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Building a strong brand image is key when it comes to attracting
consumers. Marketing leaders are often aware of the necessity of
consistent and thorough branding, though few have developed a
brand from scratch. When faced with a branding project, engaging
with a branding agency is a necessity. It’s important to select an
agency that understands your needs and wants.

Consumers are constantly making purchase decisions. Branding
plays an important role in the mind of the consumer. In a 2015
global Nielsen survey1, 22% of respondents said they bought a
product because they liked the brand.
Every brand elicits emotions from the consumer. As consumers
make purchase decisions – no matter the size of the purchase –
branding impacts their decisions to buy. Nielsen’s 2015 study
revealed that 22% of people surveyed globally bought a product
because they liked the brand. Let that sink in…

1

To develop branding, marketers strive to find a balance between
performance marketing (to drive sales growth) and brand
marketing (to drive awareness, perception, and consideration).
When probed, marketers do recognize that a reliance on a single,
performance-based tactic is shortsighted. When budgets are tight,
brands tend to spend more on bottom-of-the-funnel efforts—which
are directly tied to sales. It can be challenging for marketing leaders
to get budget approval for rebranding work.

The value of branding efforts are often perceived as too far removed
from the path to purchase, but ultimately, they are an incredibly
important part of driving sales. Your brand has buying power, but it
must be positioned correctly. Creating a brand that consumers can
connect with ultimately drives sales. Sometimes, consumers make
conscious decisions to try a new brand. More often than not,
purchasing decisions occur subconsciously and are based on how
your brand and products make the consumer feel.
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In some cases, like display media or Google Ads, your agency
partner will take an assignment, create deliverables, and produce a
final product without much more than a briefing.
Branding is a whole different thing. You and your team are the
brand, therefore you need to be actively engaged in the process.
Your agency partners will lead the way, but before kicking off a
branding project with an agency, plan to invest some of your own
time up front.
• Be prepared to invest time in truly partnering with your
branding agency. You are the experts in your industry, and that
expertise is critical to the branding process.
• Expect branding workshops with members who represent your
entire organization. Stakeholders, sales reps, and everyone in
between. It’s important that everyone is on the same page.
Don’t work in a vacuum.

I DE N TI F Y THE WHAT & THE WHY
What is driving the need for a rebrand? Are you launching new
products? Merging companies? Shifting a negative brand perception?
Work on answering these questions prior to reaching out to a
branding agency. Your team should also consider the value
proposition of your product or service. Of course, some of this
will be easier to work through with the branding agency. A fresh
perspective can be valuable, and sometimes having the ideas
down first can make all the difference.
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Approach your industry with a wide-angle view. What’s the
current landscape? Your agency partner will likely conduct a
competitive analysis to reveal commonalities and differences in
brand identity. Consider your competitors — both direct and
indirect. Your brand does not operate in isolation, so how do you
plan to stand out?
Branding, by nature, is a subjective endeavor. Personal taste and
style factor strongly and are often hard to articulate with words.
Sometimes, showing examples of what you like and dislike are the
most helpful to a branding agency. You’ll be happier with the end
product by being honest with your branding partner about your
preferences.

C R I TI C A L TO OLS AND STEPS TO EXPECT
I N THE BRANDING PROCESS

Competitive Audit
Know the market and your competition.
Analyze your market research and
establish areas of opportunity for you
to develop a unique position as a brand.

Brand Equity & Messaging

Tools for maximizing efficiency:

These tools are fundamental and critical for creating a winning brand. They
define how your brand is unique to you.
You can write dozens of catchy taglines,
but if they aren’t based on attributes
and principles at the core of who you
are, they won’t be effective.

1. The Equity Pyramid
2. Brand Personas
3. Unique Value Proposition
4. Naming Conventions & Keywords
5. Tone of Voice
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Successful brands are more than just a logo. They embody a spirit
and personality that is not only expressed in marketing materials,
but throughout the organization. Every single individual representing your brand from sales, customer service, and even your
finance department need to be uniform in their communications
about your brand.
Unfortunately, some companies rush ahead to the visual brand
equity and tend to skimp on working through the critical tools
that establish the true essence of their brand. When branding
is grounded in a core value proposition, target personas, equity
pyramid, and a clear messaging guide, the final outcome is much
more defined and is suitable for customers to connect with and
internal stakeholders to rally around.
Keep in mind that while these tools take time and money to work
through, skipping them can cost you even more in the long run.

5

Once you have aligned your brand, the agency can
craft the visuals to make it feel and look right. Logos,
colors, font styles, and a brand book are all part of what
makes your brand your brand.
Brand alignment is a daunting task, but it’s a crucial step in
developing a successful business and attracting new customers.
Working in tandem with a branding agency will lead to the best
results. It’s important that you share your experiences, preferences,
and plans with the experts to make sure everyone is on the same
page. To ensure your next rebrand provides you with the most
positive result, spend time with your internal team, identify your
position in the market, then partner with a qualified agency.

REFERENCES:
https://www.nielsen.com/us/en/insights/article/2015/
understanding-the-power-of-a-brand-name/

6

Interested in learning more?

GET IN TOUCH:

Keri Witman
Co-Founder & President
keri@cleverlucy.com
917-882-0738

