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WELCOME

> What to expect
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ABOUT US

o We are a brand-centered consulting agency
focusedonh el pi ng organi zati ons
unleash the full power their brand to improve
market success. Our goal is to provide
measureable and meaningful impact on the
organi zationos bottom | ine.

- We help organizations use their brand to discover
opportunities and deliver them in extraordinary ways
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ABOUT US

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

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
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OVERVIEW

o What is a brand?
- Definition
- Components
. Examples
o Three keys to brand success

° Q&A
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WHAT IS A BRAND?

o Brands live in the minds of the customer

HOW DO THEY

GET THERE?
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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 customersegmentsdo i t 6s t he cor e
a company or organization

| t6s somet hing that 1 s both tan:
of experiences that a customer has with your
organi zationégood, bad, or

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?0 COMPONENTS

> Name

Logo (visual identity)

Company/ organi zati on
Attributes/characteristics

Personality

Promise of some benefit(s)

o

o

o

o

o
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WHAT IS A BRAND?

oNameé

o Often descriptive, invented, experiential, or evocative

IBM General Google Explorer Yahoo! Ford
Motors
AT&T Huggies Ebay Target Nike Sony
IKEA Coca-Cola Oreo Sunkist Apple Hewlett-
Packard
BMW Pizza Hut Velcro Starbucks Virgin Macyo:
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WHAT IS A BRAND?

ceyet ,

youod

b e

select a brand name

WEVE HIRED THE
DOGBERT AD AGENCY
TO GIVE OUR COMPANY
A NEW TMAGE .

T USED A COMPUTER TO
SUGGEST A NEW HI-TECH
NAME FOR YOUR COMPANY.
THE PROGRAM RANDOMLY
COMBINES (WORDS FROM
ASTRONOMY AND ELEC-
TRONILS,

Brand
rar]nsightS““

O 154 i Aed. Srdiea, .

sur pr i

sed

~—

A e Sy

THE FIRST CHOICE 1S
"URANUS-HERTZ”
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WHAT IS A BRAND?

> Logo...

0 Generally designed to reinforce the named can be creative,
symbolic, include an icon, or merely grab attention
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WHAT IS A BRAND?

Vd

ceéor, then again, completely

THE DOGBERT CONSULTING
COMPANY (JILL HELP US
DESIGN A NEW
COMPANY LOGO.

WHEN 1 JUsT

WILL FINISHED.

YOou T CALL IT THE

START? = BROWN RING
) OF QUALTTY.

o
4

‘/”/760 1998 United Feature Syndicate, Inc.(NYC)

SAhms  www.unitedmedia.com
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WHAT IS A BRAND?

cCompany/ organi zation (what
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WHAT IS A BRAND?

o Attributes/characteristics

Functional
Attributes:

oWhat does It
do for
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Emotional
Attributes:

adHow does it
ma k e

mée
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WHAT IS A BRAND?

o Wh at are this branddbds att

B
"N esights




