
Image Management
A Branded Experience



Workshop Purpose

To use the tools of image management
In a way that will guide strategic thinking
So that a target audience perception is crafted that facilitates 

growth.

Products
1. Introduction to strategic Image planning 
2. Distinguishing the difference between Branding and Image 

Management
3. Description of a success-oriented image
4. Attributes of  your image
5. Statement of your branding philosophy
6. Target audiences, current perceptions and messages that must 

be sent



Corporate
Plumber



Corporate King of Kaizen



“Image”

“…a mental representation of anything not actually present 
to the senses.”



“Brand”*  
• A sensory stimulus which summarizes an image.

• Webster says “…a mark made by burning with a hot iron to 
designate ownership, as upon an animal, or upon a 
container to designate the quality, manufacturer, etc. of 
the contents.”

• The relationship between the product (company), it’s mark 
and the intended audience.  

* Thanks to Marketing Man Chris Conover



“Brand Equity”

• Brand Equity is the value system and +/- associations 
affiliated with the mark and its products /company.

• Brand equity is more than a logo + name.  Companies 
spend a fortune creating logos + names and a REAL
fortune creating equity over time by associating values 
with the brand.



A Branded Target Audience Experience

• Systematic and disciplined management of the target audience’s 
experience.  
– From the time I come in until the time I leave, everything I experience 

with my senses has been thought through;  even my experience when 
not present.

– Is my experience definable, repeatable and predictable?

Direct
Experience

+ Indirect
Experience

My perception
of you

My perception
of you

Linked with your
Name & Mark

Brand 
Equity



Article Debrief

• 27 Seconds

• Frontier pizza

• United Web tickets



Image Management

• Do I appreciate that people are now using Brand as a way to 
“compress information” when they cannot touch and feel what 
they are making a decision about?

 Can I leverage this fact?



Brand Equity = Compressed Information



Standard Work:  Image Management



Our Work

Image Management
Target
Audience

Image Desired Why? Metrics of
Success

Current
Perception

5-Why's to Root
Cause

Messages We
Must Send

"Medium" to
Send Messages

Actionable
Items



Real Life Example



Example

Alden@MyValueTree.com
+1-860-748-3780



A Branded target audience Experience

• Systematic and disciplined management of the target 
audience’s experience.  
– From the time I come in until the time I leave, everything I 

experience with my senses has been thought through;  even 
my experience when not present.

– Is my experience definable, repeatable and predictable?

Direct
Experience

+ Indirect
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My perception
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(your image)
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Equity



Thank You
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