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Let’s Start With The Basics

Customer Perceptions

)

ARE
Your Brand




Customer Perceptions ARE
Your Brand

In order to shape your brand, you
must first identify two things:

e \What customers think of your
brand right now

e \What are the critical drivers of
their perception of your brand
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Customer Perceptions ARE

Your Brand

What drives customer
perception of your brand?

mage

Performance




Customer Perceptions ARE
Your Brand

e \What do customers think of your brand?
— DO customers think of your brand at all?

And Remember...
You Do Not Operate In A Vacuum

e \What do customers think of
competing/neighboring brands?




To Recap:

Image and performance drive
perception of your brand

Therefore....

You must first identify, then understand

and finally shape the drivers of image

and performance.
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ldentifying and
Understanding Image Drivers

e Where are you now?
—What are the drivers of your image?

— How are you performing on these
Image drivers?

— How strong are your competitors’
Images?

—Which drivers are most important for
your brand strategy?
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Im age Attribute Ratings by Master Segm ent
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ldentifying and Understanding
Image Drivers

Every Image Driver Has Components

e For example, an environmental image driver
might include ratings on these components:

— Takes action to reduce air pollution

— Encourages development/use of renewable
energy

— Meets or exceeds EPA rules and regulations

e How are you performing on these
components?

e And, how important are these components?
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Top3Box

PROMOTESAW ARENESSOFBENV

REGS

TAKESACTION TO REDUCEAIR
POLLUTION

BNCOURAGESDE/HOP AND USE
OF RENBV ABLEEN ERGY

PRESERVESW ILDLUIFEAND OTHER
RESOURCES

— Parformance

—#— |nportance

BENCOURAGESOTHERSTO SOLVE
BNV CONCERNS

PROMOTESCON3RVATION OF
FOSSL FURS

TBCONSERVATION OF

NATURAL -ESOURCES

TEACHESHOW TO BUY ENV.

PRODUCTS



Difference in Importance and Performance Means

Environmental Activities - Importance vs. Performance
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ldentifying and Understanding
Performance Drivers

What are customer perceptions
of your performance?
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ldentifying and Understanding
Performance Drivers

What are customer perceptions
of your competitors’
performance?




Utility Customers:
Competitive Performance Ratings
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ldentifying and Understanding
Performance Drivers

Which performance drivers are
most important?
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Shaping Customer
Perceptions

You have identified, and understand the
drivers of customer perception.... Now what?

How do you change customers’
perceptions of your key drivers?




Shaping Customer Image

Perceptions

Which Image Drivers Should We
Focus On First?

e Are some drivers more important than
others?

« Will some have a bigger negative impact
If not done well?

e Are these drivers target market
dependent?

e What do we have to change to move our
brand to where we want it to be?
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Im age Attribute Ratings by Master Segm ent
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Shaping Customer

Performance Perceptions

Which Performance Drivers Should We
Focus On First?

e Are some drivers more important than
others?

« Will some have a bigger negative impact
If not done well?

e Are these drivers target market
dependent?

e What do we have to change to move our
brand to where we want it to be?
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