Make your brand position bring new
customers

BRAND ~°
OPTIMIZER

by Aalund




Brand Optimizer

Your first Brand Strategy? Want to change Brand Position? Want to measure the effects of
your brand investments?

The Brand Optimizer output: The Brand Optimizer output: The Brand Optimizer output:
A. Best New Bizz positions A. Are the new positions free? A. Your brand positions among non-
B. Are the positions free? B. Are these positions best for customers?
C. Your present image creating New Bizz inflow? B. Is this what you went for?
C. Are these positions optimal for New
A 4 ¥ Bizz (attractive)?
Input for the Brand Building process — Input for the Brand Change strategy — ¥
where and what to do! where and what to do!

Input to an optimization process —
where and what to do!



Your Brand
versus your
Image/reputation?
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. “What are we known as?”

. “Which values, properties or

competencies attract new
customers?”,
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Fiction from Software Consulting Industry

Output examples from BRAND OPTIMIZER

BRAND POSITION NAVIGATION MARKS
TS T

Cyber Security (None)

Most positive general

. . PA
Compliance PA & impression ®

BRAND POWER

Digital transformation Accenture &

Ideal software & No. 1 Preferred software
consulting 0 & consulting

Industry winning parameters No. 1 _ ' Implement

Closest to ideal supplier (None) ] ®
Innovative First IT Inc. &
Integrity Pro Data ]

Leading in software &
Strategy & Business PA ] consulting No.1
Deep Industry knowledge Implement & -

Owns brand position

Best position to be leader Implement i ® Nobod P brand iti

Implementation Implement & @ Nobody owns brand position

@ Competitor owns brand position

MARKET SUPPLIERS

First IT Inc. (our customer) ® PA consulting e ATEA e Accenture e Implement ® ProData e McKinsey ® KMD




Strongest Brand in Sub Segments

Output examples from BRAND OPTIMIZER

BRAND POSITION SUBSEGMENTS
Expert Focus area Awareness
P Top 500 Production
themes next year First IT Inc.
Cyber security 82% 22% None None None @ FirstIT
Compliance 71% 33% PA Consulting @ - PA ® PA @ None @ None &
Digital 0 0 i i
92% 41% Accenture & Accenture @ FirstIT @ FirstIT @&  ATEA »

transformation

Innovative First IT & First IT & & & None &
Integrity Pro Data & Pro Data @ PA @ FirstIT ] None i
Strategy & Business development Implement & - Implement @ None @ None ) None el
Deep industry knowledge via intl. network None ] PA Data @ None @ FirstIT o KMD &
Implementation of proposed solutions Implement & Implement ¢ Implement @ Implement ATEA =]

Gives high priority to social responsibility McKinsey & McKinsey @8 McKinsey ® PA None



How to work with Aalund (1)

Marketing & New Bizz thinking — How the marketplace works!

YOUR MARKET BRAND MARKET BRAND BRAND »
FOOTPRINT POSITIONS REACTION POWER RESULT OPTIMIZER
Image/Reputation Navigation Marks Competitive power
Your Industry Positive Preferred
business efforts winning impression ' Brings You
parameters Well known information to
Ideal supplier plan where and
Unknown what to do
You'r . Your bra.nd Leading
Communication properties supplier Rejected

. consequences for
Creates your driving .
customer inflow



How to work with Aalund (2)

The process to get more New Bizz Customers

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6
Mutual starting Operationalize — Interviews non- — Early picture | AalundReport& | Implementation
form customers workshop Recommendations
Your Brand Target Group & Pre-Study Main Findings Strategy for The Story
Workshop Description Business Areas Winning Positions to be Discussed no.1 Position to Tell
Desired No..1. winning Survey Main Action areas Action
. positions to be . plan for more
positions target groups conclusions .
measured inflow
Priorities for
c . do’s & don’ts
* Competencies .
* Values Compghtor Non custpmer What to act on? Anchoring
. positions evaluations .
* Properties Taken positions?




Our Brand Optimizer Experts
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