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What is branding?

 
Branding refers to the process of creating and promoting a recognizable image 
or identity for a company, product, or service. It encompasses everything that 
has to do with how a brand is perceived by the outside world, including visual ele-
ments (such as logos, colors, and design) and intangible elements (such as brand 
values, voice, and promises).

Brands and products galore
Why do some brands outperform others? It’s usually not about the quality of the 
brand or product. There are easy examples (even creative people) of products 
that are not the best, but still sell the best. How so? You probably guessed it…
branding.

You could say that branding is your company’s most valuable asset. It’s your 
company. It doesn’t necessarily have to be just your product. Look at Apple. It’s 
not so much about the iPhone, iMac, or iPad. People want Apple. Because Apple 
is for the creatives, for the people who are different.

Good branding makes you stand out from the crowd. It gives your brand depth, 
meaning, experience. You create a feeling that people feel at home with. Safe 
and secure, so to speak. People want to be connected to this.

A brand (or logo) in itself is not a story. So create experience, emotion. Tell a 
story. Give your brand a life of its own, in which people recognize themselves and 
want to belong to you.

Branding is not a logo
Branding is awareness

Direct your story to your target group. Send your story out into the world, so that 
people also talk about it with enthusiasm.

A brand is not how you see yourself or feel about yourself, but how someone else 
sees you and feels about you.

You don’t want someone to take something from you, you only want them to 
come to you for your product.



You are not going to stay in a luxury hotel
You are going to relax

You are not buying a book or music
You are buying emotion

You are not buying an interior
You are buying coziness

You are not buying a Porsche
You are buying status, or perhaps a boy’s dream

You are not buying security cameras
You are buying safety
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Elements of Branding

Visual Identity
Logo, color palette, typography, and other visual elements.

Brand Voice and Language
The tone and style with which the brand communicates with its target audience.

Brand Values ​​and Promise
What the brand represents and what promise it makes to its customers (e.g., 
quality, reliability, innovation).

Marketing and Advertising
Campaigns and messages that promote the brand and reinforce brand identity.

Target Audience
Branding is aimed at appealing to a specific target audience or market segment 
to build brand awareness, loyalty, and trust.

Examples
Well-known examples of strong branding include brands like Apple, Nike, and 
Coca-Cola, which have created recognizable brand identities that are known 
around the world.
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Strategy

Branding is a strategic process that helps companies create and maintain a 
unique identity and position in the marketplace. It’s not just about a logo or a 
slogan, but a holistic approach that brings together different elements to form 
a consistent brand image. Here are the key components of a branding strategy:

1. Brand Strategy

Definition
This is the plan that defines the direction, goals, and long-term vision of the 
brand. It includes the brand’s mission, vision, and values.

Importance
A clear brand strategy helps define the brand’s unique value proposition and 
differentiate it from competitors. It acts as a guide for all branding activities.

2. Brand Identity

Definition
This includes the visual and tangible elements that represent the brand, such as 
logo, color palette, typography, and design styles.

Importance
Brand identity creates recognition and helps the brand stand out. Consistent 
visual elements create a recognizable and memorable presence.

3. Brand Voice and Language

Definition
This is the tone, style, and manner in which the brand communicates with its 
target audience. It includes the language used in marketing materials, customer 
service, and all communication channels.

Importance
A consistent brand voice helps build a relationship with the target audience and 
reinforces the brand personality. It ensures that all communications are uniform 
and reflect the brand values.



4. Brand Values

Definition
These are the core principles and beliefs that define the brand. They define what 
the brand stands for and what it values.

Importance
Brand values ​​help build an emotional connection with customers. They give 
direction to the company and form the basis for decisions and actions.

5. Brand Promise

Definition
This is the promise the brand makes to its customers about what they can expect 
from its products or services.

Importance
A strong brand promise creates trust and sets expectations for the customer. It 
is a promise the brand must deliver on to build loyalty.

6. Brand Positioning

Definition
This is the unique place the brand occupies in the market and in the minds of 
consumers, compared to competitors.

Importance
Effective brand positioning helps to clearly communicate what sets the brand 
apart and why customers should choose it over other options.

7. Brand Experience

Definition
This is the total perception and interaction a customer has with the brand across 
all touchpoints, such as in-store experiences, online interactions, and customer 
service.

Importance
A positive and consistent brand experience leads to customer satisfaction and 
loyalty. It creates an emotional connection with the brand.



8. Brand Loyalty

Definition
This is the extent to which customers remain loyal to the brand and make repeat 
purchases.

Importance
Brand loyalty leads to repeat sales, word of mouth, and strengthens the brand’s 
position in the market. It is an indication of the health and strength of the brand.

9. Brand Awareness

Definition
This is the extent to which consumers are aware of the brand and can recognize 
it.

Importance
High brand awareness increases the likelihood that consumers will prefer the 
brand in their purchasing decisions. It is the first step in building a strong brand 
identity.

10. Consistent Brand Integration

Definition
This means that the brand is presented consistently and uniformly across all 
marketing channels and touchpoints, including offline and online platforms.

Importance
Consistency strengthens the brand message and ensures that the brand remains 
recognizable and trustworthy to customers.

11. Brand Monitoring and Evaluation

Definition
This is the process of continuously monitoring and evaluating brand performance 
and consumer perception of the brand.

Importance
Regular monitoring helps to understand how the brand is performing and to 
make adjustments where necessary. It ensures that the brand remains relevant 
and effective.



12. Brand Story

Definition
This is the story that encapsulates and communicates the brand’s history, missi-
on, and values ​​to the target audience.

Importance
A compelling and authentic brand story can help build emotional connections 
with customers and strengthen brand identity.

Conclusion
Branding is a complex process that goes beyond visuals. It involves strategic 
planning and execution across multiple dimensions to build a consistent, recog-
nizable, and valuable brand. By working carefully on each of these components, 
companies can create a strong brand that stands out and builds long-term rela-
tionships with their target audience.

1. Product vs. Marketing
A good product doesn’t sell itself. But marketing alone doesn’t sell a mediocre or 
bad product. Exceptions aside.
It’s a combination. Marketing is focused on sales. Branding focuses on the long-
term value of your company.

2. Sell something the market wants
A good offer sells. Not a good argument.
Find your target audience. Build a company where you would want to be a custo-
mer.

3. Direct response vs Brand
Direct response is placing calls-to-action, but also cold acquisition.
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Personal Branding

What is Personal Branding?
Personal branding is the process by which individuals position themselves as a 
brand. It involves promoting your personal qualities, expertise, values, and unique 
skills to differentiate yourself and build a specific reputation. This is especially 
important in professional and social networks.

Characteristics of Personal Branding

Individual Focus
Personal branding is about developing a personal image and reputation. It is 
about how an individual is perceived and recognized by others.

Elements of Personal Branding

Personal Mission and Vision
What you want to achieve and how you want to be perceived in your career or 
personal life.

Expertise and Skills
The specific knowledge and skills you have and how you communicate them to 
others.

Personal Story
Your background, experiences, and stories that illustrate your personality and 
values.

Networks and Relationships
Building connections and relationships that strengthen and support your personal 
brand.

Online Presence
Actively use social media, blogs, and other online platforms to promote yourself 
and strengthen your personal brand.



Target Audience
Personal branding is aimed at potential employers, clients, colleagues, and 
followers. The goal is to build trust, credibility, and a positive reputation within 
your field or network.

Examples
Well-known examples of personal branding include individuals such as Elon Musk, 
Oprah Winfrey, and Gary Vaynerchuk, who use their personal brand image to 
build influence and followers.
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Differences Between Branding and Personal Branding

Branding and personal branding are both forms of brand development, but they 
have different focuses and applications. Below are the key differences between 
branding and personal branding:

1. Focus
Branding focuses on companies, products, or services.
Personal branding focuses on individuals and their personal image.

2. Purpose
Branding creates brand awareness, loyalty, and recognition for a company or 
product.
Personal branding builds personal reputation, trust, and credibility.

3. Elements
Branding includes visual and intangible brand elements such as logos, colors, and 
brand values.
Personal branding includes personal stories, experiences, values, and online 
presence.

4. Strategy
Branding: Often large-scale marketing campaigns, advertising efforts, and brand 
management.
Personal branding: Focuses on individual networking, social media management, 
and personal storytelling.

Conclusion
Branding and personal branding are both crucial concepts for building recognition 
and trust, but they differ in their focus and approach. Branding is about creating 
an identity for companies and products, while personal branding is about building 
a personal reputation and image. Both are essential in today’s marketplace and 
help create a distinctive and consistent presence, both online and offline.
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Rebranding

Why rebrand?

You only have one version of your logo
You’re working with incomplete brand values. This limits your ability to scale your 
business. Your brand should consist of a full logo suite, fonts, color palette, and 
more.

You’ve changed direction
Your business may have recently taken a new direction. Refreshing your brand will 
help clarify your core and attract customers who align with your new direction.

No consistent branding
You have a logo suite and it’s all over the place. You don’t know where to use 
certain logos and you’re not communicating a clear brand message. Your photos 
and other visuals don’t reflect your brand.

You’re getting lost
Your branding doesn’t stand out and you feel like your message is getting lost in 
the crowd. Without strategic branding, you won’t capture the attention of your 
audience in today’s market.
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So...

Branding is:

• how you answer the phone.
• the music that plays in your store.
• the customer friendliness of your staff.
• the way you and your staff dress.
• how you groom yourself.
• the packaging of your product.
• the quality of the coffee you serve.
• the atmosphere of your office/company.
• the style and content of your social media.
• ​​the tone of voice in your emails.
• the smell of the candle in the toilet.
• the look and feel of your website.
• doing what you say.
• the way you respond to complaints.
• the after-sales you offer.
• the aesthetic choices you make.

A brand is not the property of the company, but of the customers who derive 
meaning from it.
Your brand is not what you say it is, but what they say it is.
People do not focus on products or services, but on what it brings them. On the 
feeling they get from it.

In the United States, two groups of people were tested on brand experience. 
Their reaction to hearing positive and negative news about their chosen brand 
of mobile phone was measured using an MRI scan.
One of the groups was an Apple consumer and the other group was a Samsung 
consumer.
Among the Apple-minded (to call them that for the moment) clear signals 
were measured of excitement about the good Apple news and disappointment 
about the bad news about Apple. In the Samsung group, on the other hand, 
almost nothing was measured.

That doesn’t really say anything about the difference in quality between the 
two brands, but it does say something about the enormous difference in their 
involvement and therefore brand experience.
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