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Who Am |?

I’'m dedicated to fostering inclusivity and support for all, believing that everyone deserves a
nurturing environment to thrive. I can be a bit of a Mama bear when 1t comes to standing up
for my people. As a spirited advocate for love, laughter, and community, I aim to infuse joy
and connection into every interaction. With a background in accounting turned marketing, I
bring a unique blend of analytical insight and creative flair to my endeavors. I love holiday
markets, the beauty of the ocean, comedy shows and concerts. I tend to be slightly introverted,

can be a bit spoiled and impatient but I love LOVE and my glass 1s always half-full.

Kelley Shannon
Senior Vice President, Marketing & Customer Experience
Bozzuto
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The Love Brand Effect

v & A%

Brand Love Greater Loyalty Improved Performance

Opportunities for Employees Growth




Characteristics of a...

MARRIOTT
Love Brand BONVOY"
Recognizes/Rewards Loyalty Shows up Consistently
Makes Life Easier/Convenient Demonstrates a Culture of Care |
Inspires a Sense of Pride patagonia

Provides Excellent Service

TRADER JOE’S




W

[/

’

4

/

Y Y yy

J

/

| &
/

»

oy

/

f




-

trength and cngs'.istency of the relationship
een a brand and its audience across various touchpoints

ons ‘ '4_

-



Key
Principles

Outputs

Inputs

Alignment between

Brand Connectivity & Creating a
Love Brand

Builds Trust
“YKWYWG”

Evokes Emotional
Response

Builds Credibility
& Fosters
Relationships

Creates Lasting
Loyalty & Advocacy

Fosters Sense of
Belonging & Connection

All touchpoints & Every interaction is “Walk” your Understand customer .40 opportunities
experiences personal, memorable or “Talk” always journey and make the ¢ . engagement
deliver the brand aligned with values & customer central to

promise aspirations everything

Consistency Emotional Engagement Authenticity & Customer Centricity Community Building
Everywhere Transparency



Four Steps to

Get Started

1. Know and obsess your purpose and how it
services your key audiences

2. Invest in the culture that supports your
purpose

3. Design, build and continually evolve the
operations of your business to serve the
human system of your business

4. Measure, recognize and reward the impact
of your brand behavior



Establish a strong brand |dent|ty mission, values and messaging

\' ould be fun

vhy Weac SS GrolNeecEs
your constituents anmmey ¥ %

Know yg@

L |



Step #2

Invest in the Culture that

Supports Your
Purpose

1. Hire and nurture employees who believe
in your brand and culture

2. Focus on employee engagement and
autonomy... and the role of the team in
delivering your brand promise

3. Ensure employees know what good looks
like vs. your offering

Greal cullures are those that have a greal story that
everyone wants lo be part ol



Step #3

Design, Build and Evolve...

The operations of your business to serve the
human system

Become fanatical about finding like-minded constituents
Develop your methodology that delivers on your common purpose

Consider how technology can facilitate the human experience
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Step #4

Customer
Satisfaction &
Advocacy

Cost per
Acquisition

Loyalty /
Retention

Rent Premium
vs Occupancy

Measure, Recognize and Reward

The Impact of Your
Brand Behavior

Determine your objective - ex. to drive superior
lifetime value

Align on metrics that support your objective
and evaluate across your constituent groups

Establish your baseline then work to
continuously improve performance



Final Four Thoughts

To Close

1. Becoming a love brand takes passion and daily pursuits
2. Creating an emotional connection changes a relationship
3. Love may feel aspirational but is transformative if achieved

4. Delivering a great experience to customers is foundational



A
Thank you.
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