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National Symposium for
Market Transformation

The Power of
Branding

Interbrand

Topics for discussion

» What is the benefit of branding?

» How could an individual program benefit from linking to
anational brand?

» What types of programs could be best served by linking
to anational brand and why?

* What enhanced market value would the ENERGY STAR
Program likely experience from broad based
participation?

» How can local and national brands best work together?




Branding strategy brings
business strategy to life.

What
ISa
brand?
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A brandis...
arelationship that
secures future earnings
by securing customer
loyalty

We believe that brands are
precious assets, that when

carefully managed, can
generate substantial value for
their owners.
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A nationa brand

with local
adaptation
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Multiple branding challenges

 Highly regarded organization

» Enormous recognition and esteem
 Decentralized structure

* Inconsistent performance

« |nefficient marketing tradition
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Offerings Communication

\ Brand
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Structure

Brand Offerings / Brand Communication

rand Identity

Brand Structure / Brand Behavior




Building relationships that
empower peopleisthe key to
victory over cancer

Influential Strength
Inspiring Spirit
Leadership Strength
Results-driven . . .Action




Signature System
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Nutrition and Cancer Prevention

A Medical Perspective

American
joe
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Smokeless Tobacco

le Copy Here

Questions
About
Smoking,
Tobacco,
and Health

ans the answers
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Research and Training
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Program Results

» Wide scale adoption of the program

* Full implementation through el ectronic communication
templates

» 2002 campaign results
— Double digit participation increase

— Highest funding performance despite post 9/11
syndrome

— Increased program awareness

— Increased brand reputation and esteem as premier
organization

Energy Star




Current achievements

» Some Energy Facts
— 87% of Americans agree with the statement:
* “I’m very concerned about the environment.”
— 93% state that saving energy helps the environment

— 72% of adults make a special effort to look for
energy efficient products

Current achievements

* Some Energy Star Facts
— 40% Of al Americans recognize the brand mark

— 95% of recent purchasers are likely to repurchase an
Energy Star qualified product in the future

— 71% of users are likely to recommend Energy Star
toafriend

 Energy Star has unqualified success to a point!
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The past 1s no indicator
of future performance.
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Money Isn't All You're Saving

Shift in definition and
perspective was required.




The ENERGY STAR®
Partnership Protects Our
Environment Through Energy
Efficiency

ANGE FOR THE
ETTER WITH
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EVERY ENERGY STAR HOME KEEPS
4,500 POUNDS OF GREENHOUSE
GASES OUT OF OUR AIR EACH YEAR




Brand is only part of the
equation...Frank Dixon will
frame additional context.
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