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To launch Prospeo,

the first goal must be
enhancing brand
awareness. Over time,
Prospeo's
communications
objectives will become
more product driven
(consolidation and
maturity phase).
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Prospeo is...

> human and unbureaucratic.

> innovative and dynamic

by offering customer-tailored
insurance and financial
solutions using state-of-the-
art technology and
knowledge.

> trustworthy and
competent, because it is
backed by the Allianz Group.
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The Logo

i3 derived From @ pymbol geed &s T linandial wosld The bull &
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The shape

i dberiwed Froen the logs. Thas the
ind beidlnad Tormial langimage That hai
devekped beoomes reocopmizable.

DS H-H CREDILINLE

The logo is also the
trademark.

The shape is, as
mentioned, derived
from it; A
characteristic part is
taken from the logo
and used throughout
the entire language of
forms.

This gives the Prospeo
brand consistent
support and
reinforcement.
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Prospeo is defined by
the colour green.

Vellw o Srange sk poguler cokiers Bed Inoquently 15 e brand
envirgnment Thas the green wnderines Frospes’s special plecement s
Fremiom Dhoosnt with sndertstemerl

FEVCHOLOGICAL AND
SYHBOLIC EFFECT

COMPOSITIONS

Development of a
modular system,
the shapes of which
allow for flexibility.

Prospeo is based on a
building block system
for all areas, which is
open to many

countries and can be
used understandably.
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OB JECTIVES

BRAND EMYIROMNMENT

BRAND IDENTITY

BERAND COMMHUMICATION

TG LB O

BRAHD STEWRRDSHIF HAHLAL

> to provide those
involved in the brand-
building and brand
management process
with strategic and
operational branding
guidelines for Prospeo,
> to ensure a globally
consistent brand
image and a common
understanding of the
Prospeo brand.



BRARD FTIWARDIHEF MANLUAL

How to decide which
brand to use for direct
sales/e-commerce?

-3 Branding dedelon tocle

How to select and
design suitable
products for direct
sales/e-commerce?

=sPredect Online Feaibility (Peo0F¥) Check

How to select the
right online
advertising tools?

= Ofline cermmeiicition tool

sl Lak}

Branding options for e-commerce / direct sales
activities of the Allianz Group




SELETRTh

T HMEET THESE OB |ECTIVES,

THE B5M DESCRIBES THE FROSPED BRAMD IN DETAIL.

Chapter I, "Brand Endmsremt,”™
EEETINE FOapas'§ emvisnment and
1se e nleniget i1 lacea & shon
ssnrmary of gliobal e-tom mee
|rends and prospects i indeded in
this section & profile of glohal
intermet usem oflen insight imo tais
ol jpcjeded com men

Chapter 1L srand Mentty” deine
the Fitipao kand. Thi ¢ g
answes geertion abost the band s
shrarlegy, taiget group aad
positioring & alvo gives 3 detalied
desaription of the and’s ezenoe
A P g P

Crapter [0, "Brand Comirn snication,”
targeis commenication for the brand
T Chape ir deils with cbjectives,
GO ErucI T comtent and

e cofreadation lor 1he medul mix
ard media mvesiment Last but mot
Ient, a copy development sistegy i
ofered m 2 {oondistion for sl
FpeED COTHRENMGTIN At

he appeadix provides § beandisg
et mon 15sl § “Feodudl Oslise
Feasioality” [ProeDF ) check apd @n
orwendiow of online oo enica Eioa
took &l of these tocls e meant bo
suppoet local marketing in the lunch
and manigamem ol PRapia

* e b "Beesiiag Do dua Feal’ poge &0

HikED MVAONHIET

BRAND
ENVIRONMENT



BiAND [MvIESHEINE

How big is the global
e-commerce market?

Who are the
Internet Users?

What are the key
challenges for the
Allianz Group?
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HON BIHG |5 THE GLOBAL E-COMMIRCE MAREETT

Arcording o Formater Reseasch the oaline mar ket is showing eromoss gowih
veoridw e, despibe IL5 mary ups asd dowes.

‘wisere fimandial servioes ame conoered, the inbermet has abeady establded il
a5 2 Wistritmbions chanee! for oniioe troleage. Al though imusnoe sales o the
temet are not yet significant, E-sales ia this irea ae expected o beaome mor
important @ cosboress: become moe: famiar with online shopping-

Met-influsnced Inswurance Sales
Forecast [LISA) in § Bilion

o Eaaarh el by e e
m-: s_—

Imrie e ol w6800, Dl P u Teidial D0




WHAT ALE THE KEY CHALLEMGES FOR THE ALLIAMI GROUFY
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WHAT IS PROSFEDS
BRAND MEIFSIONT

Prospeo’s goal is to be the
leading brand in the direct
insurance and financial
services market, offering
easy-to-understand, easy-to-
calculate, easy-to-handle
products and information in
the fields of protection
(Non Life), provision (Life

& Health) and performance
(Asset Management).

TALERT GUOAN

WHAT IF FREOSHLODS
TARGET CGROUFT
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WHAT 15 THE MAVIGATOR'S MOTIVATION

FORL CHOOSING PRDEPECT
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