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The Company
RW International (Zyzon) is a provider of software development
tools for the consulting industry. 

Research Objectives
DAMX is a new company based on a combination of emerging
technologies and expert systems, and as such is in the position of
needing to make sure its brand is managed correctly from the
beginning. Our main objectives in the Brand DNA Sequence were:

- To develop accurate definitions of customer segments

- To clarify product/company relationships

- To collect ideas for new products and services

- To develop criteria for qualifying partners and affiliates

- To provide feedback used in marcom collateral and sales support

- To learn how to resonate with a changing customer base

- To make an accurate assessment of current product positioning



Brand Architecture    Current Mapping

The existing state of the Zyzon franchise brand is typical to many
technology companies with fragmented marketing and product
development agendas and departments. Packaging for each 
product tends to reflect the personality and meet the needs of the
different channel partners. 

Some current products bear some relationship to each other with-
in the parent RWI channel, notably the main Zyzon platform and
learning modules. But other products, such as UI Developer Kit
and test Devil, bear no discernable relationship to the rest of the
franchise.

Franchise products need reorganization and renaming. The prod-
uct mix, in the glory of its full detail, is quite unintelligible to the
uninitiated, and the bundling options require too much explana-
tion. Consistency suffers, cross-selling opportunities are lost, 
customers are confused.
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Brand Architecture    Recommended Mapping
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We recommend first providing consistency in branding across all
franchise products, regardless of the identity of the channel 
partner. All branded products must show a clear relationship to
the core brand. In most cases, this is not really a co-branding
strategy, but a properly balanced relationship between product
and channel. Channel partners will appreciate having branding
elements, messaging and marcom materials already created, to
plug into their formats. The strong brand helps them, as aware-
ness from other channels reinforces their marketing efforts.

We recommend making the Zyzon brand dominant on all franchise
products. This will be accomplished by the creation of a program
of branding elements (see p 7,  Branding Elements |
Recommendations).

Since UI Developer Kit and Test Devil are really developer
resources, and QA Tracker is not really a plugin. These are  better
referred to as “developer resources”- a title that signals acknowl-
edgement and support of the core user group, something they’re
crying out for, according to our Input testing.

We recommend naming the interactive online component of the
product “Zyzon MUD”- a nod towards the developer community.
Zyzon’s faithful developer community shares product knowledge
across a MUD environment. This combination of contexts is a
unique characteristic of Zyzon users, and should me more 
integrated into the product mix.

Seminars become “training events”, culminating in Zyzon
Certification, which furthers RWI’s quest for ownership of industry
standards.

Product groups should carry designations like “A Zyzon Training
Resource”.  This can be formatted into a seal or logo that identi-
fies products as members of the  Zyzon family, and designates its
place in the subcategory. These categories are organized around
customer priorities, rather than channel partner priorities.

The packaging program should reflect branding that is unified
throughout all products, but differentiated within user categories.
These categories lend themselves more naturally to brand exten-
sion.
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Brand Architecture    Brand Extension Mapping

Allowing brand architecture to follow the 
natural organization of customer groups and
needs shows many benefits:

1. The franchise brand can grow in a way that
is coherent to customers. 

2. Applications that have been in back burner
development suddenly have a 
clearly defined market, and can attract more
resources.

3. Potential revenue streams open up as the
brand becomes more developed.

4. Co-branding and partnering opportunities
open up.

5. Cross-selling becomes more viable, as prod-
ucts in one area come to support those in
other areas.

6. Customers sense a dedication to building
and maintaining a steady flow of new prod-
ucts, support, and solutions- this is critical in
the tech sector.

7. Previously underutilized brand and IP equity
can be monetized more easily.

8. Brand extension leads to strengthening of
the brand, rather than brand dilution.
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