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Branding 101



“Branding is More than a Pretty 

Logo and Catchy Tagline” 



A) A mark or 
seal placed 
on goods or 
services to 
represent 

authenticity?

What is the 
definition of 
branding? 



From 
furniture to 
fashion.



B) The searing of 
flesh with a hot 
iron to produce 

an easy to 
recognize scar or 

“symbol” to 
claim 

ownership? 

What is the 
definition of 
branding? 



My cow, not yours



C) A corporate 
or organizational 

logo or mark.

What is the 
definition of 
branding? 



What is a brand ?

Branding is a combined effort of the company which is projected to  
the consumer.

Company

Brand

Consumer

Marketing

Design



WHAT IS A BRAND?



What is a brand ?
Branding is a combined effort of the 
company which is projected to  the

consumer.
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WHAT IS BRANDING?
Branding is endowing  products and 
services with  the power of  the brand



WHAT IS BRANDING?



Branding is not just about the 
logo. Nor is it about being a 

multi-million dollar company.



A brand is how people 
perceive your product, 
business, or even you 

as a person.



HOW TO BUILD A STRONG 
BRAND PRESENCE USING SEO



RULES OF SOCIAL 
MEDIA BRANDING



Aboutus.org Wikipedia.org Technorati
Facebook 
Fanpage

Twitter

Google+ Quora About.me Posterous Tumblr

Youtube Typepad Squidoo Hubpages Stumbleupon

Pinterest Slideshare



From fast food to teacher unions



“BRANDS” 
VS 

“BRANDING”



Most people are referring 
to “brand identity” (logo) 
when they use the term 

“branding.” 



The brand identity is only 
one of six dimensions to 

a complete branding 
program.



Brand management involves 
more than policing the logo 

or tagline.



More than just a pretty logo.

THE TOTAL BRAND 
VS. 

BRAND IDENTITY



BRAND IDENTITY includes brand
names, logos, positioning, brand 

associations, and brand personality.



Branding 
involves a 
lot more…



Branding: What is it now? 



“A mixture of tangible and 
intangible attributes, 

symbolized in a trademark 
which, if properly 
managed, creates 

influence and generates 
value.”



How a 
customer 

feels about 
your 

product. 



Promises, unwritten contracts 
between organizations and the 

customers they serve.



All of the thoughts, 
associations and expectations a 
customer experiences when 
exposed to an organization’s 
name, trademark, products or 
symbols.



PRODUCTS DO NOT = BRANDS



The difference between 

products and brands is:



PEOPLE USE PRODUCTS 

(AND SERVICES)



PRODUCTS SERVE A 

FUNCTIONAL PURPOSE



THEY HAVE A RELATIONSHIP 

WITH BRANDS



BRANDS SERVE AN 

EMOTIONAL/PSYCHOLOGICAL 

PURPOSE



BRANDS MAKE PROMISES 

(UNWRITTEN CONTRACTS) 

BETWEEN ORGANIZATIONS AND 

THE CUSTOMERS THEY SERVE.



Brand Identity 
and Brand ID 
Standards and 
Development

Brand Research

Brand Messaging 
Development, Testing, 
Delivery and Discipline

Brand launch, 
brand building, 

and 
communication 

management over 
time

Three 
Important 

Phases to the 
BRANDING 

CYCLE



PRODUCTS DO NOT = BRANDS



Brands have 
reputations. 



People 
use 

products.



Consumers are 

increasingly 

making choices 

based on the 

total reputation 

of an 

organization



how it relates to 

its customers, its 

employees, 

communities and 

shareholders.



Branding doesn’t replace 
anything else that we do…



BRANDING makes everything we
do more effective. 



Branding is about 
managing the 
“touch points” 
which 
communicates 
with its customers



Think 360
Degree



A 360
0  

BRAND IS THE TOTALITY OF WHAT A 
CUSTOMER EXPERIENCES WHEN COMING INTO 

CONTACT WITH A PRODUCT OR SERVICE.







Products, 

Programs, and 

Services

Goodwill (influencers 

& community)
Visual and 

Verbal

Membership Organizing 

and Leadership

External Image 

and Reputation

Members, 

Subscribers, 

Customers

Individuals “touch” 
points around the 

circle

THE NEA 
360°BRAND



How do we 
find our 

360 Degree 
Brand? 



Where do we start?



Ask key questions within each 
dimension (slice of pie)



Anticipate every encounter or touch 
point a customer has with the brand



For each touch point, identify the 
communication vehicle or setting



Proactively manage the touch points while 
looking for the “emotional triggers” 



SIX KEY QUESTIONS

Ask Your Brand:



IMAGE AND 
REPUTATION





Membership 
Organization and 
Leadership









GOODWILL





PRODUCT 

SERVICES BENEFITS









“Successful brands are those that 
build bonds with their consumers.”

David Ogilvy



When is a brand bonded?



When Consumers:



Always purchase the brand



Are not influenced by price 
comparison, sales



Are not looking at 2-3 favorites in 
the same category



Recommend it to friends



Have a connection to the brand 
that goes beyond the product 

function



Brand 
bonding

Advantage 

Performance

Relevance

Presence

Successful Brands 
Make it to the Top of the Pyramid



BRAND BONDING

Advantage 

Performance

Relevance

Presence

PRESENCE

Active familiarity 

based on past trial, 

saliency or 

knowledge of brand 

promise 



BRAND BONDING

Advantage 

Performance

Relevance

Presence

RELEVANCE

Relevant to 

consumer’s needs, 

in the right price 

range or in 

consideration set. 



BRAND BONDING

Advantage 

Performance

Relevance

Presence

PERFORMANCE

Felt to deliver 

acceptable product 

performance. And is 

on the consumer’s 

short-list.



BRAND BONDING

Advantage 

Performance

Relevance

Presence

ADVANTAGE

Felt to have an 

emotional, rational, 

status or saliency 

based advantage 



BRAND BONDING

Advantage 

Performance

Relevance

Presence

BRAND BONDING

Rational and emotional 

attachments to the brand 

to the exclusion of most 

other brands. They are 

likely to be advocates of 

the brand.



Six Key Attributes of 
a Successful 

Branding Program
(and where most fail)



LONG-TERM COMMITMENT 



Strong management (People, time, money) 
support and buy-in from the top.



Integrated, Coordinated, 
Celebrated. 



Continuous cycle or living 
“system” 



(Consumer) Research based 
(formal and informal).



Message driven. 



MARKETING MANAGEMENT





Products and services 
have become so alike 

that they fail to  
distinguish 

themselves by their 
quality, efficacy, 

reliability, assurance  
and care. 



Brands add 
emotion and trust 
to these products 
and services,thus

providing clues that 
simplify consumers’

choice.



These added 
emotions and trust 

help create a 
relationship 

between  brands 
and consumers, 
which ensures 

consumers’ loyalty 
to the brands.



Brands create 
aspirational 

lifestyles based 
on these 
consumer  

relationships. 



“The degree of consumer attachment

to a brand.”

Recognition

Preference

Insistence

Awareness of name,  
benefit and package

Is useful, consumer will buy if
available…evoked set

Will search for; must have



Identify the 
maker

Simplify 
product 
handling

Organize 
accounting

Signify quality

THE ROLE OF BRANDS



Create 
barriers to

entry

Serve as a 
competitive

advantage

Secure 
price

premium

THE ROLE OF BRANDS



WHAT IS BRAND EQUITY
Brand equity is the added value  endowed on 
products and  services, which may be reflected  in 
the way consumers, think, feel  and act with 
respect to the brand.



ADVANTAGES OF STRONG BRAND

Improved perceptions of product

Greater loyalty

Less vulnerability to competitive marketing 
actions  Less vulnerability to crises



ADVANTAGES OF STRONG BRAND

Larger margins  More inelastic

Greater trade cooperation

Increase marketing communications 
effectiveness  Possible licensing opportunities



WHAT IS A BRAND 
PROMISE?



Brand promise is the marketer’s 
vision of what the  brand must 

be and do for  consumers



Product Packaging
Websites

logo
Company

Product B

Advertisements

Product A

INTEGRITY OF BRAND



A brand is a promise. A promise to 

achieve certain results, deliver a  

certain experience, or act in a certain 

way. A promise that is conveyed  by 

everything people see, hear, touch, 

taste or smell about your  business.





Brand 
elements

Marketing 
Activities

Meaning 
transference

DRIVERS OF BRAND EQUITY



BRAND NAME
BRAND 

PROMISE
BRAND 

PERSONALITY
BRAND 

ASSOCIATIONS

KEY BRAND ELEMENTS

1 2 3 4



Brand 
Recognition 

/ Equity

Brand 
Preference 
/ Loyalty

Brand 
Insistence

Brand 
Awareness





Reflects the popularity of a well-known TMThe
“Swoosh” is the well known symbol of Nike

Originally Nike’s logo included also the  
shoemaker’s name

THE NIKE CASE



At the end of the nineties, the Nike’s
name  disappeared

The swoosh remained as the main 
identification  symbol of the shoemaker

THE NIKE CASE



Today there is no need to include the 
brand into  this logo since the recognition 
of a simple  swoosh automatically brings 
our attention to  Nike

THE NIKE CASE



THE SWOOSH



THE ART OF BRANDING



Brands are built on what people are saying about you; not 
on what you are saying about yourself!

THE GOLDEN RULE



Awareness
Don’t have a 

perfect product
Don’t have infinite 

resources

Growing market
Increasing 

competition

Cannot enforce 
what people think 

your brand 
represents 

WHY BRANDING? 



BRANDING ELEMENTS



Memorable Meaningful Likeable

Transferable Adaptable Protectable

CHOOSING THE RIGHT ELEMENT





Seize the 
High Ground



CREATE 
ONE 

STRONG 

MESSAGE



Speak in a 
way that 

you can be 
understood



Take the Opposite Test 
(Check your competition)



Message to be 
understood by 

the 
organization 

ladder



Examine the Bounce Back 
(Feedback Research)



Focus on PR 
and 

Advertising 



Your brand should reflect 
humanness



ADVANTAGES OF STRONG 
BRANDING



Improved 
perceptions of 

product 
performance



GREATER 
LOYALTY



Less vulnerability to 
competitive marketing actions



Less vulnerability to crises



Increased marketing 
communications effectiveness



Contributor to the Net Percent 
Value (NPV) 



So what do you 
achieve?



BRAND 
POSITIONING 



The act of designing the company’s 
offering and image to occupy a distinctive 

place in the mind of the target market. 









































The goal with branding is to make sure that 
perception is the one you want people to 

have.



Even if you’re not actively marketing 
your brand, that perception will still 

exist, or worse, won’t exist at all, so it’s 
up to you to shape how you want 

people to feel.



What do you 
want your 
brand to 
achieve?



It’s human nature to want people to like 
you, but likeability doesn’t always 

convert to sales.



Be clear on your 
branding goals, as 
this can help you 

assess the success 
of building your 
brand later on.



Examples of 
brand goals 

include:



Driving awareness of your product or service

Generating business through new leads

Increasing sales

Increasing customer loyalty

Providing a higher standard of customer service



HOW TO CREATE A 
STRONG BRAND IDENTITY



Before you do anything else, 
you need to define your brand.



Humans are exposed to so many brand 
stories, the ones that have cut through 
are the ones we instantly understand.



We often talk about the elevator pitch to simplify 
complex thoughts. So imagine you’re in an elevator 
trying to persuade someone to engage with your 
brand by answering these three questions:



What is your brand called?

What is your brand about?

What makes your brand different?



You don’t need to be on every channel. It’s 
better to choose one and do it right. If you 
can do three, great, but don’t water-down 
your reach because you’re spread too thin.



You don’t need thousands of followers. 10 
followers who buy your product is better than 
1000 followers who don’t buy your product. 

Don’t get caught up in follower figures.



Post frequently. If you’re not posting, 
you’re not visible, so focus on the 

frequency.



HERE ARE 10 WAYS YOU CAN BUILD 
YOUR BRAND ON SOCIAL MEDIA.



1. BE CONSISTENT ACROSS SOCIAL 
MEDIA PLATFORMS



2. Design a logo that demonstrates 
the brand philosophy



3. USE COLORS THAT MAKE A 
STATEMENT



4. Know your tone of voice 
and brand writing style



5. TALK LIKE A 
HUMAN BEING



6. QUIT PLUGGING, START 
CONVERSING



7. TELL A 
COMPELLING STORY



8. BE TRANSPARENT



9. POST RELEVANT CONTENT



10. MAKE IT VISUAL



Now it’s your turn



WHY IS BRAND MARKETING 
SO IMPORTANT IN SEARCH?



It improves your business’ lead 
generation, because it’s easier to sell 
things when you’re a trusted brand.



Higher success rates from acquiring 
links naturally or through sending out 

requests to other webmasters/bloggers.



Search engines are more to favor 
brands when ranking pages on 

search results



Measuring the success 
of your online 

branding campaign:



The best metric to base 
your campaign’s 
achievements is usually 
through the increase in 
amount of 
leads/sales/revenue you 
have generated from the 
campaign.



The increase in visitor loyalty as well 
as new visits (that can all be tracked 

through your Analytics’ audience 
behavior report).



Increase in branded search (people 
searching for your brand name on 

search engines).



The amount of natural brand mentions 
through editorial links, citations and/or 

social mentions.



Approximate amount of engaged users (or 
possible brand advocates), that can easily be 
analyzed by setting goals for both macro and 

micro conversions



Increase in amount of followers on 
key social networking sites that you 
are active on using such as Twitter, 

Facebook or Google+.



Share of search and traffic differentials by 
estimating and comparing your site and 

your competitors’ common targeted 
keywords, amount of search engine traffic 
and traffic price (value of obtained traffic), 

which can be monitored 
using SEMrush or Compete.com.



TRUST SEALS



Another way to motivate your new 
visitors to check more of what you 

can offer is to put emphasis on your 
brand’s accomplishments



Making these things available to be seen by your 
visitors can lift your brand’s importance in your 

industry and can immediately establish trust and 
cultivate interest.





Keyword research and content 
development always go hand in hand in 

every start of campaign, especially in 
SEO, but of course these 2 vital 

processes will also play an important 
role when you’re trying to build a brand. 



• Why? 



Because your campaign’s target 
keywords and the pages where 

they’ll be used will help your brand 
obtain the right audience.



Basically, once you’ve sorted out the list of 
your campaign’s primary as well as 

secondary keywords, it will be the best 
time to lay out your plan of attack to rank 
for those keywords that will help define 

your brand as whole 



Best way to rank for your big list 
of keywords is to create useful 

content for each of your 
targeted keyword.



It’s important that you create useful 
content, since people will more 

likely share and link to your content 
if they’ve found it valuable or worth 

linking to.



It’s also easier to request for links from 
other webmasters and bloggers if they will 
find your content really useful and worth 
sharing to their own networks/followers.



Search engine optimization is getting more 
complex every day, and if you want to own 
an industry-specific keyword (high search 
volume, but very competitive), you’ll need 

to own its support keywords as well



Basing from how search engines 
work these days 

it’s a game of complete 
dominance – and brands have 
more ownership in this era.



BRANDED LINK BUILDING



Most people in this industry have known link 
building to be a practice that enables sites/pages 
to rank for keywords through building links from 
other websites that have those keywords used as 

anchor texts and to pass through PageRank 
(authority/popularity).



However, link building has also 
changed over the years, as it’s 

been also a great marketing tool 
for generating traffic 



The great thing about building branded 
links is that it allows your site to 

assimilate the industry keyword(s) your 
site/brand is aiming to achieve



Allocating 50 – 60% of your link 
building efforts to this type of link 

building tactic will also make it 
easier for you to acquire links



This will more likely result to improving 
your site’s domain authority, which will 
then allow your inner pages to rank for the 
keywords they are designated to rank for.



Create and promote 
embeddable 
infographics that will 
link back to your site 
using branded anchor 
text links.



Target blogroll links by 
establishing connections 
with bloggers in your 
industry. You can easily 
find blogs that have this 
placed on their sidebars 
by using queries like: 
[industry keyword] 
“blogroll”.



Submitting your site 
to business and geo-
specific web 
directories. 



Use your brand 
name as the anchor 
text for the link and 
be sure to offer 
unique descriptions 
for each submission.



Use branded links on your author bio 
when submitting guest blogs or 

columns.



Organize contests or 
awards, and then 
provide embeddable 
branded widgets to 
participants or 
nominees/winners.



Get interviewed by finding bloggers/writers 
that conduct online interviews related to 
your industry. 



You can use search queries 
like [keyword] 
intitle:interview, [keyword] 
intitle:Q&A with, [keyword] 
“expert interview”. 
You can certainly ask for 
links directing to your site 
through these kinds of 
opportunities.



OWN YOUR BRAND’S SERPS

When it comes to online branding, 
defending your own turf in Google’s search 
results, particularly for your main keyword 
(which is your brand name), is top priority.



There will be times that you’ll have tough times 
in your business, where other people or 
unsatisfied customers might publish something 
negative about your brand, 



and that could certainly hurt your image if those 
kind of content will show up instantly on 
Google’s top 10 results when people are 

searching your brand



The good news is that there are online 
reputation management techniques that 
you can use to ensure that you’ll own the 
search results for your brand name.



One method that you can use to protect 
your brand in search results is through 
building strong external profile pages , 



which will include your brand name in its 
page titles and will also link back to your 
main website, by creating accounts and 
optimizing your profile pages from web 2.0 
properties like:



Distributing press releases, which will 
include your brand name on the title of the 

articles, is also another great method to 
shelter your SERP



Interviews are also a powerful branding tool, as it 
strongly demonstrates your authoritativeness in 

your industry when people see it in the top 
results when they search for your brand.



If you’re getting opportunities for 
interviews, always try to suggest if they can 
include your brand name in the title of the 

post/interview.





Social media has always been a 
branding tool and the more it’s being 

used by people (especially by 
consumers) the more it will be an 
instrument for mobility to brands. 

LEVERAGE SOCIAL MEDIA



There are many ways that you can utilize 
social media to develop a strong brand 

presence for your business and listed below 
are most of them.



Use content to drive 
social media 
interactions



Effective social media marketing is usually 
powered by content, as it’s the best way to 

convey messages across the web and 
generate a strong following base.



Making your content as the basis of your 
social media campaign will make it more 

scalable as well as actionable for your 
target audience, given that they’ll have 

more reasons to follow you.



You can also create socially engaging 
content that are proven to attract social 
shares (particularly if the content can be 

marketed well) such 
as curated and crowdsourced content.



ENGAGE YOUR FOLLOWERS 
THROUGH CONVERSATIONS



Social media can also be a great CRM tool, 
given that it’s one way to communicate real-
time with your customers and followers.



Responding to your followers’ questions (on 
Twitter, Facebook and Google+) can help 
build a strong foundation for your brand as 
both an authority and an approachable 
entity in your industry (and this can make 
most of them to trust you as a brand and 
eventually become brand advocates).



BUILD BRANDED 
CONTENT



Create branded 
content that will not 
just stand as a 
linkable asset, but a 
distinctive brand 
asset as well.



Provide extensive free 
resources such as 
monthly free ebooks and 
comprehensive guides 
stored and available 
within your site’s 
domain, 



as this will not only allow you to get bookmarked 
by your visitors, but will also keep your visitors 
coming back to your website – and that’s 
definitely a good branding strategy.
























