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WHAT IS A BRAND? 

Definitions of the word 
“brand” are COMPLEX  

(Don’t panic! The meanings of words change based on how they are most commonly used. This is totally normal.)

…BECAUSE HOW WE HAVE 
USED THE WORD HAS 

CHANGED 
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WE Don’t mean this 
  
But This meaning  
is still part oF it  
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TODAY we USE THE WORD IN A VARIETY OF DISTINCT WAYS: 

WHAT IS A BRAND? 

• A set of values and principles that 
INFORM advertising 

• type of advertising intended to 
create long term impacts 

• Shorthand for the company 

• Intangible asset / Goodwill [on 
balance sheets] 

• Identifying symbol / name / logo  

• A particular product made by a 
particular company  

• trustmark  

• Corporate reputation 

• A set of associations in the mind of the 
consumer [Feldwick] 

…which MAKES IT feel a bit BLURRY
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BLURRY WORDS MAKE STRATEGY much HARDer…

https://twitter.com/robistyping/status/1278009663938854913?s=21
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“I recently asked a group of  CMOs “what do you 
think when someone from your agency or your team 
starts talking ‘brand’ or ‘branding’?”  

The reply was pretty rapid and unanimous: 
“expensive”, “not going to drive acquisition” 
“embarrassing in front of  my CFO”.  

Not good news if  you’re a brand-believer or someone 
who resorts to brand as marketing top trumps.” 

https://aargroup.co.uk/2017/04/the-b-word-in-modern-business-by-
mark-earls-award-winning-author-and-consultant-herdmeister/

…AND MAY NOT HAVE THE CONNOTATIONS WE THINK

“

”
MARK EARLS
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OUr MODERN CONCEPTION OF BRAND BEGAN HERE

(YOU SHOULD READ THIS - IT’S FOUNDATIONAL)
LINK: https://www.campaignlive.co.uk/article/stephen-king-1971-brand/743160
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BONUS! YOU CAN WATCH THIS VIDEO VERSION - it’s FUNNIER 

JWT TRAINING VIDEO 1973  
LINK: https://www.youtube.com/watch?v=t-nSFqr1_hg&t=6s
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WHAT IS A BRAND? AN EXPANSIVE DEFINITION 
• CONSUMER |  

• A SET of ASSOCIATIONS  

CREATED IN the MINDS of CONSUMERS, AND IN CULTURE,  

BY THEIR personal and collective EXPOSURE TO 

ANY mediated information ABOUT OR EXPERIENCE  

OF A COMPANY OR PRODUCT. 

• CORPORATE |   

 

A belief, or set of beliefs,  

that guide that the behavior  

AND COMMUNICATIONS Of the company,  

SYMBOLICALLY REPRESENTED IN A MARK.  

• These MEMORY STRUCTURES FUNCTION AS 

DECISIONS HEURISTICS at tHe point Of purchase. 

• Brands CONFER PERSISTENT ECONOMIC 

ADVANTAGES OVER TIME, CreatE price inelasticity 

of demand,  and have standalone economic 

value that can be sold as goodwill
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• DECISION HEURISTICS  
familiarity creates fluency 
creates favorability - 
easier decisions are 
preferred, STRONG BRANDS 
have strong mental 
availability, thus more 
impact at point of purchase

WHAT ARE BRANDS FOR? 
• INELASTICITY OF PRICE DEMAND - 

STRONGER BRANDS CAN INCREASE 
PRICES MORE WITHOUT LOSING 
DEMAND 

• ORGANIZATIONAL FOCUS  
Strong brands enable employees to 
make decisions in line with corporate 
priorities more easily + ATTRACT 
BETTER TALENT 
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AND THERE IS RENEWED FOCUS ON BRAND STRATEGY

DISTINCT FROM ADVERTISING PLANNING

https://which-50.com/ceos-and-cmos-split-on-outlook-and-martech-skepticism-grows-gartner/
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THERE ARE 
MANY BRAND 
MODELS. 
they tend to include a lot of the same elements.
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• They are designed to make things easier for the organization  

• They help organize information and align stakeholders by ensuring that everyone who 

acts and speaks for the company understands how to do so 

• This is more important than ever because media options have exploded, which created 

organizational and creative integration issues, and because brands are increasingly 

extending their proposition into customer experiences

brand models exist for a reason
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it starts with the basic elements

FOR _______ (TARGET CONSUMER), 

(brand) _______ is  

the _______ (Category refereNce)  

that _______ (the benefit)  

because _______ (prooF)

for exa, classic brand positioning template
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BRAND IDEA / CORE / ESSENCE /MISSION / CONVICTION

• The heart of most brand models is an organizing thought that comes by a lot of 

different names  

• They are mostly different articulations of the same thing:

• A brand’s position and ambition

• How the world is and could be

• What they uniquely do for customers
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the onion model: layers from the inside out

• The visual model is a 
symbol which helps us 
interpret the meaning 
 

• The core informs the 
values, which inform 
the personality, which 
informs the brand 
actions 
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the onion model in different executions

Tesco Brand ‘Steering Wheel’

http://schoolofstolengeni.us
http://schoolofstolengeni.us


schoolofstolengeni.us | by @faris & @rosieyakob

MISSION, VISION, VALUES: simon Sinek’s ‘why’ model

MISSION: 

VISION: 

VALUES: 

•The WHY [Mission] Informs the HOW [Values] informs the WHAT [Actions]   

•It is often expressed in Mission/Vision (+-Values) statements 
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example: coca cola
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DEFINING ABSTRACTIONS MEANS PEOPLE 
OFTEN DISAGREE ON WHAT GOES WHERE IN 
THESE MODELS, AND ON SPECIFIC 
ADJECTIVES USED. 

IT CAN BE EASY TO CONFUSE MISSION AND 
VISION, FOR EXAMPLE, and argue over 
adjectives for values. 
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PYRAMID MODELS ARE FORMS OF PROPOSITIONAL LADDER

https://knowledge.insead.edu/blog/insead-blog/how-to-build-a-brand-pyramid-8491
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PRISM MODEL
• The Prism Model looks at the 
intersection of the brand and 
the audience, through 
touchpoint and culture
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Brand identity refers to the producer's side of a brand. Having an identity means being your true self.  

This can be clearly defined by answering the following questions:

Kapferer, J.N. (1997). Strategic brand management.

•What are its permanent values?  

•What are its values? 

•What are the signs that make it recognizable?

PRISM MODEL

•What is the brand's particular vision and aim? 

•What makes it different? 

•What need does the brand fulfill?

The answers to these questions constitute the brand's identity. 
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PRISM MODEL is based on representing brand identity 
consisting of six interrelated concepts

 

4. The brand's relationship: The brand is at the crux of 
transactions and exchanges between people. 

5. The brand-user's self image: The target-group's own 
internal mirror; how they perceive themselves. 

6. The brand's reflection: The perceived user type (the 
'user image'). A brand will always tend to build a 
reflection of the buyer. 

1.The brand's physique: The salient objective features 
which define the product, including its packaging and 
physical appearance. What is the brand? What does the 
brand do? What does it look like? 

2.The brand personality: What kind of person would the 
brand be if it were a human? 

3.The brand's own culture: The basic principles 
governing the brand in its outward manifestations 
(products and communications). This is a set of values 
that feed the brand's management.

The brand identity prism also includes a vertical division. The facets to the left-physique, relationship and reflection-are all visible social facets, which 
give the brand its outward expression. The facets to the right-personality, culture and self-image-are those incorporated within the spirit of the brand.
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https://medium.com/@bynugno/what-is-the-brand-identity-prism-5ae71e43ab4a

LEVIS EXEMPLAR
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UNILEVER BRAND KEY

Unilever uses the key as a 
metaphor to describe and 
‘unlock’ brand potential. It 
encodes their belief in 
consumer insight, USPs, 
and competitive 
positioning through 
differentiation.
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DOVE EXEMPLAR
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ACKER’s BRAND FRAMEWORK

Coca Cola uses a modified 
version of Acker’s Model, 
which encodes organizational 
parameters from the brand as 
well as brand design and 
actions.
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COCA COLA BRAND 
VISION AND 
ARCHITECTURE 
[BVA]
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COCA COLA strategic framework
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BRAND MOLECULE = brand as a cluster of strategic, cultural ideas
John Grant advises that companies use branding 
to encompass all business activity under one 
identity so that it is easily recognisable through all 
forms of media, so that ‘branding becomes more 
like the frame around the picture, than the picture 
itself’ (Grant, 2006, p.10). 

An integrative brand approach informs actions not 
just advertising.  

Grant suggests that a brand can be viewed like a 
molecule, as ‘a cluster of strategic cultural ideas’ 
http://eprints.bournemouth.ac.uk/15595/1/GOODWIN__FOX_FINAL1.pdf
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MARK POLLARD’s VERSION OF BRAND ON A PAGE 

MARKPOLLARD.NET
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AUSTRALIAN TOURISM
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SAME SAME BUT DIFFERENT

1. MOST MODELS HAVE MOST OF THE SAME ELEMENTS 

2. it doesn’t really matter which you use 

4. Clients have MANDATES, some AGENCIES do TOO 

5. SO YOU NEED TO BE COMFORTABLE WITH ANY MODEL 

6. And HAVE YOUR OWN GO TO
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BRAND CONVICTION IS AN OLD DDB MODEL WE LIKE

 (SEE APPENDIX FOR DETAILS)
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DNA
WE CELEBRATE

"Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 
sed do eiusmod tempor 
incididunt ut labore et dolore 
magna aliqua. Ut enim ad 
minim veniam, quis nostrud 
exercitation ullamco laboris 
nisi ut aliquip ex ea 
commodo consequat.

WE BELIEVE

WE CELEBRATE WE CELEBRATE WE CELEBRATE

A SIMPLE GO TO - MAKE IT ANY SHAPE YOU WANT

"Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 
sed do eiusmod tempor 
incididunt ut labore et dolore 
magna aliqua. Ut enim ad 
minim veniam, quis nostrud 
exercitation ullamco laboris 
nisi ut aliquip ex ea 
commodo consequat.

"Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 
sed do eiusmod tempor 
incididunt ut labore et dolore 
magna aliqua. Ut enim ad 
minim veniam, quis nostrud 
exercitation ullamco laboris 
nisi ut aliquip ex ea 
commodo consequat.

"Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 
sed do eiusmod tempor 
incididunt ut labore et dolore 
magna aliqua. Ut enim ad 
minim veniam, quis nostrud 
exercitation ullamco laboris 
nisi ut aliquip ex ea 
commodo consequat.
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We lead with “WE BELIEVE” because a company is made of 
people, and it focuses on a belief about the world (vision) and 

how it could be different (mission) 

Here’s hOW WE USE IT 

Genius Steals | WE BELIEVE: 
the best ideas to transform and grow businesses come from 

looking broadly at the world, taking inspiration and combining it, 
with rigor and nuance. 
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We like the language of 
‘CELEBRATE’ because it can look 

inwards and outwards

The core beliefs of the company 
which inform everything 

celebrate

DNA

your language matters
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your language matters

Write these like insights not adjectives.  

A list of adjectives will be argued over endlessly and not 
distinctive - they are always leaning into positive terms, all 
companies are customer centric by definition etc [without them 
they don’t exist, despite shareholder interests.  

Like a segment or trend or insight, give them depth, don’t use 
jargon, make them true. 
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where do brand manifestos fit into all this?

These commonly appear today, often in script formats for anthem type spots. 

We believe that because they are copywriting, they are creative expressions of 
strategy, rather than strategic documents.  

That said, they can be a great way to bring a strategy to life. And if you’re 
struggling for buy-in, writing a manifesto might help you give yourself, and 
your audience some color.
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CADILLAC MANIFESTo [2020]
“We are born of ambition, optimism, and a passion for what’s next. Our mission is to 
inspire those who don't wait for opportunities – they make them. Those who do not 
long for success – they create it.

“The restless, undaunted, driven few who achieved greatness through guts, grit and 
determination. he ones who, powered by sheer force of will, go through obstacles, not 
around them, the ones who navigate the unknown with the fearlessness and unwavering 
belief in themselves, who wear their swagger like armor and live for the fight.
“These extraordinary people inspire us as well – inspire us to create an icon, change the 
game and raise the bar and then raise it higher still, because we believe you don't wish or 
hope your way to what's next. You make your way.”
https://www.thedrum.com/news/2020/02/11/why-cadillac-s-cmo-has-literally-rewritten-its-brand-manifesto
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here’s the problem with manifestos

“While Grady [Cadillac CMO] is 
demonstrably proud of this finely honed 

manifesto, she’s currently unsure what to 
do with it. 

She’s not planning on publishing it in a full-
page ad in the Times – not yet at least – but 

she is tempted to officially publicize it in 
some form, nonetheless.”

https://www.thedrum.com/news/2020/02/11/why-cadillac-s-cmo-has-literally-rewritten-its-brand-manifesto

“

”
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THE BRAND STRATEGY TRAP
1.THE TRAP CAUSES LOTS OF ENDLESS MEANDERING DISCUSSIONS 
ABOUT APPROPRIATE ADJECTIVES IN TOO MANY MEETINGS 

2. OCCURS WHEN BRAND IS CONFUSED WITH COMMUNICATIONS 

3. THE GOAL BECOMES A TAGLINE, NOT A DECISION MAKING TOOL 

4. COMMITTEE CONSERVATISM WEEDS OUT ANYTHING 
CHALLENGING OR INTERESTING 
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THE CULT OF BRANDING 
WORSHIPS WORDS .

BUT THE WORDS ONLY MATTER IF THEY INFORM ACTIONS and a distinct point of view 

READ MORE >> https://www.warc.com/newsandopinion/opinion/the_cult_of_branding/2257
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Remember: being generic is easy — and dangerous

THIS COULD BE ANY COMPANY
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brands lose when actions are at odds with their language
“Volkswagen Passenger Cars brand combines the three core 

values: “innovative”, “providing enduring value” and “responsible”. 
(2008 Annual Report)

Volkswagen core values comprise “accountability, teamwork, servant's 
attitude, and integrity.” (2019)

(2015)
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YOU WILL STILL HAVE TO USE THEM, BUT you should also strive 
to UNDERSTAND THE CRITICISMS 

LINK: https://www.martinweigel.org/blog/2013/01/28/brand-onions-the-crying-game 

The head of planning at W&K Amsterdam prefers stories -- but there still 
might be an organizational need for a single diagram that everyone, in all 

parts of the organization, understands.
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BRAND ARCHITECTURE HAS ITS OWN MODELS

https://munch.studio/brand-architecture-models/
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BRAND
SERVICES

PRODUCTS

traditional brand platform

ADVERTISING

But now, brands have innumerable touchpoint and consumers expect 
alignment across channels, and that every interaction live up to the stated 

(and often advertised) promises.

Creative

MEDIA
COMPANY
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THE INTEGRATION PROBLEM - NUMBER 1 CLIENT DEMAND

“Macro trend for media and creative coming 
closer together, and for more joined-up 
approaches through the funnel between 

branding/above the line, performance 
marketing, and optimization”

IntegrationIntegration

AAR REPORT: EVOLVING CLIENT AGENCY MODELS 
LINK: https://aargroup.co.uk/download-models/ 
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A CORE BRAND IDEA 
MUST BE EXTENSIBLE
IT IS NOT SUFFICIENT FOR IT ONLY TO INFORM ADVERTISING.
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moving TOWARDS AN INTEGRATIVE BRAND

• Brand drives integration across creative, media and customer experience.

• BENEFIT - WHOLE > SUM OF ITS PARTS 

• Expectations match customer experience at every touchpoint

• BENEFIT - SATISFIED CUSTOMERS

• Brand conviction should reflect the actual company, as well as inform products, 
behavior, experience design, and communications — internally and externally. 

• BENEFIT - NO DISSONANCE, REINFORCEMENT, LESS BACKLASH
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conviction is 
required.
A BRAND BELIEF MUST INFORM THE BEHAVIOR OF THE WHOLE 
ORGANIZATION. IF IT ONLY INFORMS ADVERTISING, IT’S NOT a true belief. 
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-  Integrative  brand platform  -
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WATCH THIS short VIDEO WE MADE ABOUT 21 CENTURY BRANDS

consider: WHAT DO YOU AGREE AND DISAGREE WITH? 

https://www.youtube.com/watch?v=v1j4KDn_A7M&t=47s
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HOW TO USE BRAND MODELS

• Develop a broad toolkit of various types of models -you will find some work better in 

different contexts 

• Hone your own point of view on brands, what they are, how they work, why people buy 

• Learn to accept ambiguity - there are no definitive right answers in advertising  

• Use a template to see what you are confident about, and where you need research  

• Don’t get stuck only using one tool - then everything becomes the same problem.  

• But if your global client has one they insist on, work with it, make it useful and fun. 
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THE INHERENT TENSION is in the complexity

“Imagination, emotional response, 
originality, the human condition, 
persuasion, perception and 
creativity are notoriously hard to 
pin down, prescribe or codify, 
especially into a nice tidy model.”

“

”
MERRY BASKIN
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THE MODEL IS NOT IMPORTANT.
work with many, steal from whichever work for you. 

ULTIMATELY:
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APPENDIX: BRAND 
CONVICTION SPRINGBOARD 
[DDB]
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