Every brand is a promise.
How will yours be kept?

BRANDTRUST



THE BRANDTRUST PROCESS

The idea is pretty straightforward. Our clients want to
resolve issues with their businesses in a timely and
efficient manner. We have a lean, fast system whereby
a Brandtrust team, working closely with our client team,
leverages all of the available information in a tight
timeframe to develop insights, strategies and concepts.

Our collaborative approach makes it possible for us to
rapidly develop business solutions such as strategic plans,
communication plans, brand positions, brand architecture/
rationalization plans, and new product concepts.

The overall process involves four distinct phases that
include multiple elements. This modular breakout allows
us to create customized programs that are tailored to the
needs of each client while maintaining the efficiencies

of a proven process.



PRELIMINARY DISCOVERY

DISCOVERY

DECISION- MAKING

DOCUMENTATION/DESIGN MANAGEMENT

As part of every project, we review
PROJECT key materials that provide research,
FOUNDATIONS planning and communications
insights. The purpose is to build a
solid foundation of information to
ensure success of the project.
As part of this process, Brandtrust
requests from our clients a list
of materials to be submitted for
review, and poses key questions
regarding target audiences,
competitors, decision-making
dynamics, client culture, program
strengths/weaknesses, pricing/cost
issues, etc. During this phase
of the project, we also typically
interview five or six key players
from the client who are integral
to the project.

Preliminary discovery typically

KICKOFF includes a kickoff meeting held

MEETING between Brandtrust and key
members of our client team.
Through this meeting we review
and confirm relevant historical,
contextual information that will
affect the design and outcome
of the project.

The outcomes of our projects are most successful when we are
able to incorporate all of the existing intellectual capital related to
a business issue. Preliminary Discovery is the first essential step
in the process.

When additional facts are needed, we conduct a
BUSINESS more extensive assessment of the business situation.
FOUNDATIONS This classic business review is designed to identify

strengths, weaknesses, opportunities and threats,

as well as buying dynamics and industry patterns.

|

When the focus is on key “internal” constituents, such
APPRECIATIVE as employees, partners and investors, this confidential
INQUIRY study may be appropriate. By focusing on what works

well and why, our appreciative approach clarifies

underlying issues and identifies patterns of success.

Traditional research methods do not reveal all of the

EMOTIONAL answers our clients seek. Customers are often unable

INQUIRY® to articulate why they do what they do. Our unique
approach addresses the essential emotional drivers
behind decisions and behaviors to answer both
strategic and tactical questions. This powerful method
is particularly effective in situations where our client
has tried other methods with little success.

Observing people where they work or live is an
CONTEXTUAL ideal component of many projects. Our two-week
INQUIRY “deep-dive” approach is designed to uncover the
actual real-world behavior of customers. This
ethnographic-based technique provides a rich source
of insight for new product development, service
enhancement or any situation where expected target
audience behavior doesn't align to actual behavior.

Most forms of conventional research fail to provide deeper insights into consumer
behavior. Consumers are not fully aware of or able to articulate why they do what they
do. Brandtrust specializes in discovery methods that go deeper and reveal the real
reasons behind human behavior. This has proven to be the source of critical insights
that drive competitive advantage.

ACCELERATED
WORK SESSION

PROTOTYPING
KAIZEN

........................

Our work sessions are designed to
accelerate planning, jump-start branding
programs, energize a management
team, build consensus among the group
and inspire fresh thinking. Typically,
these sessions are extremely effective

at refining points of view or narrowing
the field of opportunities. The first

part of an accelerated work session

is typically devoted to interpreting
discovery findings, clarifying a brand
promise and deciding the high-level
strategy. During the second portion

of a session, the team will focus on
developing a recommended course of
action with clear responsibility assigned
for implementation. This approach

is frequently used to address more
complex issues or build consensus
among larger groups.

Following discovery and the accelerated
work session, clients may choose to
prototype some of the breakthrough
ideas. Brandtrust will take ideas
identified by the team during the session
and develop them into early concepts.
These rough concepts will bring ideas to
life with images and key copy language
that draw upon customer insights and
may be further tested for relevance

and resonance.

Our entire process is designed to reveal insights that enable decision-
making and accelerate action. All of our discovery findings are analyzed
through a well-defined process to create clarity and consensus among
the entire team. This culminates in ideas that can be prototyped for
further exploration or validation and clear, concise steps outlining the

actions required for success.

This classic document blends the discovery
EXECUTIVE findings and the session conclusions with
SUMMARY Brandtrust's recommendations.

This visually-oriented magazine-style
document is frequently used to present
BRANDBOOK the project results to other key audiences
(including boards, other management groups,
employees, investors, ad agencies or design
firms). This document can be designed to
present historic patterns of success, illustrate
environmental drivers, visualize notable
competitive activity, encapsulate primary
brand guidelines, model expected brand
behaviors, and describe the desired future
state. This document can help all constituents
understand where the brand has been, why
it has succeeded, where it is going and how
it plans to get there. The brandbook can be
a powerful way to guide the brand and
the organization.

Brandtrust provides a team of talented
DESIGN designers who bring sophisticated design
MANAGEMENT dimension to all forms of communications.
This team collaborates with our senior
consultants to incorporate the key insights
revealed by the overall Brandtrust process.

Deliverables may include a brandbook, touch-
point maps, collaterals or any communications
element requiring final design and execution.

We offer several methods of documenting the results of the overall
Brandtrust process. Clients can determine the form of documentation
that meets their needs.

When needed, implementation of communication, product, service and
environmental design components completes the process. Brandtrust design
management teams work with our clients to deliver on time and on budget.




Brandtrust is privileged to advise many of the
largest and best-known brands in the world.

Brands we have served:

Abbott Laboratories
Altec-Lansing
American Airlines
American Bar Association
American Express
Amgen

Amway

Aon

Bankers Life
Benedictine University
BUNN

Cardinal Health
Cemex

CDC

Compuware

Coty

COUNTRY Insurance
Craftsman

Danaher

DePaul University
Discover

Easter Seals

E-ONE

FedEx

GE

GTE
Harley-Davidson
Harvard Business Review
Hewlett-Packard
Humana

Jovan Musk
Kimberly-Clark
Kraft

Labe Bank
Laureate Education
Loyola University
Lucini

Motorola

Nestlé

Nicor

Parable Group
Quaker

Procter & Gamble
RCA

SRAM

Stouffer’s

Stryker
Touchstone Energy
Tropicana

Zenith

Every brand is a promise and every touchpoint is
an opportunity to make or break that promise —
building or damaging trust in the process.

Brandtrust helps our clients understand deeply held customer
expectations and deliver the desired brand experience. We use a
highly collaborative, discovery-driven approach to accelerate the

brand development process.

Discovery Services: Yielding insights into the emotional and
contextual drivers behind human behavior and defining the
business requirements for success.

Decision-Making Services: Combining branding expertise
with a collaborative approach to rapidly guide the creation of
communications, products, services and environments that
deliver the desired brand experience.

Documentation/Design Management Services: Addressing all
phases of brand touchpoint creation, from concept development
to final production and implementation.



BRANDTRUST LEADERSHIP

Daryl Travis: Founder of Brandtrust, author of Emotional Branding,
highly regarded brand strategist and noted speaker on the topic
of branding.

Doug Grant: Managing Partner for Brandtrust, and the strategic

and creative force behind many of our clients’ success stories.

Rebeca Arbona: Partner and savvy brand architect bringing both
client side and deep strategic consulting experience to bear on
clients’ challenges.

Carmie Stornello: Director of Project and Resource Management,
spearheading the implementation of all client initiatives.
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SUCCESS STORIES

Abbott Laboratories’ new Rheumatoid Arthritis drug, HUMIRA®,
faced tough competition. Abbott had a lot riding on the success of
HUMIRA and wanted to take every precaution to enter the market
with a sustainable competitive advantage. Emotional research led

to a strategy that has positioned HUMIRA as delivering on the most
resonant psychological drivers for physicians and patients. HUMIRA
was introduced in the first quarter of 2003 and by the fourth quarter
was more than $50 million ahead of plan.

On behalf of the Centers for Disease Control (CDC), our work changed
the way people view smoking. At the time of the project, people were
still smoking in offices and public spaces, and the people at the CDC
were concerned about the danger of environmentally transmitted
smoke. We developed the strategy that empowered non-smokers by
educating people about a little-known danger. We called it “second-
hand smoke.”

Bankers Life is a highly successful specialty insurance company.
They serve the senior market with long-term care and Medicare
supplement products. Bankers asked Brandtrust to help them
develop a brand strategy that would secure even greater market share
and operating margin. Emotional research helped the company to
recognize the difference between simply claiming to “specialize in
seniors” and actually living this brand promise in all the little things
they do. This discovery helped Bankers to realize greater customer
loyalty and prompted significant increases in referrals, the lifeblood
of the insurance industry. The company is quick to say that the
Brandtrust experience was key to transforming their whole culture in
a very positive and productive way.

Discover Card’s Discover 2Go® proves it really does pay to discover.
This is an innovative credit card inspired by emotional research
suggesting positive emotional resonance would be created for a
company that understood the pace and frustration of consumers’ busy
lives. These findings were combined with ethnographic research to
influence the card’s design and communications strategy. Discover
2Go has dramatically exceeded Discover Card’s expectations and was
named among the best new products of 2002 by USA Today and
Business Week.

Facing concerns about the Easter Seals brand losing recognition and
meaning among the general public, the organization commissioned
Brandtrust to assist in developing a proactive brand revitalization
strategy. Brandtrust helped Easter Seals develop a clear, unifying
brand promise with focus on the organization’s rational and emotional
benefits: help and hope. With a deeper understanding of donors’
emotional drivers, Easter Seals immediately reconsidered their
approach to all consumer communication. New message platforms
were applied to direct mail and advertising campaigns. With new
emphasis on why donors give and how it makes them feel, initial tests
have shown a 3% increase in the direct mail response rate and a 6%
increase in the gross income per piece.

For Lucini Olive Qil, emotional research contributed to the brand’s
national launch and played a key role in the brand’s recognition by
Bon Appétit magazine as the national best new product of the year.
Lucini’s profits have funded an entire line of specialty vinaigrettes
and a new line of soups.
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