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An insider’s guide to brand

building for businesses
and organizations

Daryl Fielding
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The Brand Book: An insider’s guide to brand ™
building for businesses and organizations Paperback - 6

Oct. 2022
by Daryl Fielding (Author)
4.6 kX XJ¥r v 35 ratings See all formats and editions

/e 5% on any 4 Qualifying items> | Terms

«] Save 5% on any 4| 1 promotion V

Wonderful book which I couldn't put down. - Charlie Marshall, CEO & Founder, Loaf

A healthy blast of brutally honest common sense. - Rory Sutherland, Vice Chairman, Ogilvy
UK

This needs to be in all marketing/communication colleges. - Malcolm Poynton, Executive
Global Chief Creative Officer, Cheil Worldwide

The Brand Book provides a straightforward and practical guide to the fundamentals of brands
and branding, enabling anyone in business to create their own powerful brand. Entertainingly
written in jargon-free language, the author draws on her experiences of creating new brand
strategies across a wide range of categories. Real world examples and case studies, including
images from well-known brand campaigns, are used to illustrate the principles that underpin
the best of brand practice. The final chapter includes handy templates and checklists to help
you develop your own brand.

*A number one bestseller in branding and logo design* November 2022



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!



Bnoncd

Helps people choose
between products, services
or organisations



Bnoncd

Adds value to the owner
In some way



Bnoncd

Holds the producer accountable



Product
or
service

Reputation



It’s often about financial value

(e

With Coca-Cola brand

$173bn
Wﬁﬁgﬂ% 882:882 brand

883bR




Cost of

product 5244-80
Retail Price  $649.00

Gross Profit S404, 20

Gross
Margin (65.4%)

SAMSUNG

S255.00 Difference

S599.00 Difference

$344.00 Difference
(57.4%) Difference

$10.20

$50.00

$60.20
(17.4%)



But it can be about other things



Public support




Public attitudes

Tube, DLR, London Overground and —
TfL Rail
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Good service on S
all other lines




Good causes

THE SOLDIERS

CHARITY

HELP for HEROES



Product
or
service

Reputation



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
Visual and sensory
equities

Tone and manner
Product







Dove

Customer insight

Cultural context

The beauty Deliver
industry on
makes women promises

feel ugly

Pressure Real
to conform women not
to beauty models
ideals

Manifesto

Right to win

Differentiation



Dove

=

Dove believes that beauty comes in different shapes, sizes and
ages, and that real beauty can be generally stunning.

We believe that feeling beautiful is a great thing and every woman
can feel beautiful by liking herself, taking care of herself and
creating her personal style of beauty. Unfortunately today’s
definition of beauty is far too narrow, which makes the beauty game
less joyful and creates hangups in women who feel they
don’t match up.

Our mission is to make more women feel beautiful every
day by widening today’s stereotypical view of beauty and inspiring

women to take great care of themselves.




& o :
let’s face it, firming the thighs
of a size 8 supermodel
wouldn't have been much of

a Cha“enge_ That's why Dove asked women 1hs

Lirda d Mania to test Dowe's

new Fimming ranga for thiee wosks,
With it nourtshing and effactive
cortination of molsturisers and
soawesd Quiracts. Then we xsked
LirdaIf 2naYd be happy 1o show
the unretouchad, unarbrushed
results on camera Here's how she

raspandsd to the chalkengs.

new Dove
Firming Range

Gel Croam - Hody Wash - Lotion |




\ new Dove Firming.
’ As tested on real curves.

Dove
Firming Range






L | wizened?
| wonderful?

Will society ever accept old can be beautiful? Join the beauty debate.

campaignforrealbeauty.com & | Dove
.



Strategy drives execution

Brand behaviour
Visual and sensory
equities

Tone and manner
Product




*Iet’s face it, firming the thighs
of a size 8 supermodel
wouldn’t have been much of
a challenge. -

Linda of Mania o test Dowe's

naw Fimming rangea for three wosks,
with Itz nourtshing and eifective
cortination of molsturisers and
seawoed aniracts. Then wa xsked
LirdaIf zhaY! be happy 1o show
tha unretouched, unarbeushed
rasults on camera Here's haw she
raspandsd to the chalienge.

new Dove
Firming Range

Gel Croam - Body Wash - Lotion §

Brand behaviour Real women. No retouching.
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let’s face it, firming the thighs
of a size 8 supermodel
wouldn’t have been much of

a Chal I enge. That's wty Dove asked women 1ke

Linda of Mania o test Dowe's

naw Fimming rangea for three wosks,
with Itz nourtshing and eifective
cortination of molsturisers and
seawoed aniracts. Then wa xsked
LirdaIf zhaY! be happy 1o show
tha unretouched, unarbeushed
rasults on camera Here's haw she
raspandsd to the chalienge.

new Dove
Firming Range

Gel Croam - Body Wash - Lotion §

White. Blue. Dove icon. Typeface.
Beautifully uncomplicated

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

Visual equities
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let’s face it, firming the thighs
of a size 8 supermodel
wouldn’t have been much of

a Chal I enge. That's wty Dove asked women 1ke

Linda of Mania o test Dowe's

naw Fimming rangea for three wosks,
with Itz nourtshing and eifective
cortination of molsturisers and
seawoed aniracts. Then wa xsked
LirdaIf zhaY! be happy 1o show
tha unretouched, unarbeushed
rasults on camera Here's haw she
raspandsd to the chalienge.

new Dove
Firming Range

Gel Croam - Body Wash - Lotion §

Tone and manner Eye-level. We never patronise.




Dove

firming
nosaTANTG
logor

REVITALIEF

ANTI-WRINKLE + FIRMING

Senoother, litmer skin in 4 woeks
Hedps reduce the look of LV domage

smplex™ + Pro-Reting! AY))
LT FLOZ f0ml)

Does what it says.

No emotive ingredients
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Innovation linked to brand idea



Some other great examples....
and one horrible one!



Strategy drives execution

Brand behaviour
Visual and sensory
equities

Tone and manner
Product
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Strategy drives execution

Visual equities

Tone and manner
Product




Colour can define a brand.....

Tiffany Veuve Cliquot Louboutin

Target UPS Caterpillar

......and be trademarked



Strong and ownable visual equity




Strong and ownable visual equity

A



Strategy drives execution

Sensory equities

Tone and manner
Product
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BRITISH

AIRWAYS

Microsoft’

Wlndows



Taste and feel improvement

SWNS.C



Auto designers engineer feel



Strategy drives execution

Brand behaviour
Visual and sensory
equities

Tone and manner




Estée Lauder €& @EsteeLauder . Jan 16, 2019
43.6k Tweets Follow

Whether you're jetsetting ’71 or turning heads at an evening 4
soiree, NEW #DoubleWear Stay-in-Place Matte Powder Foundation

is ready for any moment in your day. Find your perfect match now:
estee.com/2RwF5Ir#DoubleWearOrNothing

FENTY BEAUTY £ @fentybeauty . Jan 12, 2019
43.6k Tweets Follow

Roll call!! Who copped that new FENTY BEAUTY today
and what'd y’all get??

alEE




Strategy drives execution

Brand behaviour
Visual and sensory
equities

Tone and manner




MICROSOFT MISSION

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




I HANDMADE
COSMETICS
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Use of voice is exploding!




Al use
exploding

speciallyin RSN

marketing




Social Listening for NPD - Unilever




Amazon - service to advertisers

€| Select an image for more options. 20 images

Generate custom images that feature

Organique - Hydrating... ¥

Image description (optional)
See image description guidelines

Product placed on beach, with shells on beach,
green plants in the background

Theme (optional)

Choose one

bota

Custom product image (optional)

ORGANIOUE



7 million different packs designed and
sold in 1 month




Brand Campaign from Heinz
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Bnoncd

Helps people choose
between products, services
or organisations



Bnoncd

Adds value to the owner
In some way



Bnoncd

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



My favourite Brand Strategy Framework




Strategy drives execution

Brand behaviour
Visual and sensory
equities

Tone and manner
Product







[t takes time and a
psychopathic devotion
to consistency and
clarity.

N°5 1l
CHANEL

PARIS E

PARFUM




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

CHANEL

PARFUM

All that devotion is what it
takes just to get your
brand chosen.
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Or you can race to the bottom on price
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GO gle Cheap flights to Spain from UK X

Al News Images Videos Web Books Finance Tools

Sponsored

Jet2.com
https://www.jet2.com

Flights To Spain | Save 15% On All 2024 Flights

Discover A Huge Range Of Destinations With Jet2.com - Book Your Great Deal Today. Book
Your Budget-Friendly Flights Today, Friendly...
Flights To Alicante - Flights To Malaga - Find Last-Minute Flights - Discover Flight Deals

Sponsored

Vueling

https://www.vueling.com

Cheap flights London to Seville | Vueling

Best deals on flights. Flexible fares. Book now and save money! Best EU Low Cost Airline.

Sponsored

) britishairways.com
https://www.britishairways.com

Fly From London To Spain | Discover Our Best Fares Today
Enjoy renowned service and hospitality across our efficient and modern fleet. Discover...

Sponsored

’ Opodo
https://www.opodo.co.uk > spain > cheap_flights

Compare Faires & Save £ Today | Spain Flights

Join The World's Largest Travel Subscription Program and Take Advantage of our Discounts.

Or buy your way to the top on availability
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Free for
the first

question!







