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Presenter
Presentation Notes
I want to thank you all for joining us here today. I believe that this is an exciting time for our profession – a time when we have done a great deal of work to provide clarity around who we are and how we are different and special. The goal of this presentation is to  provide you with a better understanding of this thing we call “branding” so that we can remove the mystery out of it and inspire all of you to get involved.
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Understanding the Marketplace 
 

• In traditional markets, actuaries are perceived as 
technically competent but not necessarily having strong 
business or communication skills 

• Broader financial services (BFS) market has a need for the 
actuarial skill set but employers typically seek out MBAs, 
CFAs and accountants 

• Opportunity exists for the profession in the emerging field 
enterprise risk management 

 

Presenter
Presentation Notes
Before I begin, I want to underscore the need for a branding program by revisiting some of the findings from quantitative member and employer research conducted over the past three years which found that:In traditional markets, actuaries are perceived as technically competent but not necessarily having strong business or communication skillsThe broader financial services market has a need for the actuarial skill set but employers typically are seeking out MBAs, CFAs and accountants and;Opportunity exists for the profession in the emerging field of enterprise risk managementAs a result of this research, we have been working to develop and implement an external branding program to enhance the image of the profession. This has been done in partnership with the other North American Actuarial organizations or the Image Advisory Group, which includes the:American Academy of ActuariesAmerican Society of Pension Professionals & ActuariesCanadian Institute of ActuariesCasualty Actuarial SocietyColegio Nacional De ActuariosConference of Consulting ActuariesSociety of Actuaries
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The Challenge . . . 
 

• Reintroduce ourselves in traditional markets 
as creative problem solvers who see the 
“whole picture” 
 

• Leverage our comprehensive understanding 
of risk into the broader financial services 
market 

Presenter
Presentation Notes
This research required us to ask ourselves some hard questions:What does the actuary brand stand for? What characterizes actuaries as a profession? How do actuaries want to be perceived, and what do we want our profession’s “brand promise” to say to target audiences, especially employers, clients and prospective students?If you mention actuaries, some believe the brand is strong but carries negative perceptions. Others believe the brand is weak or even non-existent. None would disagree, however, that as a profession, we need to do a much better job of articulating who we are and how we add value in both traditional and broader financial services settings.Much of the actuary brand lies below the surface and is not easily recognizable, but nevertheless it drives our profession. These drivers have to do with the fundamental reason why actuaries exist, the timeless, unchanging core values we believe in, and the “big picture” aspirations for the future of our profession. 
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What is a  Brand? 

Presenter
Presentation Notes
As I discussed, one of the calls to action coming from the research, was a focus on the image of the profession, specifically branding. Certainly, you all will recognize this Apple advertisement, is a strategic execution of Apple’s brand attributes over the attributes of PCs. A brand is a combination of tangible and intangible attributes that influences a thought-process in the mind of an audience and creates value. A strong brand helps decision makers and influencers in key markets better understand what is distinctive, valuable, and memorable about the profession. In essence,  branding will help our profession grow and evolve.
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B R A N D   I D E N T I T Y 

Risk Management 
Expert 

B R A N D    
P O S I T I O N I N G 

 

B R A N D   I M A G E 

The Technical 
Analyst 

What is Positioning? 

Presenter
Presentation Notes
So, how do you translate branding into something that makes sense for a profession? It is done through positioning–the art of bridging the gap between a desired position (brand identity) and actual perception (brand image). Positioning must be true both now and in the future and is a compelling way of highlighting what makes actuaries better or unique--enabling the achievement of a common goal. Brand positioning can be creatively underscored and executed through internal and external communications strategies and tactics that support those differentials.However, it is through more than words–actions that demonstrate those differentials--that you achieve your vision, your future state. You should think of a brand positioning statement as the “guiding light” to ensure that all communications whether internal or external stay true to the profession’s brand identity. 
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Developing the Profession’s Positioning 
 

• Secondary Research – The Brand Promise   
– Conclusions from the 2003 Member and Employer Surveys 
– Marketing & Market Development Plan 
– Development of the Brand Promise (Foundational) Research  
 

• Brand Identity  
– Workshop with members 
– Identified words and phrases that best describe personality, values 

and features of actuaries on their best day, as well as emotional and 
functional benefits  

 
 

 

Presenter
Presentation Notes
To develop the profession’s brand positioning we use an in-depth and rigorous process that included: In the brand promise phase, we reviewed member and employer research, interviewed a broad cross section of the profession, employers and recruiters, reviewed the Marketing & Market Development Plan and developed the Brand Promise foundational document which contains key elements and attributes of the actuary brand. The document was shared with key stakeholders for input and comment including the Image Advisory Group.Next we conducted an immersion session with members to identify attributes that  best describe actuaries on their best day. Words like creativity, ethical, integrity, rigorous training, real-world solutions, risk management emerged.
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Developing the Profession’s Positioning 
 

• Brand Positioning 
– Developed brand positioning statement and messages 

• Validated with members, candidates, employers and the Image 
Advisory Group 

– Developed Tagline Recommendations 
– Conducted vote through www.imageoftheactuary.org  
 
Brand Image 
– Conducted in-depth interviews to validate positioning and messages with 

C-suite executives from Fortune 500 companies representing insurance, 
benefits and broader financial services 
 

• Brand Positioning 
– Refined positioning, messaging, tone and tagline 

 
 

Presenter
Presentation Notes
From this information, a brand positioning statement was drafted along with a message platform that was shared with key stakeholders for comment and further refinement.  Following that, we engaged individuals from our target markets, conducting qualitative research with a dozen C-suite executives from Fortune 500 companies representing the insurance, benefits and broader financial services organizations.   At the same time we also developed several new taglines which were shared with our partners, key stakeholders and a random sample of the membership in the form of a survey to “vote” on their favorite one.And finally after three months of work, we had the final brand positioning and messaging framework . . . 

http://www.imageoftheactuary.org/
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Future Leadership: 
Anchored in centuries of helping 

the world understand risk, 
actuaries are well positioned to 

assume broader risk 
management and leadership 

roles.  

 

Real-World Solutions for 
Complex Problems: 

Actuaries are rigorously trained to 
manage risk, offering real-world 

solutions to complex and 
important problems.  

 

 
Actuaries bring a complex future into focus  

by applying unique insight to risk and opportunity. 
Known for their comprehensive approach, 

actuaries enable smart, more confident decisions. 
 

 

Strategies for Economic 
and Social Change: 

Actuaries enable organizations  
to anticipate and manage 
strategic responses to the  

21st century's changing economic 
and social needs.  

Final Brand Positioning and Messaging  

Presenter
Presentation Notes
The result is a systematic approach to telling our story to the marketplace.  The overarching statement is our guiding light: Actuaries bring a complex  future into focus by applying unique insight to risk and opportunity. Known for their comprehensive approach, actuaries enable smart, more confident decisions. While this sentence will rarely be said as its own message, it is essentially the lasting impression that actuaries need to leave with the stakeholders whom they encounter. These words and themes were carefully chosen to illustrate the profession’s differentials and to bridge opportunity gaps. Differentials  include the forecasting ability, comprehensive approach, credentials, real-world solutions (to complex and important problems), the ability to meet both social and economic needs. Opportunities include the need to underscore profession’s collaborative, team-playing skills; enhance profession’s ability to communicate from a broader standpoint and lead, and then generate awareness of that ability; and build an  external understanding of linkage between risk and opportunity. In essence, consider the three messages as the "three key things to remember about actuaries."
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Risk is Opportunity. 
 

• Demystifies “risk” and communicates an overarching 
philosophy for the profession: risk is not a negative 
concept 

• Refreshed version of Turn Risk into Opportunity™ 
• Communicates actuaries' value-added role because 

we are best equipped to convert risk into reward 

Presenter
Presentation Notes
Taglines play a unique role in clarifying emotions and functions associated with a brand. Essentially, taglines can tell a customer how to feel about a brand. The Actuaries tagline is distilled from the profession's brand positioning and messaging. It should serve to illuminate a single, dynamic and relevant image of the profession. The tagline will serve as a point of entry to discuss the profession’s technical competencies and additional communication and business savvy skills; It also can provide direction to actuaries; provide clarity into what actuaries do; spark curiosity; be internally and externally focused; and, in general, bring actuaries to life. Brevity is crucial with a tagline; in a few words, a deeper meaning must be conveyed.For external audiences, this simple statement underscores what is obvious to actuaries. Within the profession, the statement can be used to champion actuaries stepping into broader financial services or enterprise risk management (ERM) roles. 
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How is the CIA Living the Brand Today? 

Presenter
Presentation Notes
In Canada, we went through a similar process last yearWe developed a new logoWe developed a new tagline (our last one was in Latin)We needed everything to work in English and FrenchWe needed it to help the profession connect externally
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How is the CIA Living the Brand Today? 

Presenter
Presentation Notes
In keeping with our external focus, we advertise in magazines which are read by one of our target audiences–business decision makers. This ad appears in the Globe and Mail, Financial Post, Canadian Business and Les Affaires
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How is the CIA Living the Brand Today? 
• Government submissions–federal and provincial, on topics of 

importance to Canadians and which the profession has 
something to contribute 

• CIA-branded magazine–Beyond Risk, targeted at politicians, 
regulators and business leaders and decision makers 

• Proactive media relations and Presidential speaking 
engagements with health care and business groups 
– Editorial board meetings (featuring CIA President) with major 

newspapers  
– Regular op-ed submissions 
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Final Thoughts on Branding, Courtesy of Jeff Bezos... 
 

“ A brand is a relationship between you and your customer;  
ultimately what’s important is not only what you send out to them in  
advertising, etc., but what they reflect back and how you respond to  
that … 
 
“Word of mouth has been incredibly important to us, and 
ultimately that’s what a brand is – the things people say  
about you when you’re not there.” 

Presenter
Presentation Notes
I will leave you today with a key thought from Amazon.com’s founder, Jeff Bezos.
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Thank You. 
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