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the brand has landed. [







Welcome to iQ! We're very pleased
to present you with this special
Inaugural edition of i@Q-our new
employee newsletter. The launch
of our brand strategy inspired
Internal Communication to give
your favorite monthly publication
a complete makeover. You’ll read
the same great stories about your
fellow team members who make
extraordinary contributions every
single day. And it all will be pre-
sented under the umbrella of the
QVC brand look and feel. Read on
to find out about QVC’s exciting
brand strategy and how it all
came together...

IQ Editor




WHO
ARE WE?

e

“It’s not about changing who we are, it’s about
consistently being who we are, 24/7.”

- Mike George, President & CEO, QVC




In June of 2006, QVC’s Senior
Management Team (SMT) decided it
was time to ask, “Who are we?” and
find out exactly what QVC means to
the outside world. “It was time to
take a good, honest look at our
brand through consumers’ eyes,”
says Mike George, President and
CEO. “It’'s not about changing who
we are, it's about consistently being
who we are, 24/7”

“Millions of people shop with QVC,”
explains Mike. “But on the other
hand, millions don’t. All those non-
customers are telling us we need to
earn their trust, and it's our current
customers who will show us how,
every step of the way.”

Researching and executing on the
QVC brand is a four-phase process.
The first two are complete, the
others are just days away.

phase I: The Research-
Tell Me How You Really Feel

“To look inside, you have to look outside,”
says Jeff Charney, SVP & Chief Marketing
Officer. He’s referring to our first-ever com-
prehensive brand study. QVC partnered with
IDEO, a San Francisco-based design and
branding company that has worked with
top-tier Fortune 50 companies to help find
out what consumers think and feel. “We at
QVC have our own opinions, but naturally,
they’re going to be biased,” explains Jeff.
“We wanted someone from the outside to
provide a realistic, neutral perspective. IDEO
was a great partner.”

It’s a job QVC and IDEO took very seriously.
Over many months we poked and prodded
the QVC brand, conducting interviews with
customers and noncustomers alike. We
talked in depth and shopped with customers
to get inside their heads and understand
their true feelings about QVC.

And we found a unique situation. The home
shopping stigma is alive and well, and polar-
izing—with customers loving us and non-
customers having less affinity for the brand.
Our research confirms that it takes a long
time to earn the trust of a noncustomer
because of this dated stigma. Our goal is to
reduce the time it takes to get to know and
ultimately try QVC.

what does it take
to define a brand?

1,442 interviews with
customers, noncustomers,
and employees

146 proposed logos before
‘Q-ribbon’ was selected

30 campaign proposals before
“Voices” and “Because” were
chosen

161 “iQdoU?”s recorded by
employees, customers,
vendors, celebrities

1,100 television commercials
purchased, with over half-a-
billion brand impressions

13,000 employee tee shirts worn
on a once-a-week basis will
generate over 10 million brand
impressions in 8 weeks




'THE QVC BRAND
EXPERIENCE




phase 2: Know Thyself

T

The months of research and analysis
led to a set of traits inherent in our
brand. QVC’s personality is welcoming,
innovative, relevant, genuine, fun,
dynamic, affirming, and engaging.

But how does all that happen? What are
we doing when we’re at our best? We
summed it up in The QVC Brand
Experience. When we’re at our best, all
QVC people are consistently delivering
on the brand experience.

the QVC brand experience

Every day we will strive to...

ENGAGE the customer in a welcoming
community of people, ideas and experiences

ENTERTAIN the customer by being genuine,
dynamic and alive

ENRICH the customer’s shopping experience
with compelling finds, creative presentations,
and legendary service

*Want to learn more about the Three Es?
Check out the Brand Pillars on myQVC or
email mybrand@qvc.com with questions.

A better understanding of ourselves led to the next question—

e

“What would that look like, and how can we freshen up
the corporate look a bit? We started with our logo... >



BRAND
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“Why just create a logo
when you can create
a long-lasting icon?”

- Jeff Charney, SVPE

& Chief Marketing Offics
on the new ‘Q-







owning the Q:
Why focus on the Q7

Many customers and employees already affectionately
refer to QVC as the “Q,” a sort of shorthand. We hope to
make it a verb, as well as a noun—just like people Google,
they might also get in the habit of “Q-ing.”

The new logo was tested and retested, first online and on
air. “It looks great animated—it has a lot of personality,”
says Angie Simmons, SVP of Broadcasting and TV Sales.
“It's an innovative design that visually gives us endless
possibilities to engage our customers!”

It was also given practice runs in print advertising and
marketing materials. “It's current, fresh, and relevant, and
will stand the test of time” says Mark Stieber, VP of
Marketing.

evolution of a Logo:
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1986 1988
This old-fashioned TV logo
launched an unknown televi-
sion-shopping channel that
was all about Quality, Value,
and Convenience as well as a
little telephone. (We loved it
way back when...)

We got rid of the tiny tele-
phone and tried a new and
fancy logo. It was clean and

kind of big and bold.

worldwide Q:?

So will the new logo become
the worldwide QVC logo?

Eventually. But it will first be
on air and online in the US.
ultimately making its way o
boxes, business cards. and
signage. “It’s a very compr=-
hensive process that will
take time, and we want
do it effectively and =i
ciently,” says Mike OF
course, as a mulii-medi=s
retailer, our onliine owner-
ship of the Q will be o=l
“The new logo has an el
lent visual impaci™ says SVP

of GVC.com Bob Myers. “For
GVCcom. it was a great
opporiunity io update our
ook and complement our
brand adeniiiy while remain-
ng one brand In our cus-
Tomers =yes. 3 seamless
sxpenence whether you are
shopping online or watching

e & 3 -
EEaiior'S moi= more= on the updated
CWCoom ook in the November
e = g

QvcC

T

2007
We bave arrived!

gomer tested

dible animation
=s, it takes us
mmeo the foture with

mmlsmssed possibilities.




COMING U COMING UP

Jacauesne Kernady Jewsiry Coiactar Jacqussne Kern

NutrSysteme Nouriz ¥ yar

oNC

New on-air visual treatment/concepts

]

SgnOut | Order Status | My Accourt | Customer Service | WishList | Cart =

TODAY'S SPECIAL VALUE
. Ab8461

N Bare
LN ESCeﬂTUQIS

UPCOMING SHOWS
e - 4-PIECE FACE SET =

QVC ONTV: . W/BRUSH & BAG

WATCH LIVE TV (new window)

ITEM ON-AIR

HOT PICKS

SO0IASN O 2o u,..r.,..

Give your complexion an

liuminating glow with this 4
4-piece cosmetic face set |
ITEMS RECENTLY ON-AIR

"% ADDTO WiBH LIST TODAY'S SPECIAL VALUE
TV PROGRAM GUIDE % MOREDETALS $20.00
v RETAIL VALUE $32.50

MEET THE HOSTS

MARY JANE'S BLOG
COMMUNITY: - g

READ OUR HOST BLOGS
PARTICIPATE IN OUR FORUMS

VIEW ALL COMMUNITY
MNEWSLETIER;
SIGN UP TODAY
Need Help? Click here for Customer Service,
E-MailSignUp | GiftCards | CommunityForums | Site Map |
I
after

QVC homepage



: Jayne asks, HEY INSIDERS,

1QdoU?

JayneBmwn‘severyvmene orgh—
from O hstd\xtSeadlb_
all of us at QVC as we get ready for
! avery big Septembert
PAGEN-8 &-34

before Eacd

L T
Insider

after
LR TR I

Program Guide



+9

before after (concepts only)
A A A A
Packaging

QVC g

‘Stadio Park, MC 107, West Choster, PA 19380.4262

Tot: 484 7018114
Fax: 484 701 8178
I @ave.com

before

QVC Senior Vice President Merchandising
john newland

QVC Studio Park

1200 Wilson Drive | West Chester | PA 19380
t484.701.3394 f 484.701.8178

e john_newland@qvc.com

Senior Vice President Merchandising
newland

1200 Wilson Drive | West Chester = PA 19380
484.701.3394 ' 484.701.8178
john_newlandi@gvc.com

QVC Senior Vice President Merchandising
john newland

QVC Studio Park

1200 Wilson Drive | West Chester | PA 19380
t484.701.3394 f 484.701.8178

e john_newland@gvc.com

after (concepts only)

I D O T D T TR TR R T TR

Corporate identity materials



'BRAND
CERESSIOIN




Even with a new logo, the QVC brand needs to be
expressed to the outside world in other ways: through
advertising and marketing.

“It’s five simple letters that describe what our cus-
tomers have known all along—that special feeling of
pride..the kind of ‘wink’ that defines all powerful
brands,” says Jeff Charney, of “iQdoU?” The phrase is a
headline, a tagline, a positioning statement, and a
mantra all rolled into one. “iIQdoU?” captures the emo-
tion of our customer in a fun way.

The triple play

“iQdoU?” is just part of a three-pronged approach to
QVC’s Brand Expression. “It’s like opening a package,”
says Jeff. “First you're curious about what it is. Then
you unwrap it. Then you see what’s inside. We want to
give consumers the same experience as they learn
about QVC.”

Here’s how it will work:

1. Curiosity: For the first few weeks “iQdoU?” will be
used as a tease in billboard advertising and on the
Internet (go to iQdoU.com), part of QVC’s first-ever
national media buy. The tease is meant to generate
buzz, something that will get into people’s heads and
make them wonder.

2. The unwrapping: The next phase is to reveal what'’s
underneath—QVC. It will be our “coming out.” Our
new logo, look and feel will be revealed.

3. What’s inside (the package): More television and
print ads will carry a strong QVC message that will
reinforce the brand to consumers again and again. In
a larger sense we’ll be showcasing who we are for the
long term—on air, online, in everything we do.

going national!
When will this happen?

Viewers will see our new look on Sunday,
September 23, on QVC and with the launch of our
first-ever national television advertising cam-
paign. Segments of online visitors will experience
it on a gradual basis over several weeks as we
fine-tune based on their feedback. The new look,
the new logo and new advertising will all be part
of an integrated launch, expressing our brand as
truthfully and effectively as possible.

“This was not putting just another ad campaign
together,” says Jeff. “It was a long-term, ‘ground
up’ strategic process that started with customers
and employees and only then went to the creative
process.”

QVC’s national media buy will include print ads in
major publications, national TV commercials and
selected billboards: 42nd Street in New York City,
Sunset Boulevard in Los Angeles and [-95 in
Philadelphia. “Our locations are seen by hundreds
of thousands of people per week,” says Mark.

QVC'’s first television commercial “Voices” cre-
atively launches “iQdoU?” in many...voices. The
second spot, called “Because,” will express cus-
tomers’ many reasons for shopping with QVC.
“The campaign is real,” says President and CEO
Mike George. “It’s in synch with who we are as a brand.”
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Unwrap
a world of
holiday:
gift ideas.

.
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iy s To view TV spots go to the
QVC portal on September 23.




RSN

NYC ¢ Times Square billboard
tease and reveals




ONWARD/
UPWARD

11 l J = , = Jeff clarifies that we’re not changing who
t S a n ex ' a ra t' n g we are. “We're being who we are when
We're at our best on a more consistent
- ; 3 basis,” he says. “Our new logo and ad
t I m e fo r QVC We re campaigns simply reflect that” On the
- 4 contrary to changed perceptions, the SMT
sees the campaign only as a reinforce-
£ ment of the QVC message—one that will
C h a n g I n g t h e Wa y be fully embraced by our customers.
u According to Jeff, this change wouldn’t be
CO n S u m e rS th l n k a b O u t possible at all if it were not for the positive
feedback from the very people who've
been with us for years. “This all came from
= the customers,” he declares. “This is what
ShOpplng frOI I I hOI I Ie_ they wanted from us. It’s funny; it was our
noncustomers who showed us we needed
to evolve, but it was our customers who

PeOple knOW us_‘“or showed us how to do it.”

As we move forward with these exciting

= changes, QvVC leadership stresses that

th ! n k th ey k n OW u S — their desired effects will not be apparent
for some time. “Branding is not a quick

. fix,” Mike states, “it’s a long-term strategic

b Ut n OW We J re g O l n g to investment.” Regardless, Mike reminds us
that we should be proud of the fact that

we are all an integral part of something

o truly great. “it’s an exhilarating time for
re I n t rO d U Ce O u rS e l Ves QVC. We’re changing the way consumers
think about shopping from home. People

know us—or think they know us—but now

to th e WO r, d .,, Z;’)Z’r\io?gpg to reintroduce ourselves to

For questions or comments on the iQ newsletter email Communication@qvc.com.
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