
BRANDING & BIG IDEAS



Ident it y.

It is never too late to be what you could have been.
Battle for territory has evolved into competition for share of mind.

IDENTITY ANSWERS QUESTIONS
• Who am I?
• Who needs to know? 
• Why do they need to know? 
• How will they find out?
• How do I want them to respond?



Ident it y.

It is never too late to be what you could have been.

Brand.

Products are created in a factory. Brands are created in the mind.

Brand is not what you say it is. It is what they say it is.
–Marty Neumeier The Brand Gap

BRAND IS A PROMISE, THE BIG IDEA, and the expectations that 
reside in each customer’s mind about a product, service, or company. 

• People fall in love with brands
• Trust them
• Develop strong loyalties to them
• Buy them
• Believe in their superiority

–Walter Landor, Founder Landor Associates



Brand Ident it y.

It’s not what you look at that matters, its what you see.
A logo is the point of entry to the brand.
– Milton Glaser, Designer

While brands speak to the mind and heart, BRAND IDENTITY IS 
TANGIBLE AND APPEALS TO THE SENSES.

Brand Identity is the visual and verbal expression of the brand.  
Identity supports, expresses, communicates, synthesizes, and 
visualizes your brand.  

You can see it ,touch it, hold it, hear it, watch it move.  

It begins with a brand name and a brand mark, it evolves into a 
matrix of tools and communications.  

Brand identity increases awareness and builds businesses. 

–Henry David Thoreau

Brand.



Brand Ident it y. The Best Brands.

The Best Brands stand for something: a big idea, a strategic 
position, a defined set of values, a voice that stands apart. 

Vision is the ability for a passionate leader to see what others 
cannot and deliver what they believe is possible.

Positioning is the ability to break through barriers of oversaturated 
markets to create new opportunities.

The Big Idea is a company’s way of articulating its mission, 
principles, brand values or attributes.  The best big idea 
statements are simply worded and help align behavior, actions, and 
communication.

Meaning inspires the creative process as it is conveyed through a 
symbol, a word, or an action.  It is the DNA of brand.  Understanding 
what a  mark represents accelerates recognition.  Meaning is 
distilled, assigned, builds consensus, and evolves over time.

Nike was the goddess 
of victory.  The logo, an 
abstraction of a wing, 
designed by Carolyn 
Davidson, was an 
appropriate and meaningful 
symbol for a company that 
marketed running shoes.  
The “Just do it” campaign 
communicated such a strong 
point of view to the target 
market that the meaning of 
the symbol evolved into a 
battle cry and a way of life 
for an entire generation.


