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Pioneer

Branding =]

Crossing the :
Digital Frontier’




infinity

Small Agency. Big Ideas. Great Results.
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April 2010... 1Pad released
* 3 million 1n 80 days

+ 15 mullion n first year

December 201 1...

* 50 million tablet computers




190 million Americans
read magazines

Printis 92%- of*the market
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(Good News!

Magazines are Here to Stay.







I[t’s still early for digital only
publications.

Print primary tfocus — with a
secondary digital edition.
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What does the
digital edition look

and feel ike?




What 1s a magazine?




A magazine 1s a curated package of 1deas
and reporting with compelling art and

photography; all held together by highly

crafted graphic design.
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T'his package can be

delivered

1in multiple formats.




Print:
Various ways of accessing into
Ease of location

Limited info P al

Digital: ' S| [Rmmaedmy
| | ‘jﬂ; !

Easy to become dls]‘onented
Unsure of locatlon
Unlimited info — easy to nav1gatte a,‘way

Thursday, May 5, 2011



P Rl
vwe la différence”

,N ayi géttic/)n!

-—

C()ntext
Locatmn
«Home

~
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Depth?

-

e

*Overloaded

'L()st inside‘ :
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o
The User Interface d
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Overuse of toolS

|

111 Hhecome
ﬁ] actin
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% _

Y
Four Screens...

r

Television * Desktop

~

Mobile * Environmental

y 3




Critcal Issues

Design




“It web design 1s Lego,
1Pad design must be Duplo.”

Olwer Richenstein




Critcal Issues

Structure




A Digital Magazine must be

curated.

Simply throwing articles onto the
web, without structure, erodes your

brand.
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Critcal Issues

Sharing




Readers want to share
articles on social media

and they want to clip
content and stories.
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Critcal Issues

Monetization




Challenge

What 1s free and what 1s not. ..




i Maintaining Your Brand
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A Brand Is Not...

o A logo
e A graphic look
e A product

o A title
e A mission statement
o A slogan

e A campaign




A Brand lIs...

e | he unique essence of your organization.

¢ | he container for an individual’s complete
experience with your organization.

e | he collection of functional and emotional
values, benefits, experiences and symbols.

e An organization’s ultimate asset.
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A Brand lIs...

“I'he essence of Starbucks 1s not
about the cottee, although 1t’s
oreat cottee. It’s about the
coftee-drinking and the
cotteehouse experience,”

Hayes Roth
CMO, Landor Associates
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Branding Requires...

-Consistency
eOver Time

-Frequency
e Consistent Repetition
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Brands Happen...

It you do not intentionally
define your brand...

e [t will not be what you want

e [t will change

e It will be uncertain if not
confusing

e [t can hurt you
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Brands Happen...

It your brand 1s not consistent...

® You lose authenticity

® You lose credibility

® You lose 1dentity
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Brands Happen...

Why are organizations often
poorly branded?

o [t requires planning / 'M

o[t demands commitment CONSIST ENTLY
e[t may cost money INCONSISTENLT

ot takes time & patience




(Good Brands Don’t Just
Happen...

e Brands must be imntentional

e Brands must be memorable

e Brands must be consistent




Brand Diamond

BRAND SERVICES BRAND
What value, services, PERSONALITY

or products do you What are the human
provide? qualities that describe
Services | Personality your organization?

Distinctives  Benefits

BRAND ESSENCE BRAND BENEFITS
What benefits do

people experience as a
result of what you do?

What sets you apart
from others?
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Building Your Brand
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“An effective brand strategy
starts with a thorough
examination of your brand’s
DNA, the building block that
determines how your customers
see you and how well your
brand meshes with their needs.”

Sergio Zyman



Building Your Brand

DNA Is:

" The internal brand of an organization that
defines its purpose, principles, positioning,
practices, and priorities.
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PURPOSE

[lustration from: Take A Stand For Your Brand
by Tim Wilhams
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Building Your Brand

The Seven Ps...

e Purpose: Your core reason for being.

e Principles: An articulation of what you will
always do and what you will never do.
Positioning: Your point of differentiation.
Practices: Creating brand alignment.
Priorities: Deciding what 1s truly important.
Performance: Walking the walk.

Profit: The ends, but not the means.
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Building Your Brand

* Your purpose must be big enough.

* Your purpose must be clear enough.

* Your brand must be defined properly.

* Your brand must be communicated consistently
& frequently across all branding points.
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Building Your Brand

A branding point 1s any place where
your brand touches people.

—Stafl

—Community
—(Clustomers
—Advertisers

—Prospects
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Building Your Brand

* Corporate Identity

* lelephone

* Facility (lobby, office, meeting rooms)
* Print

* Internet (website, social network)

* Presentations

* Promotion

e Other Communication
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Digital Frontier

Don't be left behind —

there's a whole new
digital world

walting for you.
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