A Winning Brand g n Hea
Define It. Package It. Live lt.

Lindsay R. Resnick
Chief Marketing Officer
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Defining Your Brand

A brand is more than just a logo or a slogan. It is an
organi zationodos |1 mage, 1 ts po
promise to everyone who experiences itd clients,

prospects and employees.

NA brand for a company is like a reputation for a person.
You earn reputation by trying to do har

1 Jeff Bezos
amazoncom.
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http://www.amazon.com/exec/obidos/subst/home/redirect.html/ref=nh_gateway/103-1514073-5499816
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Brand Objective

Brand Position identity and value proposition to be actively communicated.

It includes a point of differentiationd which is either uniqgue or can be owned in the
marketplaced that provides competitive advantage.

Brand System organization and application of a brand position across product
lines, service and business units to achieve clarity in product offerings, facilitate
awareness and help allocate resources.

Define who YOU are Communicate who YOU are
System Strategies
Brand Marketing
Position Plan Tactics
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Brand Continuum 7 Rational to Emotional

1 2 3 4 5

Familiarity Consideration Preference Loyalty

Awareness

Have | heard
of you?

eption
Emotional]

Awareness
[Rational]
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Brand Attributes O | senices

What makes a strong brand?

Believable

Believable
Your brand should be based on reality and truth.

Candét promise and not de

Defendable
Your brand should be one that only you can own.

Defendable Relevant

Somet hi ng your competitors canot easily cr
Elements of Brand
Relevant _ Core Values
Your brand should represent something your Vision and Mission
audience cares about and/or wants. Position and Personality
_ _ _ Value Proposition
Offer an emotional connection with customers. Name and Logo

Voice and Tone
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Brand Attributes

What makes for effective branding?
Connection

Connection

Your brand should interact with your
audiences on an emotional level.

Consistency
Your brand should be consistent regardless

of the touchpoint.

Consistency Context

Context _

Your brand should interact with audiences Elements of Branding

: . : Tagline

in appropriate ways, times and places. . .
PPIOp Y P Marketing/Advertising

Customer Service Experience
Collateral Materials/Websites
Corporate/Employees
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Top 5 Most Valuable Global Brands
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Top 6 Health Insurance Brands

X Aetna

g UnitedHealthcare 8% KAISER PERMANENTE.

% HUMANA.

CIGNA

Crue I‘dﬂﬂm_? when you need it most



Most Valuable Global Brands 2011

Rank  Brand  Yalue  Brand value
1. Apple $153,285 +84%
2. Google $111,498 -2%
3. IBM $100,849 +17%
4. Mc Donal $81,016 +23%
5. Microsoft $78,243 +2%
6. Coca-Cola $73,752 +8%
7. AT&T $69,916 -
8. Marlboro $67,522 +18%
9. China Mobile $57,326 +9%
10. GE $50,318 +12%

BrandZ, Millward Brown Optimor, a WPP company
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Brand is every aspect of the relationship a company has with its prospects & customers.

| t6s the sum tot al of everything they see,
interaction with your company’ every visual encounter, every telephone call, every
written word, ever evegplomisea yamakea nge e

we find THIS

modé! works BETTER
for US!
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Elements of Brand I Embedded Strategic Statements

WHY we exist.

WHAT we aim to achieve.

HOW we plan to achieve our vision.
Purpose WHAT we stand for and HOW we behave.

HOW we differentiate from our competition.

Values The VALUE we exchange with our customers.

Positioning

Benefits




