The Strategy of Image
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* A sensory stimulus which summarizes an image.

» Waebster 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.” Famous Early Texas Anglo Brands - 1840 to 1880

owe
1880

 The relationship between the product (company), it’s mark i
and the intended audience.
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“Brand Equity”
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A Branded Target Audience Experience

e 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 + Indirect ﬁ> My perception
Experience Experience of you

Brand
Equity

My perception
of you

Linked with your
Name & Mark
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Standard Work:

Key Flow: Image Management

Core Purpose:

To create a shiftin perception fromcurrent state to desired state
inawaythatthetargeted audiencereceives facts, stories and images accurately and
realistically

sothatdesired behaviors are experenced.

Core Process:

“Advancing information inthe publicforum, forthe purpose of contributingto public
opinion.” Harold Burson

Product:
1. Ameasurableshiftin
+« perception
« behaviorfadion
« opinion
2. End-state perception defined
. Current-state perception defined
. Flanistrategy for shifting

Thereis a “window of credibility” between the rational mind andthe emaotional
mind among every target audience

A correlation exists between the “trust-bank”™ andthe “window of credibility.”
The window of credibility opens slowhy andshuts guickly.

Image not explicitly definedby me, willbe definedby someone else.
Image cannot be created in a vacuum.

Image management is an ongoing effort not a one-time event.

Image erodes overtimewithout continual maintenance.
Congruity must exist between image andreality.

Without strategy there is no creative (a goodideawhich does nothing is not a
goodidea).
. Public opinionfacceptanceis evervthing. With public sentiment nothing can
fail; without it, nothing can succeed.

11. The molder of public opinion goes deeperthan the one who pronounces

decisions.

12. The publicacts on infomrmationin its own perceived bestinterest.
13. Accuracy is paramount; inaccuracy is deadly.
14. Image management advocates a particular point of view in the publicforum.
15. Facts are objective; perceptionis subjective.
16. People behaveemotionally.
17. Thetarget audience owns the decision.

0~ @ D N

[T=F

—
[}

Imiag 2 warkshap with Aldan Davis 1132019 MyWauETraa.com

Image Management



Our Work

Image Management

Audience Success Perception Cause Must Send Send Messages | ltems




Real Life Example

Image Management for Quality, Inc.

March, 20xx]

Target Image Desired Why? Metrics of Current Messages We "Medium" to 5-Why'sto Root | Actionable
Audience Success Perception Must Send Send Messages | Cause ltems
* High integrity T Craates trust T Cusliy eads "ol T Wiz arz value T EUCCESS Slones Mot given credi Tor WMQM.
* Results ariented * Ability to solve projects = Gatekesper Fdding participants | * Actions of cur participation lios
* Customer focused problems * Profitability * Burssucratic F550cistes -ar - - Problems wndsr
* Brosd-based * High quality incresse dus to Cl {legacy image) * We understand * Customer fesd- Don't wnderstand the managemsnt
understanding products * Customer * Facilitators the customear's back impact of the issus - Problem saverity
* Relisblz & on time | * Senvethe satisfaction * Low ensngy nesds * Cosfof qualify -ar - reduction over
Quality, Inc.’s * e make money- customer's interest | * X% promaotion * Mecessary 2vil * We can make” projects Dot maintain tims
Customer waorth invesfing in * Strengthen the gf\lgnf Quality, Inz. | 2 . fne__"Yow you money * Person-fo-person | project control of 3 * Exfend awdifs fo
* influenfial power kench * Inwolvement in 5 ve had 3 {shanng sfonzs) “portfolio of inclwde days of help
* Be nvestable decisions | procedurs fo keep problems” * Dontmake QRy
* increzse fhe fype * Participation vs. me from being -or- fake brunf of
of products offered facilitation dumb”._."You have Yielding fo currenf reducfions because
* Push-Pull rafio foo many stafe due fo they are 3 "service
* Pre:Posf prob rafio | progedurss.” downsize bumouf ong.”
= Wital = Internal & extemnal | * Tumover rate = Dead-end = Dpporunity = Evenis = Short circuit
Prospective * Immersed * Retention * Mo. of applicants * Parking lot * Recognized * Buccess Internal perception pereeption with
Employees * Mokile * Attracting * Qity. of applicants | * Buresucrstic * Wital * Personsl contact as 3 contributor. SQGressive recruiting
“dependant * Challenging * Besttalent * #Frecruited by * Mon-valus added | * Immersed * Voice -or- for key positions
warisble”. .. lagging | * Success extamnal growps * ot in fouch with * Testimonials Er mgmf does nof * Promofe success
indicator * Bkill diversity i of senior mgmt. realify * Infranef sfonzs see link befwesn sfones in § and
* Influenfisl power with Qity backgmd | * "Thers is no * Posfers profif and qualify hidden benefifs
* Qualify mindsef vs. money fhers" & Awards -oF- * Act 35 consulizanf
chesk-in-box £ "Charfs R uws” £ "Qify person of fhe | Qualify nof seen 35 | withinorg. fo solve
* Zearch-fime fo fill week” __anyone up | “parfof the org.” probs. "Fromofe
shofs holding qffy ideals -0 parinership”
£ Ergmi promotion | No higher level jobs | * DO "dont "TALK"
* FProtessonal * Empkyability * £of canmed * Powerless THowcEn maks 3 * Communication of | Changing the :\,Qmaﬁskm
Current Employees | * Respected (s=eding the professionals * Mon-value added | differsnce” owr desired stste Quality Org. has not | matre descriptive of
* Diesired by othars onganization, + Promo. turnover * Unwanted "Oowr future depends toour current e='s | besn a priority for owr "desired state”
* Productive busikding client * % effort on * Mot part of the o you” * Perfarmance owr clients ar us. consulting firm.
* Walue added retention, prevention vs. team “Lifelong learning is == -ar - * [nfegrafe qualify
* Influenfizl pover spreading the detection * "Indirect” esgentialtobeing & | * Highly advertised | Previously failed sccounfability info
catture) . Emploves sat. * "Orverhesd” contributor” and exaggerated quality initistives comp.and progressn
* EBslff-=stesm * Ee refenfion * Persisfenf and a You ara ha CUsiamar promaotions -or- * Ehow value added
* Productive in nuisznee advacais” * Recognition & Success through inqualify efficiency
cument job * Highly skilled, Yo act In e best rewards qify. improvemenf
* lob Satisfaction unapprecizted imarast of ;e * Beniar partners straf. nof fully
oy and e setting the undersfood
ity )5 essennal o example
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Image desired

Professional,

Intelligent, The
go to guy "the
plumber"

So that| can
postoutband 4
and move up in
my career
quickly. Be
investible &
career longevity

Metric of success

Post out Band 4.
Be put on
interesting and
challenging
assignments

Current
Perception

"New Guy",
Doesn't
understand the
work we do, In
need of
guidance, "too
young"

Example

5 Why's to Root Cause

"he doesn't have real
world experience.",
Introverted personality,
Struggle to connect with
others, Social anxiety,
Pigeon Held by the
"Kanaban Guy"

Messages We Must Send

| am knowledgeable in
more areas than just
Kanban, |l am
intelligent, | can fix
things quicklyand
calmly

"Medium" to
Send Messages

MP4, Face to
Face, KPI Demos
to managers,
create/
implement
innovative
Ideas

Actionable items

Create an introduction
"elevator pitch", Demo
current proof of
conceptto
management, Take
strides to be more
approachable/extrovert
ed, Setup lunch dates

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