Is It Time For a Brand Renovation?

Susan Spaulding, EVP & Principal
Barb Murphy, SVP Market Development & Planning

2
@CLARITY ESTABLISHED:"




Four Key Take-Awaysf r om Todayos Se

1. What you should really expect from your brand

2. How to determine if your brand is in decline and
In need of a renovation

3. The core branding elements that will shape
the renovation process

4. What it takes to infuse the brand into your
company culture




0The future of brands is the future blisinesX
the brand will become the only majosustainable
competitive advantag® ¢
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http://www.amazon.com/gp/reader/3540253602/ref=sib_dp_pt

Erroneous concl usi
and potential demise of a brand
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Brand relevance and leadership
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A Strong Brand Posi

 REPUTATION | WORKFORCE | |  CHANNEL

' A Develops a deep and lasting | | A Gives employees . | A Gives a 6-12-month lead on
. connection to the brand . | tools/frameworks to facilitate i | private-label knock-offs ’
. A Significantly influencesthe | |  decision making .| A Provides better marginsto
. purchase decisions . A Points employees in the right | ' retail channels §
. A Increases retention & . | direction .| A Helps differentiate with retail |
. enhance brand commitment | A Motivates employeestodo | | channels and end users i
. A Builds a premium image in . 1 the right thing by the customer i | A Assures continued access to
. minds of end users . (external and internal) . shelf space
A Increases profitability ; A Keeps the sales force ; ;
. A Drives loyalty : motivated and energized g

. A Earns more than competitors i i
' A Enables premium pricing - L




Brand Influence Factors

Drives Loyalty

Develops A Sense Of Pride

Increases Retention & Enhance Brand Cammitrment
Strengthens The Product Portfolio

Develops A Deep And Lasting Connection To The Brand
Significantly Influences The Purchase Decisions
Improves Shareholder Value

Builds A Premium Image In Minds Of End Users

Points Employees In The Right Direction

M otivates Emplayees To Do The Right Thing By The Custamer (External And Internal)
Keeps The Sales Force Motivated And Energized

Helps Differentiate With Retail Channels And End Users
Increases Profitahility

Enahles Premium Pricing

Enszures Survival

GivesEmployees Tools And Frameworks To Facilitate Day-To-Day Decision M aking
Increase Success Of Brand Extendibility

Can Create A Market That Never Existed

EarnsMore Than Competitors

Assures Continued Access To Shelf Space

Provides Better Margins To Retail Channels

GivesA B-12-Month Lead On Private-Label Knock-Offs

The Pert Group 2009, Brand Renovation Survey: Level of Agreement (BASE: 212)
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Where Is your brand today? ]

How do you rate your brand on
ascaleof 171 107

Does your brand command a premium?

Is your brand a leader? Innovative?
Ahead of the curve?

Do your employees understand the
brand principles and values, and strive
to communicate the brand in all they do?




