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Brand Attributes Month – Managers Playbook
Overview
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Each week, for the next four weeks, we will be highlighting a different brand attribute. Our goal is to help associates better understand these attributes and how adopting the behaviors associated with each one will transform our company.
As part of our communications effort, we will be distributing an email each Monday that includes a video from one of our Brand Ambassadors explaining that week’s brand attribute. Additionally, we have created a Brand Attribute Wall in our two buildings in Sunrise and our facility in Anderson.
Please encourage your teams to actively participate in this initiative by writing down the ways in which they are living and demonstrating these attributes in their individual jobs, and then posting them on our Brand Attribute Wall. (Pens and post-it notes will be provided.) Name and department should be included with each post as we are going to select two random participants each week (one from Sunrise and one from Anderson) to win $100 Amazon gift cards. Those employees who are telecommuting or not in the office can share their thoughts by sending an email to communications@cchs.com.
Suggestions for Delivering Talking Points

1. [image: image5.png]Have a discussion with your team about the rebranding project. As part of the discussion, ask them to:

· Name some strong brands.
· Why do you think these brands have meaning? What are the behaviors of the brand that make it strong? 
· What are the things that we would need to do in our industry to have a strong brand?
2. Use the below talking points to discuss our transformation and our approach to develop a new brand identity.

3. Have fun! Make sure to have a two-way conversation with your team members about the benefits of rebranding our company under a singular brand! 

4. Throughout the week, recognize team members who are living our new brand attributes.
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Listed below are talking points covering our latest initiatives in support of our business transformation and rebranding project.
About Our Brand and Our Attributes
Our brand is what our key stakeholders think of when they hear our name.
It’s the key promise we want to make and the position we want to create in people’s minds.
Having a strong brand is important because customers buy from companies that they like, trust, understand, and believe in.
Brand attributes are the behaviors external customers ascribe to how our company conducts business.
Our brand attributes are:
· Adaptively Smart

· Simply Straightforward

· Trusted Expert

· Unwavering Commitment
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Week #1 
(Oct 9-13)
Adaptively Smart
Being Adaptively Smart means:
· We listen and understand what you need

· We are able to adapt to changing market needs

We are flexible, adjustable, evolving, and accommodating.
We are resourceful, skillful, adept, and capable.
Examples of CCHS Being Adaptively Smart
The specific ways in which we are already being Adaptively Smart include:
· Our new FSM technology removes the hassle for service partners and will provide a much better customer experience.
· My Account improves the customer experience by allowing customers to manage their account, without having to call.
· We’ve enhanced our IVR technology to get calling customers to the right associate to improve the claims process.
· We are developing an Alexa Skill where customers will be able to file a claim through their Amazon Alexa.
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Week #2
(Oct 16-20)
Simply Straightforward
Being Simply Straightforward means:
· We eliminate the complexity and confusion

· We communicate clearly, in easy to understand terms and language

We are uncomplicated, clear, understandable, easy, and transparent
We are honest, candid, genuine, truthful, frank, aboveboard, direct, and tell it like it is
Examples of CCHS Being Simply Straightforward
The specific ways in which we are already being Simply Straightforward include:
· We are in the process of simplifying terms and conditions of our contracts. 

· We improved our web experience to ensure customers have the right resources to make informed decisions when purchasing our products.
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Week #3
(Oct. 23-27)
Trusted Expert
Being a Trusted Expert means:
· We are here to help resolve your problems and answer your questions

· We assign the right technician at the right time to meet your needs

We are credible, honorable, loyal, true, dependable, and reliable. 
We are knowledgeable, proficient, adept, skilled, experienced, professional, and qualified.
Examples of CCHS Being Simply Straightforward 

The specific ways in which we are already being a Trusted Expert include:
· We have one of the strongest Service Networks in the business; 50k strong across trades and we continue to strengthen our network.

· We are increasing our organizational capabilities throughout the organization:

· 315 Ops new hires trained this year; that’s 60,000 hrs of training.

· This year, we’ve dedicated almost 20k hours on FSM training and upskill training.
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Week #4
(Oct. 30 – Nov. 3)
Unwavering Commitment
Being unwavering in our commitment means:
· Our purpose is to meet your needs. Always.

· We will follow up to ensure your problem is fixed

We are consistent, determined, resolute, and steadfast.
We are dedicated, devoted, purposeful, and zealous.
Examples of CCHS’s Unwavering Commitment
The specific ways in which we are already being unwavering in our commitment include:
· Summer performance; incredible improvement in service levels. Preparations began the year before because we were committed to having a great summer.
· Our medical emergency team; developed to make sure we are there for our customers when they are most in need.
· Our efforts to ensure our customers still had a good experience throughout Hurricane Irma.
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Additional talking points to support your conversations with team members are included below:
About Our Transformation
We started our journey to transform our organization two years ago as we recognized that we could not achieve our vision of being the pre-eminent player in the home services space with our current brand and company structure.
About Our Rebranding Project
We feel strongly that by unifying our company behind a singular brand, we are removing external and internal silos to develop a more customer-centric culture.
We are changing much more than our name and logo. We are transforming our business.
· We are improving how we meet the needs of our customers and service partners.

· We are delivering technology enhancements like ServiceBench and MyAccount.

· This new brand identity will further drive our cultural change and help rebuild our reputation.       

Our goal is to unveil the new brand internally on November 8 and launch it externally in 2018.
· To bring our new brand to life, we must ensure all associates understand it, believe it, and live it.

About Our Expectations of Employees During Our Transformation
We can’t create a company that people feel different about without changing some of the ways we do business.
Our new brand behaviors will shape our thinking and drive our conversations.
You are at the center of this transformation, and we can’t do it without you.
No matter what function you work in, you need to think about what will have to change and how you will exhibit our brand behaviors in your area.
We will work together to integrate new behaviors throughout the company.
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