After Five Marketing, LLC
R _ |

After Five Marketing: Process
Considerations and Tools



A Brand Equity

A set of assets (and liabilities) linkedtoab r a n d 60 sandn
symbol that adds to (or subtracts from) the value provided
by the product or service of that firm.

A Brand ldentity

A unigue set of brand associations that the brand strategist
aspires to create or maintain. These associations represent
what the brand stands for and imply a promise to
customers from the organization.

Brand Definitions/Terms Courtesy of David Aker
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A Value Proposition

Statement of the functional, emotional and self- expressive
benefits delivered by the brand that provide value to the
customer. An effective value proposition leads to a brand-
customer relationship which drives purchase decisions.

A Positioning Statement

A brand position is that part of the brand identity and value
proposition to be actively communicated to the target
audience and that demonstrate an advantage over competing
brands. Can be based on functional, emotional and self-
expressive benefits, an organizational attribute, brand
personality or relationship.
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. Marketing or Business Plan for Sales/VVolume Objectives
. Brand Position/Value Propositions

. Develop Channel Program/Integrated Communications
Plan

. Plan execution

.Postpl an analysis (metricseil
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Product Life Cycle T Things we consider
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Communications Plan Outline

Market Situation

Marketi j o o v
rketing Objectives communications tojich points Institutional has with end customers.

Develop a consisteht “look” or resurrect or modify the “Wave” and adapt it to all
Marketing Communications Objectives ) gents et o communications miaterials that reach the end customer.
et , .
os®

Create awareness and knowledge of new products, systems or programs slated for
W o introduction in XX[XX, primari he % tem and water filtration.

Target Markets e nc 'S e Create awareness fpr other new introductions including:

e

Communications Strategies by Discipline (Integrated)

Communications Tactics

Continue to enhange awareness and knowledge of current programs anf
including the Food Safety and Employee Safety programs.
Message Strategies
Leverage relationships with Educational Foundation to position
leader in Food and Employee Safety.
Mettics Enhance and mainjain communications to the field that enhance knowledge
e motivate action.
vv\v-*“f‘ o o &
Budget 2 ase, arget Market:
arget key customer growth segments includin,

Samples available for review n st e (CA 4 « Fll Service Restaurants

\u\\\“‘- A s 82 « HotelsMotels
« Nursing Homes

0! o
custo™®
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