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THE BRAND MODEL
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It is what you stand for.  
It is brand DNA.

It is the essential value of your brand.
It is the ultimate role of your brand that 

plays in the world.
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The most powerful brand essences are 
rooted in a fundamental consumer need.

-
Logos may come and go, packaging may 
change but the brand essence remains.
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Innovation And Inspiration
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Freedom
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Rewarding Everyday Moments
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Belonging
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Safe
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Brand 
Promise

The end-benefit that 
the brand promises
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• a promise of specific benefits and value
• a promise that is meaningful and relevant to the user
• a promise that is different from your competition
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Core Value
Proposition

What the brand 
seek to offer
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a believable collection of
the most persuasive reasons 
people should notice you and 

take the action you’re asking for
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You don’t have to be the 
best in every way. 
Sure, it’s great if you are. 
But realistically, 
it’s difficult enough to be 
the best in one way.
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CAN YOU PROVE THAT?
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As long as you don’t prove 
your claims, people are unlikely
to really believe them and your 
value proposition becomes useless.
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Client 
Benefits

What your customer
will choose you

Saturday, November 11, 17 



The real or perceived value that a customer 
experiences or believes he/she is receiving 
through interaction with a company. 
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           Benefits may include 3 aspects 

Functional | Emotional | Self-expression 

• Achievement of a desired outcome or 
• Fulfillment of a need through a purchase; 
• A feeling of confidence following purchase; 
• Satisfaction with post-purchase service.
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THE INNOCENT
Also known as: utopian, traditionalist, naive, mystic, saint, romantic, dreamer
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THE REGULAR GUY/GIRL
Also known as: good old boy, everyman, the person next door, the realist, 
the working stiff, the solid citizen, the good neighbor, the silent majority
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THE HERO
Also known as: warrior, crusader, rescuer, superhero, savior, 

soldier, dragon slayer, the winner and the team player
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THE CAREGIVER
Also known as: saint, altruist, parent, helper, supporter
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THE EXPLORER
Also known as: seeker, iconoclast, wanderer, individualist, pilgrim
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THE OUTLAW
Also known as: rebel, revolutionary, wild man, the misfit, or iconoclast
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Also known as: partner, friend, intimate, enthusiast, 
sensualist, spouse, team- builder

THE LOVER
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THE CREATOR
Also known as: artist, inventor, innovator, muse, musician, writer or dreamer
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THE JESTER
Also known as: fool, trickster, joker, practical joker or comedian
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THE MAGICIAN
Also known as: visionary, catalyst, inventor, charismatic leader, 

shaman, healer, medicine man
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Brand 
Personality

How your brand 
expresses itself
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A set of human characteristics that are 
attributed to a brand name.This is the 

added-value that a brand gains, aside from 
its functional benefits.
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Brand
Positioning

The differentiated 
point of the brand
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 The brand’s positioning is the place in the 
consumers mind that you want your brand to 
own. It is the benefit you want your consumer 

to perceive when they think of your brand.
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nobody is perfect.
we all can go WRONG. 
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1969-1976 1976-1986 1986-10 Oct 2010
10 Oct 2010

-
17 Oct 2010

18 Oct 2010
-

present
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little too normal?
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The brand experience is STRENGTHENED when it is 
INSTILLED into all your PRODUCTS and SERVICES–and 
at EVERY CUSTOMER TOUCH POINT–including CX, UX/
UI, packaging, logos, your tagline, your corporate culture, 
in employee training, etc. 

The brand experience is WEAKENED when it is 
IGNORED, or worse, through INCONSISTENT USAGE, 
MIXED MESSAGES, UNCARING ATTITUDES and 
IMPATIENCE.
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thank you.
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