Building Better Brands
The Marion Brand Building Process
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Create a Total Brand Experience at Each Point of Customer & Prospect Contact
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Strategic Goals

The Total Brand Experience Delivers

Awareness
Consistency
Accessibility

Value
Relevant Differentiation
Emotional Connection

Resulting In Brand Preference

Decreased price sensitivity
Increased recognition and recall
Increased customer loyalty
Increased flexibility for future growth
Increased market share
Increased shareholder value with less risk
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Company Level
Product/Service Level
Customer Perception
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Increased Sales, Revenue,

Profits, & Equity

Advertising and Marketing
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