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What are we trying to accomplish?
What is the competitive landscape?

What is the brand’s essence?

Who is the target audience?
What influences their decision?
What are impactful key messages?

How can we extend the relationship?

How will we measure success?




What are we
trying to accomplish?



What are we trying to accomplish?

Business vs Marketing
Objective ' Objective
Your desired measurable Barrier (awareness, loyalty) to be
business result (revenue, share, overcome with the consumer to
margin etc.) achieve the Business Objective

Company focused Consumer focused




How many objectives can we accomplish?

1: Nice. (But not often practical.)

2: Would be great

3: Are they all of the same importance?
4: Do you have enough resources?

5: Is that even realistic?

6: It’'s now a shopping list






What is your brand essence?
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The functional benefits?

Points of differentiation?

Personality?
- \ -



What is your brand essence?

Belief

Accepted truths, values, ideals,
convictions

“We believe...”

therefore

Purpose

Agenda, intent, motive, cause
A “We exist to...”




Belief Purpose

We believe that flight X We exist to give
should not be limited —— people the freedom
to the well-to-do. to fly.




OTHER AIRLINES CHARGE ON SOUTHWEST AIRLINES
up 10 ¥120 ROUNDTRIP BAGS FLY FREE™

SOUTI'IWEST AIRLINES

-“S
A SYMBOL OF FREEDOM \cuo\c““’

YT Y T TRy e T

The (bmpany Plane

The company plane is at your service. With a sched-
ule that dovetails beautifully with your own. With first
rate service that includes complimentary beverages. And
with everyday fares so low, it’s almost like flying for free.

Because our flights are so convenient, our service so
attentive and our fares so low, business people actually
think of us as the company plane. So can you. Just
call Southwest Airlines or your travel agent. And just
say when.

n.v/sourywssr







Who is your target audience?

Start your baby's learning journey.

... lay the foundations for healthy
mental growth throughout your
baby's first months of life.

... stimulate eyes and encourage
visual tracking.

... inspire sensory exploration.

It’s not always the end user.

L rraiake, NogginStik
Retail Price: $22.99 Item: SMNODL
Our Price: $21.95 Quantity on Hand: 31
P e
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Women make approximately

80 percent of health care decisions
for their families and are more likely
to be the care givers when a family
member falls ill.

Middle-Aged Adults"Sandwiched” Between
Aging Parents and Kids

% of adults ages 40 to 50 who ...

m2012 w2005

Have a parent 65+ and are 47
raising a minor child or
supporting a grown child 45
Providedfinancal support to 15
parent 65+ and child any
age in the past year 12

Note: Based on all adults ages 40 to 59: for 2012, n=844; for 2005, n=1,185.
PEW RESEARCH CENTER

Source: U.S. Department of Labor; Employee Benefits Security Administration; December 2013



What influences their decision?




Advocacy
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How can we use values?

Develop products and services that meet consumers’ needs

Create messages that will deeply resonate with consumers

Provide insights on how to target different consumer groups

Vi @ £ » o £ 258

Awareness Consideration Engagement Preference Advocacy




How can we extend our relationship with the patient?
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Registration Procedure Recovery Communication Discharge



How can we extend our relationship with the patient?

Typical Hospital View

e 7 b A

Registration Procedure Recovery Communication Discharge

Research and Appointment In-Hospital Recoveryand  Follow-up
Preparation Scheduling Experience Rehabilitation

Consumer View



How can we extend our relationship with the patient?

Typical Hospital View
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Registration Procedure Recovery Communication Discharge
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Research and Appointment In-Hospital Recoveryand  Follow-up

Preparation  Scheduling Experience Rehabilitation

Consumer View

Aware:-ness ::.md Create Advocates
Consideration



Where do they get their information?

Vo » £ »ﬁ»géﬁ»%‘%ﬁ

Paid Email ] ICRM
Landing Mobile Experience

Search' ‘ . Page Website. ‘ Newsletter. ‘
‘ ‘Social Retargeting‘ ‘ IM/Chat

Banners 3rd Party

Awareness Consideration Engagement Advocacy

Direct
Mail

vai @ d Pant of @ @
Call
. Center . Direct Mail

Event

%

Offline

Source: Health Grades
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»
Get them off

your dog.

FLEA & YICK SPRAY
avaladie ot JAKPFETZ







SMELL LIKE A MAN, MAN. ¢ d
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Old Spice
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How will we measure success?

Trend metrics Program metrics

Compared YOY and to other organizations Compared to baseline and other programs

y Media
* Impressions / reach

* Frequenc
Preference i y

* Social media engagement rate

Engagement Actions
* Call Center, inquiries and appointments

*  Web traffic / media CTR
* Time on site / pages visited

- — i

* E-mail open rate
* Pay per click ad results
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