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Creating a
Brand Strategy




Design
Is Intelligence
made visible.

ALINA WHEELER

Getting Started is Hard.
We Can Help:
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Building a
Brand
Strategy

Every organization is unique and
needs a strategic pathway. A
brand strategy brings the right
components together.
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Why do | need a
Brand Strategy?

A brand strategy brings clarity to
your long-term goals and provides
a roadmap to help you get there.
The end-result is a cohesive brand
experience at every step.

We help build both the brand
strategy and every component to
successfully reach your audience.



Whatis
Customer
Experience?

Customer Experience (CX) is simply
someone's overall experience with
your organization.

Anytime there is any touch-

point with a customer (shipment,
product, service, story, online, in-
person). And every touch point is an
opportunity for your brand.

Customer

Touch-points




Customer Experience

IS more powerful in .

driving customer loyalty = 869, st

than the perceived

value received for a 13%-18%

g iven prlce . of customers are willing to pay a price
premium for certain services, simply by

receiving a great customer experience.

Customer Experience
IS how the number one
brand differentiator.

www.superoffice.com/blog/customer-experience-statistics/



Only 10% of the

customers strongly

agree that most brands

meet their expectations =~~~ Reality
for what they consider “
a "good experience." e

In contrast, 82% of marketers believe they
are meeting customer expectations Wlth\/\_> Percep’uc)n

regard to customer experience.

This is called the “empathy gap.”

Acquia: Deliver the CS They Expect: Customer Experience Trends Report



Journey
Mapping

We'll help you create a Journey Map. This
is the path someone follows in interacting
with your organization.

Understanding this path, its milestones, and
decision points is instrumental in creating ways
to connect and engage with people. This is also
the place to create audience empathy so as

to discern what can be done to allow a person
feel welcome, comfortable and valued in their
experience with your organization.

JOURNEY MAP

GUIDING
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Audience
+ Personas

We'll help you identify your target
audience(s) so we can communicate
effectively to that particular audience.

Personas are a tool that help build descriptions
of people that interact with your organization.
They are fictional profiles that list a person’s
needs, desires, experiences, behaviors, goals
and even fears so as to build an account of
potential and existing audiences.

It's not enough to simply know who your customers are -
personas help define who your customers could become.
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DEMOGRAPHICS

BEHAVIORS

NEEDS + GOALS



Audience
Funnel

Everyone starts somewhere. But
not only do we need to know
where they are, we need to know
where they are going.

Our end goal is to create a
strategy that helps build brand
advocates and long-term
customer loyalty.

1. Awareness

2. Consideration

4. Advocacy




@ compass
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Brand
Messaging

The messaging sets the overall impression a
person experiences when they interact with
your organization. We'll help you discover
and define Brand Attributes and Messaging.

Iy Coverage that's |

" tailored to I 3,
your business. e

Gy i it
| Get@quote and start saving: ProductType

Choose Your Product

Start a Quote =

we'll help protect you along the way.

i 7 GUNI[DE SEIY_CECT PROYI'EECT
Who We Are What We Do : K
= - At Compass Insurance, we take serving our customers
A <7 (®
. The The Elevator .
Brand Attributes > o Lo : - All Other Messagin
Mission Vision Pitch ging
Answers WHAT Answers WHY A clear and
Informs Inspires concise way
TS Clarifies Challenges to explain your
The Doing The Seeing Brand Attributes.




Visual
Disruption

lt's about taking the "tried-and-true” methods
of the past and turn them upside down to help
customers to stop, look and listen.

Abeeline to

deeper customer _ T
. o \ : ' : but His presence cannot be found
relationships. _ o _
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Nussbaum
Case Study



Nussbaum
Sales Team

We worked with Nussbaum to bring
continued clarity to their overall sales
process and customer experience.

OUR SERVICE
WITHYOU AREA BY THE
RIHE NUMBERS
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MIDWEST

COMPLETED IN 2019 68%

Nussbaum ' 43,958

SOUTHEAST

17%

10,648

NORTHEAST

9%

5,749

WE'VE GOT YOU COVERED.

SOUTHWEST

%

2,222
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Nussbaum
Driver Recruitment

We helped tell 5 different driver
stories and how they're each P
uniquely "Purpose Driven." PURPOSE

DRIVEN

Combined Driver-Recruitment
website + Corporate website into
one clear experience for all visitors.

PURPOSE
DRIVEN.

Nussb;:}}n

WeDriveWithPurpose.com

ANCHORED BY FAMILY. |

NAVIGATING AN UNCONVENTIONAL
CAREER PATH FROM RURAL ILLINOIS
ALL THE WAY TO THE COASTS.

EMPLOYEE OWNED

| PURPOSE @ &
| DRIVEN. S8

Nussbaum.com/Jeff



Nussbaum
Internal Culture

We worked with Nussbaum to »
create multiple internal campaigns P | " m@
related to employee wellness and M| =01
recognition, living the vision, and | > 4

celebrating 75 years as a company.

Nussbaum.com/75

sihag, .
— TS
EFF - F
T HAUL « FAITH BUSINESS BY LIVING
[{mng e

TO BE PURPOSE DRIVEN

IN EVERYTHING WE DO
TO POSITIVELY IMPACT
THE LIVES OF EVERYONE
WE INTERACT WITH.

Nussbaum

Nussbaum.com/feature



Our Mission

Creating strategies
through innovation and
design to reinvent brands
and market segments.
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