1 The Power

of
The Brand




i Not just your logo

m Oris it?
= Logo from the Greek “logos”
=« Literally translates to “word”



i Therefore . . .

= Your logo is your word
=« And that is what makes you unique



i Imagine that!

In arecent broadcast on National Public Radio, a
communications expert made a truly startling statement.
He said that the aver age American will be exposed to
mor e messages in a single day than a person of 100
years ago would receivein alifetime.




i Why branding is important

= You compete in a dynamic
marketplace

= Not just for market share
= Share of mind

= Because branding works

= Likewise, failing to support your
brand has a negative impact.



i Why branding is important

= Because branding isn’t just an
external expression of a company’s
Image and values. It permeates the
entire organization and extends to
the localities in which it resides.



i Why branding is important

= A sign indicating reliability and quality
= Best-selling brand names in each category

are also the leading advertisers in their
categories

= Because it may be the single most

significant and important asset a company
owns.



i Branding . . .

= Motivates management to define how it wishes to be
perceived in the marketplace and then points out
what /nternal operational and internal/external
communications changes must be made in order to
guarantee delivery on the image it creates.

= A strong image in the minds of industry media,
thought leaders, etc. also places the company in a
strong position to be not just a reactor to challenges
and situations, but also a leader in addressing
pertinent challenges in the various industries.
Becoming the “go-to” company is a wonderful
position to hold.



i Branding . . .

= Insulates and protect an organization in times of
controversy.

= Of equal — but often neglected — importance is the
morale of your staff. People who work for an
organization that instills — no insists — on a sense of
pride and accomplishment, are more highly
motivated and perform beyond the expectations of
management.

= The launch of a new corporate brand strategy is also
a wonderful chance to communicate with these
employees, face-to-face, in an exciting and
motivating way.







.. . Isa decision-making shortcut

... 1soften all theinformation you
need to makea decision

... must present consumerswith a consistent
vision - an integrated personality
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;;g time shrinks

the importance of
brand increases
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A Product iswhat you sell -

A Brand iswho you are.



—Brand.Equity.

A set of beliefs
about a brand
that can help or
hinder brand
selection
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Apple = Liberty regained
Peps = Youthfulness

Oil of Olay = Timeless Beauty

Saturn = The American Competitive Spirit

AT&T = The Promise of the Future



estimates it costs six times more
money to attain a new client
than to keep a current one.
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Apheworld stwo most
ell-known brands
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Branal M cIs)sElldEs m

= Leader

= Neighbor

= Value

= Convenience
= Child’s Friend
= Jcon

= Good
Employer

s Parther
= Purchaser

= Charitable
Donor

= [radition



Brana M clIsigEIs s m

A study of retailers showsadirect correlation
between shar e of visits and share of outlets.

However . ..



Annual Revenue
Per Qutlet
(Millions)

S et

Bur ger King

1.6




Brand M cLlsifEldEs m

A T.V.commercial showing a mother and daughter
and almost no product . ..

was rated highest by customersfor taste of food.



Brand M cDOgEIsEs {;\!\
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60% of marketing
dollarsare spent to
enhance the brand!




The concept isssmple: Get a Coke Into
someone s hand wherever they are.

= Beach = Ballgame
s Office = On the Road
s Restaurant = In a Hotel

= [ heater



Brand Coca-Cola

Components of a Brand

INSIHEND eI ESHeRING

2. Personality

), reeleVelplegiziel sigdesl of | apfelefe

4. Quality of product

SefVicestggor

S
6. Effectiveness of marketing strategy



Brand Coca-Cola

Your brand image allows you the
opportunity to create advertising
which builds loyalty.



Brand Coca-Cola

Thevalue of the brand isinfinite. Itspower so
strong, that if, one day, every asset of the Coca-
Cola Company, the bottlers, and every vending
machine wer e destroyed -- not a single asset |eft
except for the ownership of the brand name. . .



Brand Coca-Cola

... Any bank in theworld would
give any amount needed -$1, $5,
$25 billion - to rebuild.



Brand Coca-Cola

.. . Because the brand nameisthe essence of the
entire company. |If you have that name you can
rebuild the physical assets. But without it, all
you have ar e buildings, trucks, and machines

- = Dou Reoust
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Preferred

Known for something
important to clients

Known for something
distinctive

Known for something

Known




Our promis®




Creating the Brand

= Define brand attributes

= What needs or desires does our product
resolve?

= Who is our audience?

= What are key features/benefits of our
product?



Creating the Brand

= Develop branding vocabulary
= Creed
= Icons
= Rituals

=« Sacred words
= How do we “speak” to the public?



What is Creativity?

It's not what you say, it's how
you say it:
A blind man sits on a street

corner, his I}at upturned with a

sign that reads:” "Blind. Please
help.”

A marketing person walks by . .




It's how you say it:

It is a beautiful spring flay,

but I cannot see it.
l )




i Integrated Brand Strategies

= We actively investigate what is important
to our customers, using research, face to
face interviews, questionnaires,
suggestion boxes, etc.

= We judge the effectiveness of our brand in
terms of how it looks and feels to our
customers — not how it seems to us.

= We understand how our customers feel
about our products and services.



i Integrated Brand Strategies

= If our brand did not exist, the vast majority
of our customers would notice our
absence and really miss having us in their

lives.
= Our communication plan includes all the

various places and ways in which we
interact with our customers.

= We have aligned our organizational
structure, operations and culture with our

brand values.



i Integrated Brand Strategies

= Our induction program includes education
on our brand and the role it plays in
enhancing our competitiveness.

» We understand in our own minds what
differentiates our brand from our
competitors

= Everyone in our organization knows what
our brand stands for and can articulate
that idea simply and clearly.



i Integrated Brand Strategies

= Included in our performance management
systems is an assessment of the
contribution each individual makes to
growing and enhancing the brand.

= Our communications, marketing, service
delivery, finance and HR functions are alli
aligned with our brand objectives.

= Branding is championed throughout our
organization, from the CEO down.



i Integrated Brand Strategies

= Our branding strategies are proactively
driven. They do not depend on what our
competitors are up to.

= We view brand as applying to far more
than just our visual identity and our
marketing communications.

= We regard our brand agency(ies) as our
strategic partner(s) and actively involve
them In organizational and
communications planning and review
sessions.



i Integrated Brand Strategies

= The consistency of our brand is paramount. It
reaches way beyond just tactical brand

campaigns and it is deeper than even key
personnel changes.
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A brand is built by actions

— not slogans

n am =lort to enhones aur abdlity to '|'||'|:-'|'ir|,-!'-

life-changing services to clients and familics

throughout Porter and Starke counties,
Forter-Starke Services has recently emburked
upen an exciting process designed to generate
preater conscicasness, both intermally and

externally in regard to;

* Who we are
# What we do

¢ The added value we deliver o owre clients

For us as an organkzation oo provide the public
with a consistent and credible Image. we must
first and foremost seek to ralse consciousness
internally: to define and articulate a common
vision that places client benefit first; that focuses
an the tremendous value of the services we
provide; and that trumpets our abilities to change

lives in meaningful ways.

Eaclh and every emploves of Prirter-Starke

bap o s 'r\-e-'\-'|:t:|||xi||||' for raising ancl
peerpebiting this conscioasness, and it is -:||||:l.
thraugh our eollective commitment g these core
vilues that we can b her snbanes el ur\-:ﬁ:li]:li]it_\-

this organization s richly deseres

W all should e exeremely prowd of ihe great
ok wies do sl never lose sight of the
I|'.1||HI'||r|||i||!_l; metres of aur serdmes. We are
indesd, agronp of extraordinay peaphe doing
exstrsardinary things, amd we are going to make

S ||'Ii:| SAETVOEE T CnlF ServiceD ares kllll'-"a"\- f]liﬁ.

i rawvirl J. Lomaka,
Frogicent & CEO
Forter-Strke Serviees, Die.



Purpose

he panrpose of this presentatin is o

]:ﬂl:-'u'il.l.-e' o o an overview al the

methodolomy wsed to develop anr Tiand
strutegry as well as the key attribotes of our brand -
al which vou mres g eritieal component W mlsn
hope that it gives vou a clear understanding of
proamises cur brand makes o our elients and their
Families and ehe crseial mole voll play in ensuring

I I [HE 4 I = '|:ll1 AN e kl:"'lﬂ :

Here we examine the “branding concept”
im soame detail, comeemtrating on:

* Client pereeptions

= Emploves perceplions

*  The critical components of our
“personality”

= Ways for vou to actively use this
information in vour daily work with
co-workers and clients



The Examination Process

e al the _!Ill':l.l '.lll'-':ul.i:l;!l's l:~:|'5;'-cliu!_r. ||J|:'l.l|1!_:'ll i |!:-'|:1ul|:|l:|g :u|:||._'.:-ii:-i s the

|:-'|:-|u|r|||||it:|. o esgarninge Forter-Starke Serviees from the muli i||'|-e- '|:-e-|=.1|::--1'li1'vef.~:

= How we see cairselves
. Haow the public sees ns
= Honw onr clients see ns

This is the methodolom we |-||'|p'|||:.'|"r|,-

Company e '
pan; Publhic Analysis

Self-Examination Perceptions Perceptions

*  Emploves interviews ¢ lutercept Surveys = Cliemnt Surveys
W panticipation L1E [nbercept Sumvevs 141 Client Surveys

*  Two locus groups
H::-:1I'-:;|.":'l.1:|:||.'.|!_:'-|'||.r|'lll

Emplkwvees




Important Things
We Learned

Internally:

Externally:

o Management and stafl share a

ormmon visiom of providing ; .
common vision of | ling * While awareness of Porter-Starke

¥ | ‘ nr ] 1] | ] -] . " I 1 o] L
oustanding care Lo olients. Carvices {2 relatively :-ilgmﬁt::-ml,

perceptions, knowledge and
' " " ¥ ¥ L = ! e = : .
[l w ] that we communicate |:|uf|i':|'~i1ﬂ|u]:||.1;-_{ of who we are and

oo vision — hoth :
that commen visio th the what we do need to be enhanced.
L |||‘|"‘13"-Hj;\_'-‘|' Hl]l.l 1].'.' ||H'||||:H]3"-

employed — can be improved ¢ Clients and their families almost

universally praise and appreciate

the work we do.




What We Say
About Ourselves

“I wanted to be a part of an organization that makes a
difference in people’s lives.”

L,

“I enjoy being able to make a positive difference
in people’s lives.”

L

“1 believe in the services we offer,”

L,

“Tt was never about a high paveheck; it has always
been because 1 feel T was helping a certain sector

of my community.”




What Clients Say About Us

“Very caring and Fri[:*nd]}; statt, \f’[:*r:y' he|pﬁl] with all questions
and problems.”

oL

“Best group I've been to for releasing your thoughts and fears
ahout addictions.”

-

“The connselors make vou feel welcome and never make you
feel ashamed of the choices or problems
vou have had in vour life.”

P T

“All the statt I have been in contact with have been ext r:—‘.-[m-‘hf
||{-:]l]|ﬁ|| and comforting and H]“’.';I.:..-'.'-.' happ:,; to help in any way

and have a way of making vou feel comfortable.”



« Critical Components
of Our Branding Efforts

Our clients

¢ The center of our existence

is omr clients,

Our
e We nmderstand that they -
face critical challenges in Cllents
thieir lives and it is onr
mission to help thermn meet
these challenges.




Critical Components
of Our Branding Efforts

We are:
s Passiomate about the care we l}I'fl‘.'iI]I‘
o [nnovative
o Cutting edee
¢ Professional

L Hr-th'i'H]ﬂ

L.oval

Clommrmithed

Caring







