
Revitalizing the SMUD Brand
Starting with our employees

March 14, 2011

Powering forward. Together.



• Educating our employees 
– Why?
– Brand 101

• Engaging employees in the process
• Rolling out to our customers
• Questions

Branding from the inside-out



Why? 



But we’re a monopoly. 
Why do we need a 
brand?
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Our business is changing



Electricity: a low-involvement industry

The typical electricity customer spends 
approximately 6 to 9 minutes a year interacting 
with their utility.

Accenture 
U.S. Survey 2010
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Brand 101
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An orange is an orange is an 
orange. Unless, of course, 
that orange happens to be a 
Sunkist, a name 80% of 
consumers know and trust.” 

+ Russell Hanlin, CEO of 
Sunkist
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A brand is a promise that creates a unique 
image in the mind of its audiences, helps build 
preference, and forms the basis for a loyal 
relationship.
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Brands help people make mental associations. They 
serve as a short-hand way for customers to make 
purchase decisions.



Branding is not…

– A logo or tagline
– An advertising campaign
– The marketing department’s “issue”
– A naturally-occurring phenomenon
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Clarifies an organization’s 
purpose

Provides a filter for 
decisions

Strengthens customer 
loyalty

Creates cost efficienciesEnhances differentiation Increases employee pride 
and retention

The benefits of branding
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Set and communicate 
clear expectations

Create a more consistent 
employee experience

Develop policies and 
practices

Increase accountabilityBuild relationships and 
unify teams

Champion SMUD 

helps you…



Disney is a family thing, a set of 
constant expectations in the public 
mind… it’s a certain kind of 
entertainment. Our job is to be 
protective of ‘that Disney thing.’ We 
have to be constantly looking at 
everything we do, every day of our 
business life and in every part of our 
organization, to make sure that ‘the 
Disney thing’ is never undermined or 
diluted—in any way.”

+ Walt Disney



Developing the brand within



Building the brand from the inside-out

Build the 
Foundation

80-200 employees 

• Research & brand 
analysis

• Brand platform

• Internal communication 
plan

• Naming framework

• Brand guidelines

• Marketing alignment & 
integrated strategy

Building the brand from the inside

Internal 
Application
400+ employees 

• Internal brand launch

• Brand Center

• Brand review committee

• Brand training

• Apply brand values & voice

• Process improvements 

• Program alignment

• Quarterly awards and 
recognition

Customer 
Experience

• SMUD.org redesign

• Bill redesign

• Contact Center & IVR

• Field Employees

• Vehicles

• Consistent 
communications

• Integrated marketing 
campaign



Findings that drive brand platform

Competitors
Macro-environment What is the

context? What are
the needs?

What are the
capabilities?The strategic focus for your 

brand efforts—the one thing 
your brand must accomplish

Target segments
Perceptions

Vision
Culture
Structure 

17



18

The brand platform

Promise VoiceValues

The External View 

The Internal View

What we stand for and why our customers should care.
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Promise defines what we do and why it 
matters

Activating athletic 
excellence

Deliver “wow” through 
service 
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Values describe how we’re different

Fun-LUVing Attitude
Warrior Spirit

Servant’s Heart

Customer Service
Quality Ingredients
Community Focus

Diversity

Whole foods
Whole people
Whole planet
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Voice describes you personality

• Southwest  Airlines’ fun, spirited personality shines through in all of 
their communications. 
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• Transmission 
• Generation
• Dispatch

• Line
• Substation
• Meter

• Hiring
• Procurement
• Technology
• Governing      

processes

• Marketing
• Programs
• Customer 

Services

Acquire  
& retain 

customers 

Enabling
processes

Supply 
energy 

Deliver 
power 

Interactions must be intentionally consistent 
with brand promise across the organization 
(internal & external)



Engaging our employees



Brand roll-out

• Use pre-launch activities to build excitement for the 
main launch event in July

• Follow the main event with training and weekly 
activities that sustain momentum and prepare for 
external launch



Internal brand launch – executive team
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3-day event & 65th anniversary!



Brand center



Brand guidelines



New employee touch point concepts
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Internal communications - before



Internal communications - today



Consistent customer experience

• Align work processes to ensure they deliver 
on our brand platform.
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Employees Customer 
experienceActivity 

1 
Activity 

2 
Activity 

5 

Activity 
3 

Activity 
4 



Align processes & touchpoints  

• Train all 2000 employees
• Align processes with our brand values and voice
• Consistent communications internally, both visually & verbally
• Leverage brand and balance cost efficiencies with limited resources
• Be responsive to new forms of competitive conditions
• Prioritize and align programs and services to deliver brand 

values/voice
• Focus on customer-facing touch points:

• Bill
• Web
• IVRs 
• Call Center
• Field Crews
• Community Engagement
• Account Representatives
• Programs & Services
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Rolling out to our customers

34



smud.org redesign



Bill package



Vehicle wraps



Customer communications – before 



Customer communications - today



Lobby updates



Branded advertising campaign
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Emotion – a key creative strategy

Use emotion to illuminate our brand values
• 80% of life is emotion and only 20% is intellect  
• Emotion produces neurotransmitters in the brain that 

creates a connection, a memory and recall 
• Emotion is a key component of persuasion, social 

influence and attitude change
• Low involvement categories and mature markets 

depend on emotional appeal to create interest
• Emotional connection leads to higher customer 

retention and loyalty



Rational vs. emotional branding  

Focused on product 
attributes – dryness and 

convenience
  

Focused on emotions – 
feeling secure

  

You should always feel this secureYou should always feel this secureYou should always feel this secure

















Residential Rebate Print Ad (sized for 6col x  3” BEE)



DRAFT SolarSmart Homes Print Ad



Commercial Rebate 
Print Ad



Commercial Rebate Print Ad



TV commercial – Let’s Power



Questions?




