





OBSTACLE #1: STAYING IN THE GAME

According to an article in the March 2nd, 2016, issue of The Wall
Street Journal, the average tenure of a chief marketing officer has
dropped to 44 months — the first drop in more than a decade. We
can thank factors such as retirements, a record year of mergers and

acquisitions and the elimination of duplicate roles for those higher

turnover rates. When you add in the decisions by CEOs and boards

to simply change marketing chiefs, you have CMOs working faster

e and harder to ensure their success beyond the average tenure.

R .. il .:'E:E:E.'
R S
s AL L
L N e a"
R R
% e S e i
e il . :
£l : o e 2
3 O, " .- "
- g W
3 x
ST ) .
Sl . ta
e



OBSTACLE #2: MANAGING MERGERS

Beyond their own longevity, CMOs are grappling with many difficult
and challenging branding issues on a daily basis. Mergers and
acquisitions pose a particular challenge, especially if brand
hierarchies, product naming conventions and brand standards are
poorly conceived and/or executed. What kind of brand equity does

the acquired brand retain and how long should any transitions take?



Boston’s best CMO fired from : OBSTACLE #3: DEFENDING YOUR REPUTATION
HubSpot: allegedly tried to :

Another trial facing CMOs is managing the reputation of their brands
obtain Dan Lyans tell-all book

e — and company. On a regular basis CMOs are not only facing mergers
Eiﬁﬁﬁi;f}._.‘:ﬁ:ii;;;’;‘l‘f’““""“"""“"L“":""“':'“'ﬁ"': : and acquisitions, but also a host of other potential crises that could
55;;55:*:*‘1:'-';::_;;; R0 impact their brand and their own tenure at the company. How many
- times have we seen a major product recall, labor issue or poor
: behavior by someone in a company lead to a major shakeup?
;f “Bad news travels fast” is an understatement in today’s digital world.
g '="'.. Our internet-driven society spreads information — especially the
= negative or controversial — at near instantaneous speeds 24/7/365.

With risks like this, protecting your brand’s reputation becomes
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filcer. HubSpot's Mike Voipe won hands down %
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OBSTACLE #4: REALITY CHECKS

It’s a whole new world out there. And the digital realities of

search engines, content marketing, social media, programmatic

media, responsive design, etc. are enough to baffle even the most

tech-savvy brand managers. It’'s enough to leave any CMO guessing

-
L]
“« & "

about their impact on brand building and driving business success.
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OBSTACLE #5: KNOWING YOUR PLACE

CMOs regularly struggle with brand hierarchies and product naming
conventions. Are you a “house of brands,” a “branded house,” or
some type of hybrid? How do you assess the brand equity? Do your
oroduct names seem completely random and confuse all but the
most knowledgeable of your customers? If you're asking yourself

these questions, you're not alone.

[
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'\ Since CMOs have very little time to impact their brands

and are facing a host of difficult challenges, how do they
effectively develop a brand strategy and evaluation
criteria to propel them forward?
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Think about it. Friends care about the things you care about. They
say the right things at the right time. And, above all else, friends
always deliver on their promises. By focusing marketing on three
oillars of friendship — affection, relevance, and trust — we help

brands develop that same kind of special relationship with their

Televance audiences, be they shoppers, influencers or clients.




CARING | LISTENING | SURPRISE

When you gain affection for a friend it's because there’'s something
about them that you like. Maybe it's their passion for helping you
or others in need. Maybe it's their uncanny knack for listening and
reacting accordingly. Or maybe it's the way they always manage to

surprise you with something fun, exciting or entertaining.

Brands that know how to build this kind of appeal connect with
people on a deeper level. They're the brands that people spena

time with, advocate for, and stay loyal to.
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Friends are never fake or deceptive. They're authentic and real.
They admit when they make a mistake, and as a result, we forgive
them. When they give us advice, we trust their judgment. Simply
out, friends always have our best interests at heart. That's why

we're loyal to them and they're loyal to us.

People look to brands the same way. When your brand proves
YyOU can guide customers to the most thoughtful and intelligent
choices, you become a thought leader — someone they can truly
trust. And in a world where 70% of people are more likely to listen
to the opinions of a stranger online than believe what a brand has

to say, trust is everything.*

s . e . *EMA Proprietary Consumer Survey, June 2013
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BUT HOW DOES THIS HELP ME WITH MY BRANDING CHALLENGES?
Based on this research, we believe that whether you're a B2B or B2C
brand, it pays to be a friend. And it all boils down to nine key drivers of

friendship that build affection, relevance and

Would you consider your brand a “good friend” or merely an
“acquaintance”? Do customers trust your brand, but don’t see you as an
advisor? Do you have a story to tell, but customers don’t know it? What

kind of friend do you want to be to your audience?

Brand as Friend will help you understand how your brand currently
resonates and provide a path forward to create an effective, motivating
and differentiated brand position, as well as an integrated marketing

plan to activate it and well-informed creative to bring it to life.



e w
LN
-
e e

-
-
L

- W

N
-

&

- 0
-

LU
i.f.-.i.l.f .4.-..-..-.0 .4.-..-..-.‘..4

CC R N ]

-
Tty

*
-

-
L

'y

o m o Eomow o E

®
0
-
£
4

-

i‘.#.‘¢

- o EE

- C U N )
G )
l.‘ " L '."‘.' L 'l-.l

-
-
LJ

.
]
wate

O -

(ot

i.l'.f‘i.
L
'."l'l‘ L

&
-
(]
LN

l“ii"i

L
.-.fll.l”-ili L

LU

LN
i.‘.i.i"r‘i'-i

‘i
L)

Bm o om m EomE B R R R RSB E R e R oE R m
L

O R
e B BB S B EE RS SRR

o 4:¢:¢:¢:¢:¢:4__
"."'.'."‘..'l.'...'.

e
)
#

-

statsts
“*F‘_“‘
()
5
R




-4_144 4_1
A e
e
: 8 b8 b o
:
et o
: Qs
| h |
5
e,
I e
o, AR A
o
e, s b

o = 5 A gt
5

KSHOP
oday

t works best when we include peopléﬁé'"w

THE BRAND AS FRIEND WOR

deas to improve performance for th

ind that

torm

We f

and brains

to three-hour session where we’'ll explore your brand on each of“’t"h-.é
lendship.

drivers of fr
from marketing,

A two-

nine
gather important details about how the brand delivers on each drivet



I

-ASSESSMENT

THE BRAND AS FRIEND SELF

lpants to take a quick,

IC

iend Workshop part

we ask Brand as Fr

Next,

jon asks them to consider how they

Each quest

Ine survey.

lon onl

guest

20

Scores are calculated

ience.
lents th

lew and value the brand exper

themselves v

INnk they perform, as well

ing how well our cl

Icat

a
iINg an overall Fr

a

I

ve

for each dr

icture of how our

iendship Score that paints a p
ink the

d

as Provi

Ir brand stacks up.

lents th

Cl

-

O NN

TR

W s s 5 8 8 % & 8 5 5% 8% E B BE



.
'IhI
.

w
e

g i

e
s d..."”..”..".”....."."..“”"”“”"&u"”.ﬁ.
.."_..- H- H-.”._.”".“_- "- ”- ".".”._.”- ”._."- “_- g, .__--.-. o
i e

I'li-.
._.-.”_..---- aa ._._..._..__-._._..-."-.u_
Byt
-.I -.l n

al )

""F"'I'""'T'I'"'
L]

-

¥
l-‘l-. 4.

L NN

.y

I
]

L
LY
L]
U
e
'l.'l.'l.‘.F--I.
L

L
'-I-'I"'I
¥

NN R

Sl

.

s
-_"nl-. -..._-.-..-.-.“ﬂlj-_-.. B e R

g I‘IFI-'F'I. I-FI-‘l- =

&

L N R R R
]

L +'F'Il‘l-

e e e RN %
.............................. Bt T = - e
e ...".".".".".".".".".".".".".".".".".u-uun.n”mu.-. " 3 B - o
lllllllllllllllllllllllllllllllllllllllll R L. W

L e

L,

NN

L]

e W NN, N W N E
g S,

-
[}
[}
u
[}
u
[}
a
[
[}
[
[
&
&
a
a
a
[}
a
[}
.
[}
L}
[}
L}
u
u
[}
L
w
Y
L}
¥
LY
[}
L}
Ll
u
L}
[}
L}
[}
L}
u
L]
L}
L}
[}
L]
n
L}
[}
L}
[}
L}
L]
u
u
n
[}
&
i
[}
!
L N N E NN KR

R
»

THE BRAND AS FRIEND INDEX

simple, color-coded graph that shows us precisely how all brands performed
against the drivers of friendship. We use this to show our clients their points of

Next, we look at how customers themselves feel about our client’s brand. Using
the same key questions, we ask customers to rate the client and two of its top
competitors. The Brand as Friend Index compares brands side by side with a



Affection

Relevance

The chart below illustrates that we’re a better friend
because we significantly outpace competitors on Affection,
Relevance and Trust. Honesty and Caring are areas that

we can improve to extend our advantage.

rust

. Caring . Listening

Surprise

We need to heighten emphasis on

Story, the only driver where we lag

behind a competitor.

B story [ Style

By exploring new avenues that provide
heightened transparency, we can deepen
the driver of Honesty.

I Connecting [ Honesty Advising Loyalty



MAKE IT HAPPEN

The ideal Brand as Friend score should reflect a balance of affection, relevance and trust. Once we see how your customers
perceive your brand relative to its competition, we can create a brand road map and recommend the most effective strategies

to create stronger, longer-lasting bonds in the key areas that customers value the most.

With all the challenges facing CMOs, from a historically short tenure to reputation management, a thoughtful and concise
approach to branding and planning is key. Brand as Friend provides the necessary inputs to objectively look at a brand and

provide a differentiating lens and compass.
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http://www.mower.com/baf-start-survey/?utm_source=marketo&utm_medium=email&utm_campaign=agency&utm_content=BAF

Looking to make friends? Contact:
John Leibrick

jleibrick@mower.com
315.415.4260

mower.com
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