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What are some of your
favorite brands?

EEEEEEE
AAAAAAAAAAA






O

So what is a brand
anyway?
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A Brand Is NOT...
V

o JUST DO IT.

e an advertisement

* alogo

% JUST OO IT

 a product




A brand is the sum of
all the experiences,
Information, and
expectations that
define an organization
or offering for its
target audiences.







What are they doing right?
Differentiation they stand for a distinctive position

Centered they stay true to who they are

Relevance they constantly evolve to stay relevant to their target
audiences

Loyalty they have brand advocates
Clarity they convey their values and beliefs every day

Differentiation they have a clear area of expertise




Why Brands Matter

Great brands make it easier for organizations to:
« Expand into new markets and countries

* Introduce new products and services

» Build loyal relationships

» Get people to pay more, do more, contribute more
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The bottom line is...
A brand is all about
expectations.



AUDIENCESEGMENTATION

Identify your audience and determine their key motivators and drivers.

Who is your audience?

What do they need?

What do they want?

What do they care about?

I l
KEYATTRIBUTES BRANDFOUNDATION

These are the traits that the brand embodies. How would you want people to Answer the following questions to determine your brand foundation.
describe your brand? List adjectives in the following table.

Which Includes This... And Never This...

What do we believe?

What do we do?
What do we offer?

What do people believe about us?

What is our brand promise?

What is our brand position?

I
BRANDFILTER

These elements inform and guide execution of your programs & initiatives. Each circle determines the elements that should be accounted for and represented in program
design — which brings to life the brand foundation and key attributes. Table Stakes are the key elements that must exist in order for your initiative to move forward.

Table Stakes
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AUDIENCESEGMENTATION

Identify your audience and determine their key motivators and
drivers.

* Who is your audience?
« What do they need?
* What do they want?

» What do they care about?




What adjectives describe
vour ERG?



If your ERG was a type of
car, which would it be?
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If your ERG was a retall store

or business, which would it
be?
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KEYATTRIBUTES

These are the traits that the brand embodies. How would you
want people to describe your brand? List adjectives in the
following table.

We Are... Which Includes This... And Never This...
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BRANDFOUNDATION

 What do we believe?

» What do we do?

* What do we offer?

» What do people believe about us?
» What is our brand promise?

» What is our brand position?




What We
Believe

LGBT people have a
fundamental right to
be healthy, equal
and complete

members of society.

LOS
ANGELES
LGBT
CENTER



http://www.lalgbtcenter.org/

Core Promise

Building a better
world for LGBT
people — one person
at a time

LOS
ANGELES
LGBT
CENTER



http://www.lalgbtcenter.org/

Position

No one does more
for LGBT people

LOS
ANGELES
LGBT
CENTER



http://www.lalgbtcenter.org/

What We

Believe

LGBT & straight ally
people who can bring
their whole selves to

work can fulfill t

neir

career aspirations at

NBCUniversal

OY.

creating and delivering

content so compe

ling 1t

entertains, informs and
shapes our world.

Ut

.

@NBCUniversal
LGBT & Ally Alliance




What We Do -

our activities and services are centered around:

» Attract — We attract new employees by being visible in the |ocal
LGBT community and building NBCUniversal's reputation as an
employer of choice.

- Develop — We develop employees by providing networking
opportunities, learning & speaker series, and access to executives.

- Retain — We help retain employees by providing meaningful
volunteer and charity opportunities, helping people make the most of
their benefits, and advocating for policies that promote an inclusive
work environment.

- Reach — We help our businesses reach our community by providing
employees for focus groups, marketing labs and assistance with
direct-to-consumer events such as local Pride festivals.




What We Offer —

what our members can trust we will always provide:

« Connection — We connect our members to each other to build their
professional networks, the bigger picture of the NBCUniversal landscape,
and the broader LGBT community which the company supports via
philanthropy & volunteerism

« Support — We support our members by helping them navigate both their
career and life stages as they relate to employment (e.g. coming out at
work, gender transition, domestic partner/same-sex spousal benefits, etc.)
allowing them to grow both personally and professionally.

 Information — We inform our members about groundbreaking stories,
coverage and content as well as behind-the-scenes actions (HRC 100%
Score, philanthropy, St. Patrick’s Day Parade etc.) that Comcast
NBCUniversal is part of.




What People
Believe

We are fun, bold,
proud and above all
else, professional.

We are advocates and
role models w!thln our
community.

We are a safe place
to come to.

Out

.

@NBCUniversal
LGBT & Ally Alliance




Core Promise out

We allow you to -
bring your full self to .
work. @NBCUniversal

LGBT & Ally Alliance




Position

No other media
company has as rich
and groundbreaking

legacy, breadth in
current inclusive
content & talent, and
innovative workplace
inclusion programs &
Initiatives as
NBCUniversal.

Out

.

@NBCUniversal
LGBT & Ally Alliance




BRANDFILTER

These elements inform and guide your visual design, event
execution and programming. Each pod notes the content that
should be accounted for and represented in design — which
brings to life the brand foundation and key attributes. Table
Stakes are the key elements that must exist in order for the
design to move forward.




What's the #1 Food Show
on Cable TV?



network I ox
bravotv.com

Faula's

. TOP}BHEF
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You've got a brand...

Now, create your assets to bring
It to life.



Brand Assets

« Name & Logo

* Written
 Boilerplate
« Terminology

* Digital Templates
 PowerPoint

e E-communications
e Poster shells

* Evergreen Assets




randing Assets & Tools

PROUD TO WELCOME
OUt NEIL PATRICK HARRIS

#prideNBCu TO THE FAMILY!
@NBCUniversal #prideNBCU

LGBT & Ally Alliance

Out

@NBCUniversal
GBT & Ally Allance

Tune in tonight for the premiere!

a@NBCUniv pNBCUniversal

@NBCUniversal
LGBT & Ally A 5BT & Ally Alliance o

T & Ally Alliance

out SPECIAL EVENT AT

TELEMUNDO IN HIALEAH

@NBCUniversal #prideNBCU
LGBT & Ally Alliance

Trans@NBCUniversal:

A Conversation with Gender Variant Employees
Thursday, June 18" | 12-1PM EDT
Telemundo Programming Department Telepresence, Hialeah FL

aNBCUniversal
LGBT & Ally Alliance

REGISTER NOW - limited seating available

Join us for a unique live event with OUT members via telepresence in Englewood Cliffs, London,
Los Angeles, New York, Miami & Universal City. Hear from a panel of trans experts and
employees on their experiences in life and in the workplace. Ask questions and gain an
understanding of the trans community. Learn steps you can take to be supportive and inclusive
of all LGBT people.

@NBCUniversal
BT & Aly Allance

facebook.com/OUTNBCUniversal twitter.com/outnbcuniversal my.inbcu.com/out




Brand Guide
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our font

gefault fonts
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use high res photos of:

« NBCuniversal content, taient. graphics

« Talentlab experiences un-staged
activities & real human imeraction

« Photos from our Talent Acquisiton

partners

our fontin powerpoint

Arial is our gefault font M pPowerPoint.

The default colof for typography 1S the grey
from the Talent Lab 1090

R-151
G-151
B-157

Tip: Inthe Talent L3O pPowerPort tempiate, the
jeading “theme colors” are the prancec oenal
“sont color” ang select any of the
coiors in the first row for on-orand text COIOTS

stock images

There's an entire universe of stock photos at your
fingertips- Most of them are completety off-branc. wWhy?
Because they are 100 staged, 100 cliche or not uniquely
NBC\Jr\l'-e'Sal.

Wher you choose Stock images of people and activities -
find authentic, genuine emotions and situations.
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prand attributes, don't pick photos that fall into the

“put never tnis” categony-
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