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Summary A new brand and proposition
Word count: 185 capturing the essence of DX

DX is the UK’s largest independent mail, courier and ‘ ‘

logistics operator. The rebrand has completely revolutionised the
way we look and act — and, most importantly,

The DX business had gone through a huge amount of our customers love it.

chang'fa and acquisitions, meaning it ‘.;vas in dang:'er o.f Petar Cvetkovie

becoming a fragmented brand and being left behind in Chief Executive Officer

an increasingly competitive market. DX

Our task was to help evolve DX’s image and to build a
‘new DX for the future.

Brand research was conducted amongst customers,
partners and DX staff — from management to drivers -
to gauge current and desired perceptions of the brand.
This resulted in a change management programme
involving every part of the business.

Our brand strategy delivered a new proposition and
identity — with Delivered Exactly capturing precisely
what the business is about. The new values and vision
were launched internally through the ‘Delivered
Exactly Programme’ and all customer touch points

- from vans and trucks to calling cards and digital
comms — were rolled-out to fit the new brand.




EARNEST : About the client

DX is the UK and Ireland’s largest independent mail, courier and logistics
operator. Set up over 30 years ago and with more than 3,000 employees,

DX delivers and collects more than one million items per day; from passports
and credit cards to clothes and gig tickets for well-known brands.

The context and strategy
° The freight and logistics world was moving fast: becoming more commoditised,
aggressive and increasingly digital-focused

° Staff were feeling disengaged as a result of various acqusitions and
management changes — they needed to be reminded about what made
DX fantastic

* DX had a tired and inconsistent brand image and visual identity, that was
in danger of being left behind

° DX was investing in technology & infrastructure — but needed a brand positioning
and identity to reflect the way the business was moving

Objectives

° Bring consistency to the visual identity

°Make DX relevant in a changing sector

° Position DX as market leader with standout

* Differentiate DX from other courier and logistics companies

* Position DX as a customer-centric business

* Galvanise staff and instil a sense of pride in working for DX again

° Evolve from various products & services, sub-brands and organisations;
into ‘One DX’

DELIVERED EXACTLY

DELIVERED EXACTLY




EARNEST The target audience

Primary:

Existing and potential customers

Typical job roles were Mailroom Manager, Head of Procurement, Logistics
Manager. Core industries were e-tail, pharmaceutical, financial services
and local government

Employees

Over 3,000 employees, the vast majority were delivery drivers, couriers

and sorters in distribution centres - many of whom were contactors and their
first language was not English

A rigorous brand process

With a vast number of internal stakeholders to manage, with a variety of
views and opinions of what DX stands for, it was essential to put in place
a step-by-step process — with key milestones.
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audit
Workshop with Develop 2
B Key stakeholder marketing creative and Customer &
interviews steering group rational brand X
(internal x24 (Beccy & James) territories iﬂ?;it?\ln(siz);h
& external x16)

1 3 4

Articulate Stakeholder

Interrogate input and

validation

+ visualise

— SWOT Agreed brand Recommendations — Finalised brand
territories & visuals of chosen route |_
for testing' and alterations Agreed core
— Brand pyramid messages
- Lexicon

- Core messages — Finalised

creative route




EARNEST

Understanding the problem:

d

conducting brand research itosion

° Quantitative and qualitative research conducted with DX
customers, employees and the wider industry: to establish
how DX is perceived today and where it should be.

eecccccccccccccce

° These consisted of: telephone interviews, focus groups,
site visits and desk-based research.

The value w
How w

What makes

Research output: the journey DX needed to go on

A holistic strategic process to
ensure we got a rounded view

eecccccccccscccsccccccsee

FROM TO

Inconsistent visual identity Strong and recognisable brand

eeccccccccccccccccccccee

A list of disparate legacy products Clear and cohesive offering

Internal lack of confidence Internal pride and brand advocacy

eeccccccccccccccccccccee

What we do What our customers want

Commodity/price supplier Valued, service-driven partner
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EARNEST :  Our proposition
: At the heart of the new brand is ‘DELIVERED EXACTLY’
° A strapline making it clear what DX does
° An internal rallying call to employees
* A promise and stretch target to all customers

PLaus on D and ‘X' 1T A PROMISE

/ 10 OVE. CUSTOMERS

DELLVERED
ExXACTLY

ITS A UNIQUE PeSiTion (TS A CLEAR CAUL TO AKMS
WE CAN OWN fol. em Lo EES

DELIVERED EXACTLY



EARNEST Launching the new brand and rollout

° Brand launched internally to staff through revamped newsletter (‘True Blue’),
intranet takeover and redesign, screensavers and deskdrops carrying new
brand messaging.

° Embedded via “The Delivered Exactly Programme” (workshops and training
programme — to revolutionise customer service levels)

*New brand showcased and communicated at all customer and prospect events
Sales collateral: corporate brochure, sales aides, emails, website etc
—all portray new brand and vision.

°Vans, uniforms, trucks, signage and all other offline customer touchpoints
were also updated.

Brand pillars, vision and values

At the heart of Delivered Exactly were brand pillars, vision and values that
would resonate with both customers and internal audience

Char progoaition

Delivered Exactly

e

If you want to be sure it'll get there on time, every time - DX it

: Bened pllary

: Always reliable Highly secure Great service

E "They never et us down”™ “We knaw It'l "They really care

. get there safely” about our business”™

. ‘Deliver it first time, ‘Treat every item passing “Delight our Customers.
every tirme for through our network, Seeit, ownit, act on it"

our Customers” as if it was your own”




EARNEST

Timescales

° Brief: March 2012

* Strategic research: April 2012

° Creative development: June 2012
° Internal launch: September 2012
° External launch: January 2013

Results

° Net Promoter Score y-on-y increase of 1%

° Key Service Level Agreements up from 90% to 99%

° Large customer wins attributed to the Delivered Exactly Programme

Earnest really got under the skin of DX and cut
through our complexity to create something
fantastic. They pushed us and challenged us to

be different. To stand out from the crowd. We
are extremely proud of where we’ve got to.

James Timberlake
Head of Marketing
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Standing out from the competition

The chosen logo had stand-out in the courier and logistics marketplace

DPD@

& iy Link

< Hermes

Makes delivery easy.
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Visual Identity

Logo Typeface

DELIVERED EXACTLY

Gotham Regular
Gotham Bold

DX flow ribbon L DX Grid

The DX ribbon represents the
flow and tracking of our deliverie.
DX pattern

Colours

C100 M100 YO KO C100 MO YO KO

Photography

with DX flow ribbon with DX flow ribbon with DX pattern with DX flow ribbon



Offline collateral

Stationery

PX

Dx DBRA(NCHES

Delivering to your branches
lorem iprum dolor sequod quia
nullestrum net qui tem harchic.
Tendi repuditem ratis ut lorem
ipsum acestist il iduntur reprate
doloren tempore dolor.

PROVIDING A RANGE OF SERVICES
THAT GIVE ORGANISATIONS
NATIONWIDE THE CERTAINTY THEIR
MAIL, PACKETS AND PARCELS WILL
GET THERE ON-TIME, EVERY TIME.

DX opricaL

An optimised delivery service
designed to meet the exacting
needs of Opticians nationwide
Ulpa exped esedi officia nobit
maximil illacerorror sum ex et
estessim voluptas el
m hil incimus.

Corporate brochure DX

S Industry briefing

Nave HeRe

Annual report
User guide

Product briefings Case studies

Here’s how it works
Simply crop-off your items at one of 4,500 Exchanges across
the UK before Spm, and they llarrve at

Dx COURIER TRACKED Dx éioégS-CO-Uk et~

YOUR SUPPLIER




Website and social media

Website
Corporate homepage

-

DX

SR ERD T : - l’
p
L] —
" [~
HIGHLY GEEAT Facebook
SECURE SERVICE B2C Comms and customer feedback

Twitter
For responding to customer queries

d
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Enscoe

Customer service portal Industry specific Executive team profiles E
landing pages

YouTube
Focused on content



Delivery vehicles

DELIVER
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Signage
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External Internal Internal sorting office designs



Internal ‘Delivered Exactly Programme’

The ‘Delivered Exactly Programme’ was an

internal initiative between HR & Marketing to
embed the new brand among ALL employees,
across a wide variety of job roles and locations.

DELIVERED EXACTLY COLLEAGUE

SOMETIMES IT
JUST TAKES

ONE ..

A MODULES R BRIGHT IDEA

From the
Delivered Exactly Colleague
‘ Engagement Programme

SEND US YOUR

WE WANT YOU COMPANY UPDATE AND R GUS TR

PREPARING FOR CHRISTMAS SERVICE IDEAS TO
ONE@THEDX.CO.UK

In this module we’ll be looking at how we can:
WE’RE CURRENTLY LOOKING FOR 105 VOLUNTEERS Sequos accullaut a sectius Part of the Delivered Exactly
Colleague Engagement Programme

FROM ALL AREAS OF OUR BUSINESS WHO’D LIKE TO BE Reperup tatius doluptae volore nissitate
CUSTOMER SERVICE CHAMPIONS. Volorior sitionem velit es magnimo

WHAT’S A CUSTOMER SERVICE CHAMPION?
To find outmore and apply, go to thedx.co.uk/theone
or email HR at HR@thedx.co.uk

JOIN US ON THE
XX/XX/XX
AND GET INVOLVED -

DX DX - DX

Poster - Looking for customer Poster - Module 8 Poster — General ideas/feedback
service champions
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Tab Name Here.

TabName Here  TabName Here  Tab Name Here Tab Name Here  Tab Name Here Tab Name Here.  Tab Name Here  Tab Name Here.

My learning journey

Internal HR portal

B i e

Wallpaper and
screensavers

True Blue Newsletter
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