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WELCOME

ºWhat to expect
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ABOUT US

ºWe are a brand-centered consulting agency 

focused on helping organizations ñactivateò and 

unleash the full power their brand to improve 

market success. Our goal is to provide 

measureable and meaningful impact on the 

organizationôs bottom line. 

·We help organizations use their brand to discover 

opportunities and deliver them in extraordinary ways
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ABOUT US

Nancy Resnick

Chief Customer Officer

Nancy has over 20 years of marketing and customer

research experience. Much of her career was with a

international financial services company where she

created the direct response marketing department,

established the marketing information function, and

headed the qualitative research section. Nancy is

passionate about the power of customer information to

drive company success.

Alan Bergstrom

Chief Strategy Officer

Alan has over 20 years of brand strategy and implementation

experience, working with clients of all types and categories

to enhance brand performance . He is a nationally renowned

expert with deep experience in positioning, operationalizing,

measuring, and guiding brands to greatness. Previously, he

founded and led one of the top three brand agencies in the

US. Alan is a frequent speaker and writer on brand issues

and solutions.
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OVERVIEW

ºWhat is a brand?

· Definition

· Components

· Examples

º Three keys to brand success

ºQ & A
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WHAT IS A BRAND?

HOW DO THEY 
GET THERE?

º Brands live in the minds of the customer
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WHAT IS A BRAND?

A brand is a combination of functional and emotional 

characteristics that define an image or personality which 

appeals to certain customer segmentsðitôs the core essence of 

a company or organization

Itôs something that is both tangible and intangible.   Itôs the sum 

of  experiences that a customer has with your 

organizationégood, bad, or indifferent

Very simply, a brand is about making a promise 
and keeping that promise, day-in and day-out
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WHAT IS A BRAND?ðCOMPONENTS

ºName

º Logo (visual identity)

ºCompany/organization (whatôs behind the brand)

ºAttributes/characteristics

ºPersonality

ºPromise of some benefit(s)
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WHAT IS A BRAND?

o Nameé

o Often descriptive, invented, experiential, or evocative
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Abbreviated Descriptive Invented Experiential Evocative Named

IBM General 

Motors

Google Explorer Yahoo! Ford

AT&T Huggies Ebay Target Nike Sony

IKEA Coca-Cola Oreo Sunkist Apple Hewlett-

Packard

BMW Pizza Hut Velcro Starbucks Virgin Macyôs



WHAT IS A BRAND?

ºéyet, youôd be surprised how some companies 

select a brand name 
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WHAT IS A BRAND?

º Logo...

o Generally designed to reinforce the nameðcan be creative, 

symbolic, include an icon, or merely grab attention
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WHAT IS A BRAND?

ºéor, then again, completely defy logic
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WHAT IS A BRAND?

ºCompany/organization (whatôs behind the brand)
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WHAT IS A BRAND?

ºAttributes/characteristics

Emotional

Attributes:

Functional

Attributes:

òWhat does it 
do for me?ó

òHow does it      
make me feel?ó
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WHAT IS A BRAND?

ºWhat are this brandôs attributes?
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