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The Impetus

ÅOpening of the Institute for Sales 

and Service Excellence (ISSE)

ÅIdentity crisis

ÅSlowed growth

ÅTurnover 



Vertically Challenged
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The Action Steps

Strategic Planning Sessions

Brand Strategy Plans

Brand Strategy Implementation

Identified/Hired Brand Consultant



Getting Grounded in 

Branding & Marketing 

Principles



Branding

Your biggest asset

Å A brand is a collection of 
perceptions in the mind of the 
consumer



Strategic Marketing & 

Communications

ÅAdvances your market position 

ÅDrives targeted customers to try 
products/services when the need 
arises, or to refer

ÅEngages strategic partnerships that 
lead to leveraged and creative 
funding

ÅSupports operational goals and 

objectives



Power of the Brand

No other asset is 

quite like a brand

ÅYour customer connects with your 

brand, not your strategic plan

ÅManage your brand just like any 

other asset in your organization



Brand Components

ÅLogo 

ÅTagline

ÅProducts and services

ÅCustomer communication 

ÅInternal team alignment

ÅOperational structure

ÅYour mission



Brand Touchpoints

Companies that have consistently 
succeeded in building brand equity view 
their brand as a central organizing 
principle for all company activities, not just 
something they sell to consumers. If 
marketing messages establish the promise 
of the brand, the rest of the organization 
must deliver on those promises.
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