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The Challenge

A Gain awareness and understanding of
assistance package provided immediately after the summer 2006 war.

A Position the United States as a reliable friend and ally of the Lebanese
people.

A Seed positive perception toward the United States and the American
people.
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Brand Launch

The specific role of the communication

- Introducing the USAID Brand through its long list of programs and
Initiatives spread in time, in geography and across needs.

- Seeding an initial Agoodwil |l 0 percep
The Key Proposition

- AUSAI D, committed in nurturing hope
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Brand Launch T Audience Segmentation

The Desired Response

Segment A Segment B
+ Perception + Neutral
Potential Brand Easy Wins
Advocates

Segment C
- Perception
Adversaries

: Intrigue
Consolidate Reassure 9
Corner

AOQur trusted Ayes it shows
friends are and friend in need is a

will always be friend indeed, this is

there caring and an example of the

helping us caring friends our

developing our beloved country

bel oved countryo needso.

t hat @i dnot know

€ maybe they ar
t hat T Hoalteos. As
far as the die-hard
section is concerned no
response is required, the
objective is only to place
them in a difficult
debating position within
their environment.
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Brand Launch -- Research

Developed Communication Material
Research Exercise

- Quantitative pre-campaign research with 806 interviews across the Lebanese
spectrum

- Qualitative pre-campaign focus groups, gathering 32 individuals from all aspects of
life

- Quantitative post-campaign evaluation with 828 interviews across the Lebanese
mosaic
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Brand Launch -- The Products
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TV commercial {180 x 5 national channels]
Outdoor visual {700 x 7 days minimum]
Newspaper ad {24 inserts x 9 national outlets}
Radio spot {360 x 5 national channels}
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Brand Launch -- The Products -- Television

—

Sials 82 417 aslad ‘ .
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Findings and Results
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Market Diagnosis

Countries Providing Foreign Aid

100 85%-81%

61% - 58%
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Brand Diagnosis

USAID Brand Equity

8% Y 18%

%g 7% Y15%

%g 5% Y 12%% Y 12%

10 s 5% Y 10%
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Brand Diagnosis

27% Y 57%
60

50

40

Pre
H Post

30

20—

Logo Recognition N ame Recognition
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Brand Diagnosis

USAID Overall Opinion

60

44% Y 52%

50

38% Y 24 %
40

18% Y 24% Pre

30 +——

H Post

20 ——
10 +—

0

Very or Somewhat Somewhat or Very No Opinion
Favor able Unfavor able
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Brand Diagnosis

USAID Overall Opinion

25% Y 57%

60 :
44% Y 53%

50

40
14% Y 30% Pre

M Pogt

30

20 ——
10 —

O | | |

Brand Mark Posditive Perception Programs Recall
Recognition
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Media Diagnosis 1T Where Seen

Types of Media Where Campaign Seen

80 75% v
M Billboard
B N ewspaper
B W ord of Mouth
M Internet
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67% M Liked it
70 m Didliked it
B Indifferent

26%

6%
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Media Diagnosis 1 What was it about?

B Aid fromthe
24% American people
£9%% @ Aid for Lebanese
22% people
B USAID brand

B Agricultura aid

B Shools/

education
B Development aid

B Old man

@ Children's
activities

B Holding hands

B Child'spicture

@ Aid for Industries/
25 30 factories
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36%

40

@ American aid for the
Lebanese people

B The organization and
the aid is provided by
the American people

B Drawing atttention to
U.S assistance

@ American aid helps on
different levels

B American people loves
the Lebanese people

B American loves
helping people

@ Humanitarian aid
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Our Journeyeée

Marketing Objectives

Consolidate a core presence of the USAID Brand in public opinion minds.
-- ACHIEVED

Initiate initial positive movements in public opinion perception through the
USAID programs. -- ACHIEVED

Inject the programs added values as high pros in any local and national
debate. -- NOT MONITORED

Communication Objectives

Generate national and local awareness regarding USAID reason to be and
long list of initiatives. -- ACHIEVED

Highlight key projects chosen from the 3 main strategic objectives
(economic, governance, environmental) -- ACHIEVED

Build ongoing communication strategies / initiatives in high frequency. --
WHERE WE ARE TODAY



 TATE;
STy
& %
S A
* — \*
= )
'y
o
KON &
e
ONALD

~gIP8” FROM THE AMERICAN PEOPLE

Our Creati ve Partner e
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