


BRANDING FEUD



SURVEY SAYS…

Elements of a 
Brand

Developing Brand 
Strategy

Activating Your 
Brand



POLL QUESTION: 
WHAT COMES TO MIND 
WHEN YOU THINK OF 

BRANDING?



MULTIPLE CHOICE: What is branding?

A. Perception of a product, service, experience or 
organization. 

B. The symbolic embodiment of a company, product, or 
service, represented through images and ideas. 

C. The perception stakeholders have of your product or service based upon 
their experience with your brand, marketing, or operations. 

D. All of the Above. 



BRANDING IS NOT 
JUST YOUR LOGO



Elements of the Brand

Rigid Brand Guidelines

Brand Expressions

Brand Compliance

Branding Policing

Guiding Brand Principles

Brand Experiences

Brand Culture

Brand Ambassadorship 
+ Advocacy

https://www.substance151.com/brand-management-master-class/

https://www.substance151.com/brand-management-master-class/


What is branding?

C. The perception stakeholders have of your product or service based upon 
their experience with your brand, marketing, or operations. 

A. Perception of a product, service, experience or 
organization. 

B. The symbolic embodiment of a company, product, or 
service, represented through images and ideas. 

D. All of the Above. 



THE BRAND 
EXPERIENCE



Favorable Experience = Choice

Dana



Service Experience



Work Experience



Customer Experience
Email to Customers…
Needless to say, yesterday's flight experience is not 
how we intended for your trip to begin. I'm so sorry 
for the confluence of factors that resulted in a late 
arrival at Detroit. I realize this significantly impacted 
your travel plans, and I hope you will accept my 
sincere apologies for the overall inconvenience.
We are a Company built on serving others 
through the delivery of safe and reliable air 
transportation. Your continued patronage is 
important to us, and we hope you will continue to 
give us the privilege of welcoming you onboard. In 
that spirit, I'm sending you a LUV Voucher (in a 
separate e-mail, which will arrive within fourteen 
days) that can be applied as a form of payment 
toward a new Southwest reservation. We look 
forward to seeing you again in the near future.

Key Takeaways…
• The email wasn't sent in response to a complaint.
• Proactive Customer Communications.
• If your customer contacts you because he or she is 

upset, it's too late. The relationship is already broken--

https://www.inc.com/jason-aten/on-this-southwest-airlines-flight-almost-everything-went-wrong-companys-response-is-best-ive-seen-yet.html

https://www.inc.com/jason-aten/on-this-southwest-airlines-flight-almost-everything-went-wrong-companys-response-is-best-ive-seen-yet.html


POLL QUESTION: 
Name some brands that 
provide you with a great 

experience. 



DEVELOPING or RE-DEVELOPING THE BRAND

RESEARCH

GOALS

ANALYSIS

PLANNING



POLL QUESTION: 
What are some examples 

of brand stakeholders 
at your firm?



Developing the Brand



SETTING GOALS FOR YOUR BRAND

CREATING A DIFFERENTIATING BRAND
Can we clearly articulate our brand purpose, promise, and value proposition?

ACHIEVE VISIBILITY 
Are we being found by our ideal customers?

GENERATE ENGAGEMENT
Our prospects know about us, but are they engaged?

LEAD GENERATION/CONVERSION
Our prospects are engaged, but are leads turning into customers?

https://www.substance151.com/more-practical-approach-marketing-planning/



ANALYZE THE SENTIMENT

Listen360 Feedback – Customer Feedback

Feedback Fridays – Team Member 
Feedback

43 STAKEHOLDER INTERVIEWS with 
execs/leadership, team members, clients, 
subcontractors, and partners

Interactive WORKSHOPS



PLANNING
What do we want 
to aspire to be?



BRANDING FEUD – The Toggle Exercise



Developing the Brand Proposition

RESONATE SUBSTANTIATE

“I Need” 

DIFFERENTIATE

“I Believe” “Best Option” 
VALUE

UNABLE TO 
SUBSTANTIATE

“I can’t risk it”

WEAK RESONANCE

“I don’t need”

EASY TO 
SUBSTITUTE

“What’s your 
best price?”

If we lack one of these components….

RAIN Group: https://www.rainsalestraining.com/blog/3-rules-for-building-a-value-proposition



BRAND CONSISTENCY
Builds Awareness + 

Develops Trust with Customers



ACTIVATING THE BRAND

IDENTITY

MARKETING

EXPERIENCE



Activating the Brand






Activating the Brand





MAKING IT STICK
• How will it contribute to our future success?

• If we don’t fulfill this commitment, what’s at risk?

• What pressures are we facing externally? 

• What is the internal dynamic/culture? 

• What are some “best examples” of this and why don’t/can’t all  follow suit?

• An “easy win” we could achieve right away would be…

DO THE RIGHT 
THING

DELIVER 
CONSISTENTLY

ADVANCE 
TOGETHER

TRANSFORM THE 
INDUSTRY



Dana Galvin Lancour FSMPS, CPSM
Vice President, Branding + Communications 
dglancour@bartonmalow.com
248.331.6715

THANK
YOU
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