
All about brands







Why the book?

The concept of brand is being de-positioned at the top of organisations.

Multiple and deep specialisms in marketing lead to less general 
understanding of brands.

“Brand police” becomes the connection with many marketers. 

Poor brand understanding stifles creativity and impacts career 
development/organisational capability.



Today’s session: 
Top-line warp speed. 

What are brands?

Figuring them out and key levers.

World class examples – one of my own! 



Brand
Helps people choose 

between products, services 
or organisations



Brand
Adds value to the owner 

in some way



Brand

Holds the producer accountable
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With Coca-Cola brand

$173bn
Without Coca-Cola brand

$93bn
Without Coca-Cola 
brand

$93bn
Forbes, 
2013 

It’s often about financial value
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But it can be about other things



Public support



Public attitudes



Good causes
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or 

service

Reputation

Brand
=



Reputation impacted at scale

 



What goes into the making of a brand?



Start with clear strategic objectives

Who is our customer or stakeholder?
(And who are we not targeting?)

What is the situation now?

What do we want instead?
Change? Grow? Stop?



How do you figure out a brand?



My favourite Brand Strategy Framework



Strategy drives execution

Brand behaviour 
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Brand behaviour Real women. No retouching.



Visual equities
White. Blue. Dove icon. Typeface.
Beautifully uncomplicated



Visual equities
White. Blue. Dove icon. Typeface.
Beautifully uncomplicated



Tone and manner Eye-level. We never patronise.



Product
Does what it says. 
No emotive ingredients



Product Innovation linked to brand idea



Some other great examples…. 
and one horrible one! 
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Tiffany Veuve Cliquot Louboutin

Target CaterpillarUPS

Colour can define a brand…..

……and be trademarked



Strong  and ownable visual equity



Strong  and ownable visual equity
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Fragrance:
Stefan 

Floridian 
Waters.
Rose, 

lavender, 
citrus.

Fragrance:
Freshly
 ironed
 linen





Taste and feel improvement



Auto designers engineer feel



Strategy drives execution

Brand behaviour 

Brand 
Idea 
and

Manifesto

Visual and sensory 
equities

Tone and manner

Product





Strategy drives execution

Brand behaviour 

Brand 
Idea 
and

Manifesto

Visual and sensory 
equities

Tone and manner

Product



MICROSOFT MISSION

Empower every person and every organization on the planet 
to achieve more





New technology is bringing new opportunities



Use of voice is exploding!



AI use 
exploding 

Especially in 
marketing



Social Listening for NPD - Unilever



Amazon – service to advertisers



7 million different packs designed and 
sold in 1 month



Brand Campaign from Heinz





Brand
Helps people choose 

between products, services 
or organisations



Brand
Adds value to the owner 

in some way



Brand

Holds the producer accountable



Start with clear, strategic objectives

Who is our customer or stakeholder?
(And who are we not targeting?)

What is the situation now?

What do we want to happen?
Change? Grow? Stop?



Product 
or 

service

Reputation

Brand
=



My favourite Brand Strategy Framework



Strategy drives execution

Brand behaviour 

Brand 
Idea 
and

Manifesto

Visual and sensory 
equities

Tone and manner

Product



One thing to say before ….



It takes time and a 
psychopathic devotion 
to consistency and 
clarity.



But remember “customers 
don’t really give a shit”! 

All that devotion is what it 
takes just to get your 
brand chosen.



Or you can race to the bottom on price 



Or buy your way to the top on availability





Free for 
the first 

question! 




