
Next-Level Branding and Communication
September 18, 2020

Ann Becker and Chris Ray



• What Is A Brand?
• Brand Architecture
• Generational Insights
• Stakeholder Mapping
• Storytelling
• Goals, Objectives, Strategies
• Building Your Plan
• Tracking Success

What We Will Cover Today



Elevator
Exercise



What is a brand?



People define “brand” in many 
different ways.

What is a brand?



A name, term, design, symbol or any other 
feature that identifies one seller’s goods or 

services distinctively from other sellers. 

What is a brand?
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What is a brand?

“We need a new bottle – which a 
person will recognize as a Coca-Cola 
bottle even when he feels it in the 
dark.”

– Coca-Cola’s legal counsel, 1915



A name, term, design, symbol or any other feature that identifies one 
seller’s goods or services distinctively from other sellers. 

A brand is what you stand for.

What is a brand?



“From its inception more than 100 years ago, Coca-Cola has been 
positioned to contribute to fun times, to making life a little better, a 
little lighter, a little more enjoyable. And part of the brilliance of that 

original strategy was to position Coke as more than a soft drink.”

– M. Douglas Ivester, Former Coca-Cola CEO

What is a brand?



A brand is the total experience gained from the relationship someone 
has with an organization, product or service. It has two living parts: the 
part the organization creates and the part which is kept in the mind of 

the person experiencing it.

What is a brand?



The best-built brands share three hallmarks:

Clarity

Consistency

Character

What is a brand?



What is a brand?

Clarity

Make sure you know what you wish to say.

This is the content of your brand:
Who you are, what you do, who you do it for, 
why it matters to them, and how it’s different 
from anyone else in the marketplace.



What is a brand?

Consistency

Then, make sure you say it (and show it) in the same way, wherever 
and with whomever you do business. This is how all your 
communications, actions and accomplishments start to work 
together, building up into the unity that is your brand presence in 
the marketplace.



What is a brand?

Character

Finally, give it a little oomph, panache, flair.
This is where your personality shines through.

It’s what brings you to life at an emotional level.
It’s what makes people want to connect with you.

It’s what turns necessity into desire.



Getting Started: 
Your Brand



Brand 
Architecture



What you stand for is different from 
an advertising tagline.

Brand Architecture
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Brand Architecture

Source: Simon Sinek
Simon Sinek – Start With Why

https://www.youtube.com/watch?v=IPYeCltXpxw
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Generational 
Insights



Digital Transformation Video 2019

Socialnomics

https://www.youtube.com/watch?v=6k_G_h41ZaQ&t=40s


• World’s largest “_________________” is Facebook.
• 50% of the world’s population is under ___________.
• What do sex and a toothbrush have to do with socialnomics? 
• People will talk more to ____________ than their spouse.
• A ____________ has a longer attention span than the average person.
• 1 in _____ marriages start online. What is especially interesting about 

these marriages?
• Maybe that’s why the most popular hashtag is

# ___________________________.

Takeaways from Socialnomics





• The Six Living Generations In America
• There are six living generations in today’s society. 
• Each generation has collective experiences and share ideals.

Marketing Generational Info

http://www.marketingteacher.com/the-six-living-generations-in-america/


GI Generation 1901-1926:
• Team players.
• They vote.
• Strong loyalties.
• They buy with cash.

Mature/Silents 1927-1945:
• Richest, most free-spending retirees 

in history.
• Avid readers, especially newspapers.
• Cautious.

Generational Takeaways



Baby Boomers 1946-1964:
• Two distinct groups: hippies/yuppies.
• Rock ’n’ Roll generation.
• Use credit to purchase items in advance.
• Active in retirement.

Generation X 1965-1980:
• Entrepreneurial.
• Individualistic.
• Into brand names.
• Many single parents.

Generational Takeaways



Generation Y (Millennials) 1981-2000:
• Schedule everything.
• Digitally literate.
• Believe they are special.

Generation Z After 2001:
• Record number of Hispanics.
• Tweens have buying power.
• KGOY – Kids Getting Older Younger.

Generational Takeaways



Stakeholder 
Mapping



STAKEHOLDERS

Desired Action

Barriers to Taking 
Desired Actions

Best Ways to 
Communicate 

with Them

Instead of

Their Rewards

Our Convincing 
Reasons

STAKEHOLDERS MAP

MEDIA

Positive Coverage

Negative or No Coverage

• Zero to Minimum 
Awareness

• Misinterpretation of Your 
Company

• We’ve Been Recognized 
Seven Times Nationally

• CEO of the Year

• Provide a Story Your 
Readers Will Find 
Compelling 

• One-To-One
• Press Release 
• Deskside Tour



Your Brand’s 
Story and the 
Importance of 
Storytelling



“Any room in our house at any time in the day 
was there to read in or to be read to.”

- Eudora Welty

The Importance of Storytelling



From Storyworks

By Sharlene Sones
@ Brandstoria.com

The Importance of Storytelling

http://brandstoria.com/


• Entergy Newsroom
• Social Media
• Employee News

Corporate Communications

https://www.entergynewsroom.com/
https://www.facebook.com/entergy




Currency that Allows You to Connect Emotionally with Audiences

Storytelling is Communications Gold

https://www.entergynewsroom.com/article/home-for-holidays-in-copiah-county/




It’s Good to Be Blue

https://bluebuffalo.com/why-choose-blue/blue-story/


• Podcasts
• Blogs
• Novels

Get Good at Storytelling



Use digital tools for storytelling.

Social Media 
Steller

Get Good at Storytelling

https://steller.co/


• Johnnie Walker “The Walk”
• Ten years ago, one of Johnnie Walker’s best-ever ads

One of My Favorite Examples of Brand Storytelling

https://www.youtube.com/watch?v=3e_nJQQgO38&feature=youtu.be
https://www.fastcompany.com/90402749/ten-years-ago-one-of-johnnie-walkers-best-ever-ads-was-an-epic-history-lesson


Goals, 
Objectives, 
Strategies and 
Tactics
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Goals, Objectives, Strategies and Tactics



Building Your 
Communications 
Plan



Step-by-Step 
Integrated Communications Plan



Describe Your Business or Organization

• Name
• Location
• Description of products and services



Describe Your Campaign Concept

• Capture the current situation.
• Be specific about your ideas.
• Think through all the opportunities.



What Are Your Campaign Objectives?

• What are you trying to accomplish?
• What are your desired outcomes?



What are the Critical Success Factors?

• Identify the factors critical for the success of this plan.



Who is the Audience?

• Primary Audience(s)
• Identify the main groups of people/customers you are trying to reach.

• Secondary Audience(s)
• Who else?



Key Messages

• Draft key messages.
• What are the main things you want your 

audiences to know?
• You should have three primary messages.



Action Plan

• Identify actions and responsible parties.
• These should be the tactics that will help you 

meet your goals such as social media 
campaign, blog series, email campaign, 
posters, etc….
• Get creative!



Actions Cont….

• More great ideas….



Plan Owner

• Your Contact Info



How to Track 
Success



How to Track Success

“Not everything that can be counted counts, and 
not everything that counts can be counted.”



How to Track Success
Website Traffic + Conversions



How to Track Success
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How to Track Success



Revisiting Your 
Brand 



Thank You


