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Brand

®Bvation

2006

Celebrating Your Brand

2010

“If you don't manage your brand, somebody else will do it for you, and that
somebody will likely be your competitor ... Your Brand is your single most
valuable Asset.” Donald Trump

BrandOvation™ is about leveraging the 5 Compass Points Of Premium Brands:

= Are Your Brand Players totally committed to delivering Your Brand Promise?
* When is the last time Your Clients stood up for what they received?

= What Premium do you hold over Your Competition?

= Are You leading Your Industry by Innovation?

= Are You competing on Attitude?
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Q2 2004

“Collective Depression’
Konsum-Verweigerung
Record Unemployment
Euro 2004 Crash
Match-Fixing

No-Go Zone

Klinsi-Grinsi

Q3/2006
* Nation Brand Index (NBI)

e Consumers’ Confidence
 Investors’ Confidence
Tourism Bookings

Record Exports

Team Germany
World Cup 2007
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Nation Branding
Formula

Creating 477

Empower (]

Make Change

Communlcate for Buy-In




The Moad is fantastic over here

The 2006 Word Cup is a great Experience
Germany is open-minded

| felt welcome in Germany

| have met a lot of nice peaple

(Germans are open minded

Germans are welcoming

Germany are helpful

Germmans are iendly
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How World Cup Visitors Viewed Germany
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Germany's Image Transformation
through the World Cup
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Tourism 2006

43% First Time Visitors
* 63% Sightseeing
* 54% Shopping
* 51% Hotels, 18%Relatives, 12% Camping
* /3% under Age 39




Source: IBM Survey of 2,400 Clients



1% Die

Source: IBM Survey of 2,400 Clients



1% Die

Source: IBM Survey of 2,400 Clients



7% Form Other Friendsh

1% Die

Source: IBM Survey of 2,400 Clients



Dissatisfaction with

your Product or Service

5%

1% Die

Source: IBM Survey of 2,400 Clients



Dissatisfaction with
your Product or Service

1% Die

Attitudes of
indifference displayed
by some employee

Source: IBM Survey of 2,400 Clients



BrandOvation Model

Making the Brand Promise Delivering the Brand Promise Employee
External Branding Internal Branding Commitment

Total
Commitment

\ Dissatisfaction with
L YOur product
ar SErvice

Active
Compliance

Reluctant
Compliance
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Terminal Apathy

Awareness Knowledge | Consideration Selection/Trial Satisfaction

Hygiene Factors Differentiating Factors
Pre-Purchase Furchase ; Post-Purchase
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