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Bra nd  is  how  pe op le
fe e l a bou t  you .
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A St rong Bra nd  Will

1. Cla rify t he  va lue  p rop os it ion  you  m ake  t o t he  cons um e r

2. De fine  t he  d iffe re n t ia t ion  of your organ iza t ion

3. Unit e  and  ign it e  your p e op le

4 . He lp  re t a in  e m p loye e s  and  a t t ra c t  ne w t a le n t

5. Re d uce  t he  ne e d  t o com p e t e  on  p rice

6 . Cre a t e  gre a t e r va lue  for your organ iza t ion  ac ros s  t he  b oa rd
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Bra nd  vs . Bra nd ing

You  can’t  d o b rand ing wit hou t  having a  
c le a r b rand  p os it ion .
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Gr e a t  Br a n d s  Ar e

Knowle dge ab le , m ult id im e ns iona l and  
cons is t e n t . The y a re  m is s ion- bas e d , 
pa s s iona t e  and  d rive n . The y ins p ire  
t rus t  and  confide nce . The y h igh ligh t  
e xpe rie nce  ove r p roduc t . The y c re a t e  
a  com m unit y and  s e ns e  of be longing. 
The y a re  s oc ia l and  pa rt ic ipa t ory. The y 
be com e  a  m e an ingfu l pa rt  of our life . 

Source: mblm.com/lab/brandintimacy-study



Bra nd  De ve lop m e nt  Proce s s

Define DeliverDiscover Develop
S T E P  1 S T E P  2 S T E P  3 S T E P  4



Dis cove r



Bra nd  Dis cove ry
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Who a re  w e ?
Wha t  is  our u lt im a t e  p urp os e ? 
Wha t  is  our p a s s ion? 
Wha t  is  our b rand  vis ion?
Wha t  a re  our va lue s ?
Wha t  is  our p e rs ona lit y?
Wha t  is  it  t ha t  d iffe re n t ia t e s  us ?  
Wha t  b rand  p os it ion  is  ava ilab le  t o  us ?  
Wha t  a re  our s t ra t e gic  goa ls ?  
Who is  our t a rge t  m a rke t ?



Exe cut ive  
Te am

De p art m e n t  
Le ad e rs

Em p loye e s

Cus t om e rs

Noncus t om e rs

Bra nd  Dis cove ry
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Exis t ing Bra nd  vs . Em e rging Bra nd
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De fine



De fine  Your Bra nd

Brand  Prom is e

Brand  Vis ion  

Brand  Va lue s

Brand  St ory
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Brand  Language

Brand  Voice

Brand  De s ign

Brand  Fe e l 



Think ou t s id e  t he  b a nk. 



One  Word  Equ it y
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The  s t ronge s t  b rands  a re  de fine d  by t he ir owne rs h ip  of 
one  t hough t ; t he  ve ry s t ronge s t  b y one  word . 

• Magica l

• Se a rch  

• Coffe e  

• Tis s ue s

• Brown

• Safe t y

• Ne ighbor



Vis ua l Bra nd  La ngua ge
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Vis ua l Bra nd  La ngua ge
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Vis ua l Bra nd  La ngua ge
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To b ring in s p ira t ion  and  innova t ion  t o  e ve ry a t h le t e * in  t he  world . 
The  a s t e risk in  t he  b ra nd  p rom ise  s a ys  tha t  if you ha ve  a  body, you’re  a n a thle t e . 

Bra nd  Prom is e



To ins p ire  and  nurt u re  t he  hum an  s p irit —one  
pe rs on , one  cup , and  one  ne ighb orhood  a t  a  t im e .

Bra nd  Prom is e



Conne c t  pe op le  t o  wha t ’s  im port an t  in  t he ir live s  
t h rough  frie nd ly, re liab le , and  low- cos t  a ir t rave l. 

Bra nd  Prom is e



Bank 1:
To b u ild  a  le gacy com p any b y c re a t ing s ha re hold e r va lue , cu lt iva t ing s t rong cus t om e r 
re la t ions h ip s , and  fos t e ring an  e xt raord ina ry t e am  of d ire c t ors , office r and  e m p loye e s .

Bank 2:
To b e  t he  p re m ie r financ ia l ins t it u t ion  in  our com m unit y, d e d ica t e d  t o  p rovid ing 
e xce p t iona l cus t om e r s e rvice  and  h igh  va lue  p rod uc t s , wh ile  e nhanc ing s ha re hold e r 
va lue .

Bank 3: 
We  will b e  t he  p re fe rre d  p rovid e r of t a rge t e d  financ ia l s e rvice  in  our com m unit ie s  b a s e d  
on  s t rong cus t om e r re la t ions h ip s . We  will s t re ngt he n  t he s e  re la t ions h ip s  b y p rovid ing 
t he  righ t  s olu t ions  t ha t  com b ine  our t e chnology, e xp e rie nce , and  financ ia l s t re ngt h . Our 
goa l is  t o  c re a t e  cus t om e r loya lt y, s ha re hold e r va lue , and  e m p loye e  s a t is fac t ion .

Bra nd  Prom is e





De fine  Your Bra nd
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A bra nd  p rom is e  s hould  be : 

• Sim p le
• Me m orab le
• Aut he n t ic
• Ins p iring



Align  Your Bra nd  La ngua ge
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Se curit y Na t iona l Bank, Sioux Cit y, IA

Prom is e
We  p rom is e  t o  d o wha t ’s  righ t  b e caus e  it  m a t t e rs .

Mis s ion
To he lp  ach ie ve  your financ ia l goa ls  b e caus e  t he y m a t t e r .

Vis ion
To b e  your t rus t wort hy financ ia l p a rt ne r b e caus e  you  m a t t e r .



Align  Your Bra nd  La ngua ge
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Se curit y Na t iona l Bank, Sioux Cit y, IA

Brand  Va lue s

Me an  wha t  you  s ay.
Always do wha t ’s  righ t . 
Th ink c re a t ive ly.
Te ll t he  t ru t h .
Ea rn  re s pe c t .
Re ach  fa rt he r. 



Align  Your Bra nd  La ngua ge
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Se curit y Na t iona l Bank, Sioux Cit y, IA

Brand  St ory
We  b e lie ve  EVERYTHING MATTERS — your p lans , d re am s  and  a ll t he  lit t le  
s t e p s  in  b e t we e n . We  b e lie ve  wha t was  wort h  d oing we ll ye s t e rd ay is  wort h  
d oing we ll t od ay, p e op le  change  and  b anking change s , b u t  our t im e - t e s t e d  
p rinc ip le s  re m a in  cons t an t . We  b e lie ve  in t e grit y, honor, op e n- m ind e d ne s s , 
e xce lle n t  s e rvice , good  hum or, re s p e c t , d u t y and  hum an  conne c t ion  m a t t e r in  
life and b anking. We  b e lie ve  d oing wha t ’s  righ t  is  t he  on ly way t o t ake  ca re  of 
cus t om e rs , he lp  b us ine s s e s  t h rive , fa rm s  grow, ins p ire  our com m unit y and  d o 
s om e t h ing re m arkab le .

Se curit y Na t iona l Ba nk

Eve rything  Ma t t e rs



De live r



If you  w a n t  your t e a m  t o p rovid e  a n  
e xce p t iona l e xp e rie nce  for cus t om e rs , your 

b ra nd  s hou ld  p rovid e  a n  e xce p t iona l 
e xp e rie nce  for your t e a m .   
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Se curit y Na t iona l Ba nk : In t e rna l Bra nd  Vide o



Kickoff Eve n t

F
M

S
 

>



F
M

S
 

>

Lobby & Bre a kroom  Pos t e rs



Bra nd  Book
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Se curit y Na t iona l Ba nk : Logo Evolu t ion  



Ext e rna l De live ry 
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Golde n  Be lt  Ba nk : In t e rna l Bra nd  Vide o
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Bra nd  Ca rd



Appa re l/ Sw a g
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Ext e rna l Re in force m e n t
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Ext e rna l Re in force m e n t  
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Blue  Found ry: In t e rna l Bra nd  Vide o
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Ext e rna l Re in force m e n t  
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Blue  Found ry: Ext e rna l Bra nd  Ma n ife s t o
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De ve lop



Whe n you  s t a rt  t o  ge t  t ire d  of your 
b ra nd  p os it ion , it  is  ju s t  s t a rt ing t o 

w ork. St a y t he  cours e . 



Bra nd  Cha m pions
& Am ba s s a dors
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Find  Wa ys  For Your Pe op le  t o  
Enha nce  a nd  Prom ot e  t he  Bra nd
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Com bine  Bra nd  + Em pa t hy + Conne c t ion  
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Re ca p



Whe n  it  com e s  t o your b ra nd  … 
EVERYTHING MATTERS.



 Brand  confus ion  (in t e rna lly and / or e xt e rna lly)

 Pe rce ive d  a s  old  fa s h ione d  or ou t - of- d a t e

 Exp ans ion  or growt h  in t o a  ne w m arke t  

 Me rge r and  acq u is it ion

 Inc re a s e  in  com p e t it ion  or m a rke t  d is rup t ion

 Change  in  le ad e rs h ip

 Re volu t ion  vs . e volu t ion
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How  Do You  Know  Whe n  It ’s  Tim e  
t o  Re b ra nd Your Ba nk?



Ta ke a w a ys
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• Know your why. Your p u rp os e . Your b ank’s  au t he n t ic  b rand . 

• Manage m e n t  and  s up e rvis or role s  a re  ke y (ha s  t o pe rm e a te  from  the  t op  down) 

• Us e  your b rand  va lue s , m is s ion  and  vis ion  a s  an  op p ort un it y t o  acknowle d ge  
and  conne c t  (culture , com m ona lit y, life / work ba la nce , DEI, com m unity out re a ch, 
ESG)

• Lis t e n  t o  and  le a rn  from  your t e am  (surve ys , focus  g roups , polls )

• Inve s t  in  your p e op le  (ind ividua lit y, t ra ining , re source s , de ve lopm e nt , re cognit ion, 
a m ba ssa dors , b ra nd  cha m pions )

• Com m unica t e  your d iffe re n t ia t ing fac t or we ll and  oft e n  (e xt e rna l re inforce m ent ) 

• Make  t he  na rra t ive  re le van t  t o  your aud ie nce  and  b e com e  a  gre a t  s t oryt e lle r

• Be  p re p a re d  t o  p ivot , ad ap t  and  e volve



Tha nk You
Am be r Fa rle y, EVP Brand  De ve lopm e nt , FMS

am be r@fina nc ia lm a rke t ings olu t ions .com

/ in / am be rfa rle y  |  615.591.2073
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