Brand DNA: Vision. Mission. Values.
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Who experlences our brand today
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DEAR WORLD
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We shift our thinking to
social and digital first.




What does success Iook like?
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Increased awareness and ultimately engagement
with all audlences
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_ Eye on the future state evquntlon focus on
the marketing organlzatlon of the future




AVP, Brand Evangelist

Brand Evangelist lives and S i
breathes the vision, mission, oG
values and brand, and builds
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Brand Evangelist @ National Life

Marketing
team (field
and
consumers)

People
Center Brand

(employees evangelist
& recruits)

Agencies &
partners

(consumers)

Corporate
Communications

(employees &
consumers)

Communication and culture
connector. Connects the dots from
marketing to corporate
communication, employee
communication and agencies and
partners.

Builds the brand and culture by
taking the rallying cry of our CAUSE
to all audiences — our CAUSE
coalition builder.

Thought leader. Creates and
delivers thought leadership
platform(s) that build our brand
internally and externally.



Priorities for 15t Q

n Build first evolution of brand-centric team by
year-end.

E Hire digital agency by mid-January to create and
measure targeted campaigns that build brand
engagement and set for the stage for lead
generation.

n Develop a plan to amplify CAUSE for all
audiences.

n Create an integrated framework for an
overarching social media strategy.
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