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Copyright Notice

No part of this presentation may be reproduced or
transmitted in any form or for any purpose without
the expressed, written permission of Chris Olson of
Chris Olson & Associates.
410-827-5642
Chris@chrisolson.com

237 Prospect Bay Drive West
Grasonville, Maryland 21638 USA

Note: Some slides shown during the presentation
have been removed to protect confidential
information.
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the next 90 minutes…

 brand image

 not just visual

 image in the electronic environment
is an essential component of a
branding strategy, marketing plans
and communications activities
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5 steps for starters

 it begins offline

 an evolutionary process

 developing a brand that is an asset
requires…

• authenticity

• impact

• alignment

• depth

• loyalty
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authenticity

 you are who you say you are.

 proof that you can delivery what you
promise

 what you offer makes a difference

 compelling reasons for people to align
themselves and select/choose your
services
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impact

 the first first point of contact

 3 seconds to take in as much as you
can about your brand

 what would you notice?

 consistent sensory triggers
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alignment

 stakeholders make comparative choices

 what’s important to them?
• price

• perceived value

• status

• historical preferences

• peer pressure

 30 seconds to deliver your message-
your brand promise
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depth

 growth of the brand

 leadership role

 trend setter

 your brand influences the market
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loyalty

 intangible, inexplicable

 the pinnacle of branding

 super brands
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electronic branding is about…

 relationship building

 immediacy and speed

 constant dynamic change

 fine tuning differentiation
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“A brand is a complex symbol.

It is the intangible sum of a product’s
attributes; its name, packaging and price;
its history, reputation and the way it is
(promoted.)

A brand is also defined by consumer’s
impression of the people who use it, as
well as their own experience.”

David Oglivy, 1955
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full steam ahead…

 produced by…

 created by…

 brought to you by…

 researched by…

 developed by…

 coordinated by…

 endorsed by…

 certified by…

 coordinated by…
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huh?

 8621.pdf

 checklist.doc

 execsummary.pdf
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standardize file names

 NIMHexecSum04.pdf

 thomson_styleguide

 USNWRLibNewsBrief…
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brand names in bookmarks

 Bookmarks magazine:
Welcome to Bookmarks Magazine

 Maine State Library:
MARVEL! Maine's Virtual Library

 WetFeet.com > Helping You Make
Smarter Career...
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names inside electronic files…

 headers and footers

 watermarks

 properties/meta tags

 document covers and end pages
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5 stage customer buying model
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Information is no longer a scarce
resource — attention is.
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audio brands

“ Sound is the easiest way to bypass
cultural and language barriers… sound
works on an emotional level. …hearing
does not require the same focused
attention as looking, it allows sonic
branding to reach the parts of the brain
that other marketing tools cannot reach.”

(The Telegraph, UK).
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electronic branding opportunities

 e-ads and banners

 maps

 content lists

 “leaving our web site” page

 search screen interfaces
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electronic branding opportunities

 e-mail signature blocks

 electronic documents

 virtual communities

 presentations

 blogs

 videos

 podcasts
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http://mountzion.ucsfmedicalcenter.org/library/news9.asp



15

© 2006 Chris Olson

29

electronic branding opportunities

 training & tutorials

 virtual help desk

 webinars

 webcasts

 invitations & announcements
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www.adobe.com

www.qarbon.com/
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electronic branding opportunities

 animated brochures

 email to a friend

 forms

 surveys

 “potty posting” postcards
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“What's nice about having a digital approximation of the book itself is that,
experientially, it anchors people to a very important part of our story,
which is the catalog. There is something very familiar and very
reassuring about going to a catalog where you know there's something
you wanted on page five and you can flip to that page.”
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electronic branding opportunities

 virtual expos and exhibits

 “thank you” and follow-ups

 calendars

 newsletters and news sponsors

 e-mail  “drip  marketing”
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branding in a web site
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"A brand is a living entity - and it
is enriched or undermined
cumulatively over time, the
product of a thousand small
gestures."

Michael Eisner, former CEO
Disney
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Questions???
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Chris Olson, Principal Consultant

Chris Olson & Associates
We help information professionals develop and

implement marketing & communications strategies.

410.827.5642

www.ChrisOlson.com

Booth # 1918


