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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the importance of
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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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