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In the late 80’s, | led a marketing effort at GE, a 3,000” sq. ft.
experimental home which, also pioneered green and sustainability, @M TN
long before they were popular. Our team appreciated the human |
aspects of life and enhancing user/customer experiences and they

showed in the design and ideas displayed in the home. Along with 53
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participating companies, such as Masco, J&J, Kohler, Sony, USG, R | . Value I'»;n.v «
Carrier, Bose, Andersen, Weyerhaeuser, the project gained worldwide ; 'm ] Markets Ng lor
recognition and launched numerous innovations. The reaction we got * Bottom-Line
from everyone who visited it was, Gee, this is a place I'd love to live : i Success

in. Equally rewarding, we made money doing it, stimulating sales in
home, consumer, health, and building products.

In the 90’s, | worked on the question of whether a company could
sustain profitable performance. This effort in marketing and growth
practices was the basis of my 2003 book, co-authored with two other
colleagues, Value-Based Marketing for Bottom-Line Success,
published by McGraw Hill and the American Marketing Association.
The book featured the dramatic turnaround of Dow Corning
Corporation out of Chapter 11, who implemented our value
acceleration framework.

Today, | advise business people on numerous topics including,
improving their business model; marketing, branding, and growth
challenges; international expansion; finding growth capital, and
leadership transition strategies.

Eric Balinski: 973-903-9300
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Here's What | @am Thinking Neow

In a world of competing messages, to gain and retain customers
requires a brand to stand out and a strategy that is based on :

- Target Audience

- Message & Images

- Relevant Location

- Creative Media

- Getting Remembered

Soclal Medlia s alse Demanding Branding
Eiforts move @i the Speed of Thought
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Yet, the thing [S...

In an increasingly digital world, we are often focusing
communications on the two dimensions of:

- Text and/or Pictures

So ask yourself...
Is the future a world of human communications losing Context?

Do images and words still have a place working together?

And if there s @ place....where?
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Visval Brancding Is 1he Place

If you don’t get noticed, you don’t have anything. You just have to
be noticed, but the art is in getting noticed naturally, without
screaming or without tricks.

-- Leo Burnett
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But that was another iime in Ristory

as your mother.

Does Visual Branding Matter Anymoree
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Yes. [t Marrers More Than Ever

The average attention span in 2000 12 seconds
The average attention spanin 2012 8 seconds
The average attention span of a gold fish 9 seconds

Sources: The Associated Press, research date- April 28, 2013

Because You Have Less Time o Gel Noticed
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But You Also Have 1o Ask Yourseli?

What Do People Remember?

Text

0]

Images



Whaer Gers Rememloeread)

Words have only a 10% message retention*

“While on vacation out west, we drove through Wyoming

and passed by this old barn in the middle of a field.”

*According to research from UCLA, retention that after three days.
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Whait Gers Remembered

Visuals have 50% retention.*

“and this is the old barn...”

*According to research from UCLA- retention after three days.
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Which Woulel You Rememloer Mosi?

Words Images Logo

Ingredients Brewing Data
Makt 14,000 Ibs. Firstwort  18.5% Balling
Carmel makt 300 1bs. Lastwort  (0.9% Balling
Com flakes 2900 fbs. Mashing time 2 hours & 4 min.
Miakto dextrioe 560 Ibs. Conversion Temp, 54 deg. R - 18 min.
Wheat Flakes 400 Ibs, Lautering time 5 hours & 45 min.
Comgymup 1325 Sparge water 300 bbls. @ 60deg R .
Seedlesshops 170 Ibs. Boiling time 2 howrs & 15 min.
Burtonsalts 50 s Kettle knock ot 448 bbls.
Kettle wort  11.8% Balling  Break good
Kestle sparge 10 bbls. F20 @ 78 deg R
ph brewing water 5.75
qt. first wort
with hops in kettle Tast wort
kettle wort

Fermentation  Brew # 3 Jan. 6, 1953

421 Ihs. of Schaefer yeast, 15t generation washed, pitched at 7 dog, R. 421 bbls. of wort
7 day formentation. Attenuation 12,1% Balling to 2,6% Balling, (AE)

phdrop 50043 Temp. Start 7degR, Max. 122 degR, end 5.5 deg. R

Fassed st 0deg R o0 Jan 13, 1953,

Fassing aditives - 16 Ihs. activated charcoal. 3 Ibs. KMS (potassium metahisulfiic)
Rulh (primary storage o ageing) 17 daysat 0deg. R

1/30/53 Beer transfered to secondary storage affer diatemacious earth filtration and
carbonation.

Additives - Chillproofing 4 Ibs,, 1sons (entiomident) 1172 ths., Kelooid (foam £id) 4 Bbs.
202/53 Beer transfered to packaging taniks after cotten pulp wiashestos fliration and
carbonation.

213153 Beer packaged. COZ coment - draught 263 vols, bottled 2.78 vols

Beer oi packaging.  Beerage 28 days.  Hopping rate = 0.4 Jbs. per bbl.

Aloohol =3.91% by wt, or 4.89%byvel  ADofA=769% RDA=623%

Visval Branding Makes an Immediaie Human Ceonheciion
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5 Trenels Driving the Need for Visual Branding
1) Anyone can Publish Anything
2) Customer Interactions going Digital
3) Images are Shareable
4) Data/Info Visualization

5) We are Losing Touch

The Brand Image siill... has Insiant Meaning
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5 Trencls Driving the Need for Visual Branding

1) Anyone with a phone, tablet, or computer can publish anything

giogging '11,
World U, %

Number of Blogs according to Technoraiti & Blogpulse peOple written so much to
be read by so few.

- Katie Hafner, NY Times
‘ '
|

3 4 142 196 272 345 50 57 70 133 156 164

Never have so many

Not enough time o read everyihing coming ai vus
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5 Trenels Driving the Need for Visual Branding

2) Customer Interactions & experiences are increasingly digital

Omni ehannel marketing is blending digital wiih physical touch peolinis
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http://s81180.gridserver.com/photos/hs/large/4301888.jpg

5 Trencls Driving the Need for Visual Branding

3) Images are more shareable than text

Search engine spiders increasingly prieritize images
over text in determining page rankings.
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5 Trends Driving the Need for Visval Branding

4) Data/Info visualization adding power & context to text

Perfect combination
of hardware...
55 ....... Samsung
L} / TREASURE °
lﬂ TouR EHORES MultiView

“ozvei. 3,100mAR E m

— B |

- ll ~ PERFECT

1 d PHOTO

INCREASED ~ e shetct

SENSITIVITY VISUALIZE

cm-" P ‘ YOUR‘IDEAS

=i |

...and software

Wit Window Ar View — / Popep Video
\ s .
DOTWO \'g e\ P2 a
THINGS F ’ \’ s
AT ONCE 5 Samsun Source : Samsun g MV800 Infographic @ IFA2011

9
—= GALAXY Notell | e creative
Source: http://idgknowledgehub.com/19804/2013/01/11/

Visvual Design reflecis the experience ancd meaning of ihe brand
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5 Trencls Driving the Need for Visual Branding

5) We Are Losing Touch With Other People

Killing genuine human interaction two thumbs at a time.

~,

\o/ MotivatedPhotos.com

Yei, Cusiomers wanit @ Personal Experience wiih @ Brand
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Visual Brancing Bridges the Trends becaus@...

We are swamped by TEXT and IMAGES and

Daily Life and Technology can move us apart.

Visval Branding gives instant conitext,
ane can cohnect af @ human emotive level.
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For INSrance...

“Long standing findings from design, art, and advertising research indicate
that visual elements such as shape, color, logo, and typeface are not only
perceived in terms of their formal or technical properties but also in terms of
the symbolic or affective connotations they embody.”

Source: Article- Symbolic Meaning Integration in Design and its Influence on Product and
Brand Evaluation, by Thomas J. L. van Rompay *, Ad T. H. Pruyn, and Peter Tieke,
International Design Journal, Vol 3, No 2 (2009)

Whatever happens in.. the Memories go Home
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Visval Branding, More Relevant Now

The Brand image still has
instant meaning.

Ever more so in an omni-
channel, social media rich
environment.

But it's Just Not Gooe Enough o have @ Logo

20
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Today’s Omni Channel Marketing

Live your Brand strategy like the old saying:

“Use it or lose it”

Ane Rememler the slogan: Unseen is Unsold
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Ways 1o Get Seen & Get Sold

Ways to Use Visual Branding

Examples

Brand ldentity Programs

Store Displays
Merchandising

Permanent and Semi-
Permanent Décor

Self Serve & Kiosks

Signage & POP EMU 3 !(EI%%gEJNE"

Information Displays LT REEE =

Fric Balinski, 2014



http://gallery.businesssigns.net/luxury-brand/leica/led-double-sided-lit-vacuum-formed-acrylic-circle-lightbox-signage-for-leica.html

What albout the Dynamics in Relall

April 20th 2013 was Record Store Day

“Shopping is about entertainment as well as
acquisition. It allows people to build desires as
well as fulfill them—if it did not, no one would
ever window-shop. It encompasses exploration
and frivolity, not just necessity. It can be
immersive, too. While computer screens can
bewitch the eye, a good shop has four more
senses to ensorcell.”

“And shops make money. Bricks-and-mortar
retail may be losing ground to online shopping,
but it remains more profitable. The physical
world is also increasingly capable of taking the
fight to its online competitors. Last year online

noiE RECORD STORES

e
ARE NOT (JUS
T0 8UY

sales of shop-based American retailers grew by The film documentary, ‘Brick and Mortar and Love’
29%; those of online-only merchants grew by focuses on Louisville independent store, Ear X-tacy as it
just 21%.” struggles to maintain its very existence.

- The Economist, July 13, 2013
Ear X-Tacy, having served the community for decades, had
become a much-loved institution, where acts such as the
Foo Fighters, Kodiaks and Nappy Roots were given a
chance to be seen, heard and would play for free.
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Implicaiions for Retall Environmemnis

As brick & mortar retailers move intfo the online world, a new role for their store fronfs.

Physical retail outlets are now charged with building the brand and its value
proposition, in addition to creating sales.

A store is a place to provide information, energy and entertainment, none of which
is readily available in online only retailers.

Online-only retailers have pressure to create a brick & mortar presence in order to
give their brand visibility, clarity and credibility.

Source: article, The Retail Revolution Is Here, By David Aaker, July 24, 2013
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5 Principles for Creating Great Visual Branding

1.

Discover what matters to your Target Audience
Complement Messages and Images with Visual Branding
Interact in Locations that reinforce brand experience
Design with Visual Media that stands out to Audience

Get Remembered by tapping into Human Emotions

Nothing like a beer party to get people to put their mobile devices away

©FEric Balinski, 2014
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Key Polnis aboul Visual Brancling

— Brand images has instant meaning and cuts through a world of clutter

— The convergence of the physical environment with online and mobile is
creafing new arenas to engage and create customer experiences.

— Presence in the physical world is critical to the brand visibility, credibility,
and reinforcing the customer’s experience with the brand.

— Physical environment are critical to building the brand and its value
proposition, in addition to generating the customer relationship and sales.

— The physical environments provide information, human energy and touch
points, which cannot be easily duplicated in the mobile or on-line worlds.

And Frankly, We Need Human Context in Life

©Eric Balinski, 2014 The Timely Relevance of Visual Branding 26



