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Speaker Introductions :
Karen Hakala, SVP Marketing i Norway Savings
Bank
Traci Sanborn, SVP Marketing i Machias
Savings Bank
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Session Overview :

The art and science of a well defined and

Integrated brand is reinforced at EVERY

touchpoint T branch, ATM, web, mobile, social

media, collateral AND your employees.
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This session discusses. :
The art and science behind defining a brand 7 the Norway
Savings and Machias Savings case studies as examples
Crystallizing your brand strategy 1 differentiation and
positioning
How to launch your brand to customers and employees
Consistency and brand evolution T how to stay updated
Measurement is an imperative to analyze effectiveness.
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What is a brand? T

More than merely a logo, your brand
IS the conceptual, physical, visual
and verbal experience a customer
or prospect has whenever they
Interact with your bank, your
products and your services.
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Rebranding
Norway Savings Bank

Empowerment Culture
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The common
element is you
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Machias Execution Framework 1T
2 Initiatives
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Scientific Research :
Internal research:
In-depth interviews with senior management
Employee on-line survey
Focus Groups:
Retail and commercial customers
Brand T Market Awareness Study:
Telephone surveys
7, Norway M Machias
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Crystallizing brand strategy HE
and positioning T

Turn market research data into an effective brand
strategy and messages that resonate your true

DNA
Refl ects vision, mi SSi one.
And values
Norwa M Machias
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Alignment of Core Brand selt

AssetsiiLooks | i keeée-.

The alignment of our overall identity systems
expressanon-br and, consistent 1| ma

Sends a consistent, integrated message.

Logo
Tagline
Color palette
Typography
Photography
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Rebranding i
Machias Savings Bank 3
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Marelnias Sevines Bunbe Yision & fission

Qur Vision

To provide the most exceptional banking experience in the State of Maine.

QOur Mission

We will be exceptional in every relationship, in every product developed,

in every service rendered and in every promise kept.
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The line between customer and friend is non-existent here. If we didn’t

Frl e N d |y intend to know you, we wouldn’t open our doors.

R h b | Whether you need some advice in the supermarket check-out line, have to call

e O C o e us at home or want fo sit down and chat in person—we’re always easy o access.

F r_l_’_F’ d Using money wisely is a practice that we don’t just preach. We carefully plan each
O 1Tl e step we take in order fo provide a smooth ride even when the economy gets bumpy.

We're slow to speak and quick to listen. We provide advice based on
T h Oou g h'l'fU | your needs, not ours.

We may come from a small town, but our dedication to providing the very latest

Prog reSS Ive in efficient banking technology and solutions is unrivaled.

H e | pr | We live, work and play in the communities we serve. Being involved in helping

our hometowns and our people isn't just something we say...it’s what we do.
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Marelias Savings Bunle Logo

While the foundation of the
mark remains the same, the
newly-designed MSB logo takes
on a much more innovative look
while remaining frue fo its
traditional side. The three
dominant lines have been given
curves to more prominently
symbolize sails while still clearly
representing the Machias “M”.
The bottom edge has been
given a curve as well to indicate
water and to give the mark a
more engaging, active and
energetic feel. The orange and
blue color scheme is influenced
by the lobster and fishing
industry and makes the MSB
logo unique to that of its
competitors. This is a distinctly
different logo that everyone

can be excited about with full
confidence that all accumulated
brand equity is secure.

®2010

M Machias

Experienced people. Exceptional service.

REFLEX BLU

Savings Bank

ALL RIGHTS RESERVED



Madias Sauiigs Banle: Tagling s @

The existing tagline
“Experienced people.
Exceptional relationships.”

will remain. It conveys the

core message of what MSB

is all about. When you have
these two things working for you,
a successful and beneficial
relationship in inevitable. The
tagline will allow MSB to build

on the word “exceptional” Exper|enced people 5

throughout various creative

brand concepts such as: Exceptlonal SerVICe.

“Exceptionally Innovative”
“Exceptionally Attentive”
“Exceptionally Committed”
“Exceptionally Local”

This will provide rich
opportunities for the use

of testimonials in print, digital
and mass media channels

to promote the brand.
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The use of color is critical as it
has a tremendous impact on

perception of the bank and its
personality and character. In Primary Colors — For use on general bank communications
and in pieces where limited color is required.

inch outside the box). The color Granite Beach Lobster Tail Blusberry
Cray (408) Orange (471) Blue {540

the financial world, choosing

a color palette that is fresh,
unique and lively is an easy way
to contrast your brand with the

competition (who rarely steps an

system must be versatile and

that requires the use of a small _ o . _
Pop Colors — For use on promotional communications where “pop” is needed 1o

draw attention from the audience or differentiate between products.

Bucks Harbor Sweet Birch General Store Aspen Leaf Moose Rack
Blue (7454) Green 5767 Red (7524) Yellow (124) Brown (7504)

set of primary colors as well as
a secondary set of “pop colors”
that compliment the primary
palette but provide flexibility
when communicating the brand

in various situations. The colors
are inspired by nature, wildlife
and industry found in Maine.
This palette will do a great job
of conveying the tradition and
innovation of the MSB brand.
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Mhacluies Savings Beinie ooy oy Raflz @

The selection of typography is a
key element when conveying the
proper feel and speaking with «

natural voice th?t fits the history, Tribute Roman

people and environment of the

brand. To maintain versatility

and readability when meeting ABCDEFGHIJKLMNOPQR
typographic needs from employee STUVWXYZab Cdefghij klmn
correspondence fo headlines to

signage to product brochures, Opqutu“ W XYZ12;4'56789O

a serif and complimentary sans
serif font are recommended.

Tribute Roman is a unique sans Newsanse RegUIar
serif typeface that is unlike any ABCDEFGH'JKLMNOPQR

used by your competitors. It

is warm, friendly, historic and STUVWXYZadeefgh”klmn

progressive all at the same time

and is a natural winner for the Opqrstuvwxyz1 234567890
MSB brand. Newsanse Regular

is a great compliment fo Tribute

and provides a great readable

font for use in body copy.
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Merelies Sewings Heanlie [Plhoiogie iy

Bank brand photography is
mostly comprised of stock shots
of nobody knows who. The MSB
photography will be shot in
places that people will recognize
or relate to within the footprint.
The main idea is to show the

banker actually in the community.
This promotes the fact that the
MSB employee is active and
known in the community (which
is frue). Some different setting
ideas are: blueberry field, small
town street, beach, lobster
shack, high school stadium
bleachers, Acadia, music festival,

farm, fishing boat, manufacturing

facility, etc. The photography

Example of banker photo
could be taken seasonally (3-4 composition & lighting
photoshoots over a 1 year period)
to build up a great archive of
shots for use in all different

types of promotional pieces.
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How to launch your brand to | 2

customers and employees :

How to launch your brand to customers and employees
HINT: Start with your employees first

Making the brand more than a nmar

Brand-based employee communications - Tried and true
tactics in employee engagement
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Take a look inside your 44

organization: :

When it comes to branding,
IS your
marketing department
a one-man band?
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MARKETING & eel:

COMMUNICATIONS REVIEW | ¢

Customer

Launching your
brand to your
customer s é.

Customer Touch Point Analysis

Delivery Channe

Branch

Customer centric ECEI i conmuncaion
Consistent - oo IS
Channel e

management L o
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Access ID:
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