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BRANDING MATTERS

BRANDING

IIWHOII

WHY

CHOOSE WATER POLO?



WHAT IS A BRAND?

EMOTIONAL PROMISE

DUPLICATABLE



BRANDS ARE MULTI-DIMENSIONAL

 FUNCTIONAL EQUITIES

« EMOTIONAL EQUITIES



THE BRAND SECRET

LIFESTYLE/EMOTION



THE BMW/MERCEDES/VOLVO EXAMPLE

e FUNCTIONAL EQUITIES (SHARED WITH OTHER BRANDS)

« EMOTIONAL EQUITIES (THE EMOTIONAL PROMISE)

—‘<{’—- LIVE

“SELL”




FRIENDSHIP

MULTICULTURAL

FESTIVE

HONORABLE

UNITY

DIGNIFIED

POWERFUL

WORLDLY

FAIR COMPETITION

STRIVING

PEACEFUL

DETERMINATION

TRUSTWORTHY

INSPIRATIONAL

HERITAGE & TRADITION

BEING THE BEST

GLOBAL
PARTICIPATION

IDEALS OF
EQUALITY,
TRADITION,
HONOR AND
EXCELLENCE




COMPETITIVE POSITIVE
ANALYSIS EQUITIES LIMITATIONS

unicef e




THE WATER POLO
BRAND




METHODOLOGY

9
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WHAT ARE YOUR TOP 5 FAVORITE SUMMER
OLYMPIC GAMES SPORTS?

50

38

25

| I 1 1) :

* 11 out of 316 responses. 3.48%



WHAT DO YOU THINK ABOUT WATER POLO?

9

TOUGH SPORT DO NOT UNDERSTAND

RESPECT BORING TO WATCH

ATTRACTIVE NOT FAMILIAR



WHAT ARE THE FIRST PHRASES THAT COME TO
MIND WHEN YOU THINK OF WATER POLO?



WHAT ARE THE GREATEST STRENGTHS?

ENDURANCE  AGGRESSIVE UNIQUENESS APPEAL
STAMINA TOUGH TEAM SPORT  RESPECT FOR THE SPORT
STRENGTH DUNKING ACCURACY ATTRACTIVE ATHLETES
FAST PACED PHYSICAL DYNAMIC BY NATURE SPEEDOS

EXHAUSTING INTENSE




WHAT ARE THE GREATEST WEAKNESSES?

CONEUSING UNDERDEVELOPED LOW ACCESSIBILITY

LIMITED VISIBILITY OVERSHAWDOWED LIMITED INTEREST






NEXT STEPS TO BRAND CLARIT

BRANDING IS THE FOUNDATION OF EVERYTHING
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