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One serving,
two helpings.
how a single service brand strategy can double  
EMPLoyee engagement and customer satisfaction.



More than 80% of the U.S. economy is 
fueled by service industries. Which means 
that service brands are a lot more prevalent 
in this country than product brands are. 
And yet, many service-based organizations 
try to market their services as if they are 
dimensional, tangible objects.

You can’t market a service 
like you do a product.

Services don’t come in packages, they’re 
not stored in warehouses, and they can’t 
be inventoried. So, why market them  
like they do?

At Mlicki, we understand the nuances of 
marketing service brands. We should, since 
we’ve been working with service-based 
organizations for nearly four decades.

Services  
aren’t tangible,

but they should
feel real.

We’ve led branding initiatives for clients 
ranging from small start-ups to Fortune 
500 companies, and our work is nationally 
recognized. It’s all about figuring out what’s 
different about your services, getting 
everyone in your company to believe in the 
brand, and getting the message out to your 
customers so they can decide that your 
services are right for them. 

Sound simple? No? 
That’s why you need Mlicki.

Our areas of expertise:

Technology Services
Professional Services
Consumer Services
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It’s technical, 
but it shouldn’t 
be complicated. 

Here’s a fun little fact: most technology services are actually purchased by non-technical 
people. Yet, inexplicably, many companies that sell technology services get all wrapped up in 
the features of the technology and overlook the emotional aspects of the purchase.

For example, while the technical intricacies of application security may be critical to the 
developers of a Software as a Service (SaaS) application, the emotional connection that the 
brand delivers to the user is really what builds confidence that the application is actually secure. 

At Mlicki, we know technology brands, and we get to the heart of what really matters to 
customers, then we communicate it in unique and compelling ways. From SaaS, to data center 
services, to information service providers, we’ve worked with a wide range of technology 
brands, and we’ve made them matter to the people who matter: associates and customers.

Recent technology clients

CAS
Emerson Network Power
Janova 
Mettler-Toledo
Milton
Solar Planet

(above) Milton website 

(left) Solar Planet brand identity 
and collateral system

(right) Janova brand identity and 
“onboarding” book 

(below) This Mettler-Toledo direct mail 
was so well received that customers 

actually called to request additional copies.

What’s in  
it for the  
non-techies?

TECHNology services
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We’re 
professionals. 
Don’t try this at 
the office. 
All too often, it seems that professional services organizations rely on their own leadership 
networks to build their businesses. They focus on who they know and who they’ve worked 
with. And, while this may be a path to quick success, it’s also short-lived. LinkedIn is a terrific 
social media application, but it’s not a marketing strategy.

At Mlicki, we’ve developed a proven methodology for positioning professional services brands. 
Our process rallies your employees around an internal belief system that turns your people into 
passionate brand advocates and creates focus for your marketing efforts.

We’ve applied this methodology to a wide range of professional services organizations in 
industries such as commercial construction, distribution, engineering, HR consulting and 
outsourcing, financial services and insurance. Time and again, our methodology has proven 
itself to be a solid way to build long-term success for service-based brands.

Recent professional services clients

Alliance Data
Avizent
DHL
Exel
R.W. Setterlin Building Company
River Consulting
Sequent
The Superior Group

(left) Avizent naming, brand identity 
and collateral

(below)  Sequent corporate website

(above) R.W. Setterlin Building Company 
environmental branding

(left) The River Consulting brand book 
builds internal purpose and fosters 
employee engagement with the brand.

It’s who 
needs you, 
not who  
you know.

PROFESSIONAL services
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Give the 
people what 
they want. 

We’ve seen it before…lots of times (after all, we’ve been around for almost 40 years). Many 
consumer services brands just don’t deliver consistent, meaningful experiences to their 
customers day in and day out because they failed to start by fully immersing their own people 
in the brand.

Your employees are the first customers of your brand. If they don’t understand it, they don’t 
live it. And, if they don’t live it, your outside customers are not going to buy it.

At Mlicki, we value the importance of internal branding efforts. Our approach to internal 
branding sets expectations for service delivery, engages your employees in the process and 
provides structure for how your employees should respond when your services don’t quite live 
up to consumers’ expectations. We’ve worked with organizations in a wide range of consumer 
industries, including education, retail, food service and telecommunications.

Recent consumer services clients

Celebrity Ventures
Charles Penzone
Charley’s Steakery
Denison University
South Campus Gateway

Your 
employees 
are your first 
customers.

(above left) Eddie George’s 
Grille 27 brand identity 

(above) South Campus 
Gateway direct mail 
campaign. This direct mail 
program garnered an 11% 
response rate.

(left) Max the Salon print ads

CONSUMER services



We look at service brands 
differently. That’s precisely 
why you need us.

 
So are we.

Service brands 
are different.

We’re not like those other marketing firms. Our unique approach has been refined through 
hundreds of engagements over the past four decades. And, as if that weren’t enough thought 
leadership, we’re also a contributing partner to the Initiative for Managing Services at The 
Ohio State University, which is a research and educational “think tank.” Through this vital 
partnership, we learn best practices for building and growing service-based organizations and, 
in turn, we deliver these world-class insights to our clients.

Brand Strategy

Brand experience
Brand messaging
Internal branding
Rebranding
Marketing planning

Design Development

Brand identity
Environmental branding
Direct marketing
Advertising
Collateral design

Interactive Marketing

Corporate website redesign
Motion graphics
Social media & community building

So, it all comes down to one question: how can we be of service to your service-based brand?  
Give John Hall a call or send him an email, and we’ll get started.

John Hall

jhall@mlicki.com
614.486.0286



Authentic brands  
drive conversations.

They also start  
with one. Let’s talk.

MLICKI, INC.

1847 West Fifth Avenue
Columbus, OH 43212
614.486.0286
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