABUXEHUA 1 T.4.) 1 Op.

B nacrnopt ¢ 6peHaom 'OHKOHra, KOTOpbI BblAAET rocTAM 0hrC
Hong Kong Tourism Board, BHocATcA ©.1.0., uenb B1M3nTa 1 CPOKM
noesnKn; ero cofepXaHue — kpaTkoe onucanve 18-Tn noctonpume-
4aTenbHOCTEN, KOTOPLIE PEKOMEHAYIOT MOCETUTD; MO NPUOLITUM Ha
noHpaBmBLLEECA MecTo, Hanpumep [k BukTopua, B cneunansHyto
AYeNnKy nacriopTa CTaBUTCA LUTANM-CUMBOJI; Nepes OT/IETOM U3 CTpa-
Hbl, MOC/e NPeabABNEHNA 3anoHEHHOrO WTamMmnamu nacnopTa,
BbIAETCA KYMOH W CYBEHUPbI, MEXAy BnagenblamMm KynoHoB 3aTem
pasbirpbliBaeTcA YeTbipe BU3Hec-NakeTa: aBnadbuneTsbl B [[OHKOHT 1
00paTHO + YeTbipe AHA MPOXMBAHWA B FOCTUHMLE; PALOM C Macrop-
TOoM — OuckoHTHada VIP-kapTa ¢ 6peHaoM ropofa, KoTopasa AenCTBO-
Bana fo 2003 rona BO MHOMMX AM0BbIX M TOPrOBbIX LIeHTpax, rae
ObI pasMeLLleH noaaepxuBaoLmia nporpammy 6pena Quality
Services. CeronHa [OHKOHr nocelatoT bonee 15 MUNNNMOHOB rOCTEN
eXerofHo 1 YnpaBneHue rno Typnamy roToBUT O4epedHble COBMECT-
Hble akumK, passuBatolme bpeHa Hong Kong.

ABMaLIMOHHbIE GPEHAEI OTKPbLIBAIOT HOBYIO hOPMYNy aKTUBHOCTY
K/IMEeHTa, CHOBA U CHOBa MOSIOXUTENBHO OyAAT Halle CO3HaHue,
3aBOEBbIBAIOT €0 BOCXULLEHVE. B

Tak 3anyckaloT U3BECTHbIW 3eneHbll Wap Tenekomnadum HTB B He6O Hap
ropogom KyHryp Mepmckoro kpasa Ha cdecTuBane BosfyxonnasaTenen
«HebecHana apmapka». Pagom paboTaeT cbemMoYHas rpynna — cosaaer
cepuio ponvKoB TenekaHana. Heckonbko gHel Hasap wap nepecek rpaHuuy
EBponbl n A3uun. B yecTb AByx [lHeN ypanbCckux ropofoB OH MOAHMMaN BCeX
Xenawowmx B Hebo, a HoUbIO C PYrMMU MOHroNlb(bepamMun B ropoae
INeparon newepsl ycTpansan ¢eepuyeckoe woy. B nonet Bcex npurnawanu
3apaHee peknamMHble WuTbl ropogos. KomaHaunp cynHa Masen Xonog Bbiaa-
Basj COBEPLUMBLLMM NyTeLIECTBUE creLnanbHbin cepTudukaT. PoTo aBTOpPA,
23 nioHA 2006 roga.

Launching of a well-known NTV television company green ball at the Sky
Fair festivity of balloonists in Kungur at Permsky region.

High-Level Co-branding

Stamp Rally Passport
Bz 18 2

Brands of airlines and airports also tend to be integrated with
brands of countries, districts, regions and cities for joint attraction of
tourists. Brands of five-star hotels and boutiques are also attracted.
Among active players of the Russian market, which try to create a
holistic image of the dream about good place for living and relax-
ation in eastward direction, the following brands can be mentioned:
brands of Hong Kong, Singapore, Malaysia (brand of the country and
subbrand of Visit Malaysia Celebrating 50 Years of Nationhood, as
well as brands of three airlines, see figure at the top of page 104),
South Korea (family of slogans: special slogan for two brands in
combination with the brand (common line), the web-site, the slogan
site in combination with the brand: Tourism2Korea.com, the slogan
adapted to each country of promotion and so on) and etc.

The Tourism Board supports this direction abroad. For example,
the office of the Hong Kong Tourism Board issues the passport with
the brand of Hong Kong (see figure at the right upper corner) to
guests. It is used to enter name, purpose of a visit and period of a trip
and contains brief description of 18 remarkable sights with recom-
mendation to visit them. On arrival at a desired place, e.g. the Victoria
Peak, a symbol stamp is attached in the special section of this pass-
port, while before leaving the country a coupon and souvenirs are
delivered upon presentation of the passport with attached stamps.
Then four business packages (return air tickets to Hong Kong + hotel
accommodation for four days) are raffled among holders of coupons.
The Figure at the right upper corner of the page shows a discount VIP
card with the brand of the city near the passport. This card was valid
till 2003 in many business and shopping centres, in which the Quality
Services brand supporting this program. Nowadays 15 million guests
visit Hong Kong annually, and the Tourism Board is preparing new
joint actions aimed at development of the Hong Kong's brand.

The world of aviation brands conceals huge potential of the emo-
tional charges, which we can awake in our consciousness over and
over again with the help of archetypes and brand sense. m

MacnopT ¢ 6peHpgom FoOHKOHra, KOTOPObIN BblgaeT roctam ocduc Hong Kong
Tourism Board.

The office of the Hong Kong Tourism Board issues the passport with the
brand of Hong Kong.

LOuckonTHasa VIP-kapTa ¢ 6peHpom ropofaa, koTopas geicrteosana ao 2003
roa BO MHOTUX AeNOBbIX Y TOProBbIX LeHTpax, rae 6bi1 pasmelleH noj-
nepxuBatowmin nporpammy 6pena Quality Services.

A discount VIP card with the brand of the city near the passport. This card
was valid till 2003 in many business and shopping centres, in which the
Quality Services brand supported this program.
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