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“Any damn fool can put on a deal, but it 
takes genius, faith and perseverance to 
create a brand.”

– David Ogilvy, Legendary Adman



Topics

1/ The Brand Concept
2/ Building the Brand
3/ The Consumer Brand

Total Brand Experience : Concept to Consumer



1/ The Brand Concept

“What other company has such 
devoted followers that they 
tattoo the company's logo on 
their bodies?”

– Jeffrey L. Bleustein,  Chairman of 
the Board, Harley-Davidson



A Brand is a distinguishing identity and
promise which benefits the customer.

A Simple Definition



• Usually dominate their 
segment, category, or industry

• Are more recognizable
• Are more profitable
• Constantly innovate and evolve
• And own a space in the 

consumer’s mind
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Source: Jack Trout, “Differentiate or Die”

Brand Strengths



Look Under Your Hood

• Identify your real strengths. 
These are your brand 
features

• Look for, and accentuate 
differences versus your 
competitors

• Focus on the end benefit, or 
promise and what’s driving it

• Make sure you can deliver 
the promise



Brands are determined by their 
Unique Selling Proposition (USP):

• Different, Interesting 
• Important Features
• Meaningful Benefit(s)
• Sustainable

Think of positioning as the “space” a product 
occupies in the consumer’s mind

Positioning



Positioning Statement

“Tabiyat is Afghanistan. It is our water, our way 
of our life. From rugged Afghanistan mountains 
our clean, and healthy water travels far, purifying 
naturally. It is worth the journey, because 
Tabiyat will refresh and free your spirit.”





Fulfilling Higher Needs: The Brand Benefit

Brand Laddering

A simple technique that “ladders”
brand features into meaningful 
benefits

• What does your brand do best?
• Why is that important?
• …and why is that important?

Here’s an example…



Brand Laddering (an example)

Q.  What does your brand do 
best?

A.  Quality. We use only the best 
ingredients.

Q.  Why is that important?
A.  Our cookie is more flavorful 

than others.

Q.  And, why is that important?
A.  Because it provides a fresh, 

lively, fruity taste.

Q.  And, why is that important?
A.  It’s more energizing. Flavors 

kind of burst in your mouth.

Try it…it works!

Rocky Mountain Cookies: In search 
of a more “important” cookie 



“It’s more energizing. 
Flavors kind of burst in 
your mouth.”



2/ Building the Brand



Branding Bottled Water



+ =

Brand Vision… A Simple Equation

?



• Focus on your real strengths 
and capabilities

• These are your brand 
features that can be 
leveraged into meaningful 
benefits

• You are a big part of the 
equation. You must be 
comfortable. Your brand is 
you.

First: Who Are You?

"This above all – to thine 
ownself be true"

– Hamlet, William Shakespeare
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Brand Drivers
true, truth, spiritual, 
awake, awakening, faith, 
awareness, enlightenment

Brand Difference
simple, pure, true water

Brand Building Blocks



illume™

Communicates enlightenment

Positioning:

“illume™ is pristine and simple, 
created only by nature. It 
comes from an ancient, 
mystical spring high and deep 
in the Rockies, a special 
source of true refreshment that 
will awaken your senses and 
inner being.”

An Enlightening New Brand



• The essence of the brand is 
a single, simple value

• Brand essence is the 
personality of the brand and 
is distinctive within its market

• Brand essence creates a 
relationship with the 
consumer, making an 
emotional connection

Brand Essence



Branding Gourmet Food

“Our shelf space is limited. 
For us to take on another 
gourmet item, your product 
must be different. It must 
give our shoppers a 
reason to buy.”

– Grocery Buyer, Kroger



Example: Gourmet Chocolate Sauce

• Small local company
• Current branding: Marie’s 

Fine Foods
– Generic-sounding name
– Uninspiring
– Trademark issues

• Owner’s name: Frasché

• Owner, and product recipe 
originate from Provence, 
France

• Recipes are traditional, but 
artistic creations



Brand Direction

BrandBrief™

• The brand’s résumé
• A detailed creative 

strategy
• Strategy first, then 

design
• Get it right the first 

time 
• Saves time, money



“Frasché Gourmet takes 
timeless European quality and 
makes it more vibrant and 
youthful. Our fresh, artistic 
creations stimulate the senses 
to extend the joy of life’s 
special moments.”

Brand Positioning



Brand Personality

Image:
Simple, bold, but not too fancy. 
French heritage, old-world 
authenticity, but with 
contemporary, artistic/creative flair. 
Timeless quality and class.

Character:
Feminine, sensual. Youthful, fresh, 
vibrant, colorful and fashionable, 
but with substance, intelligence. 
Worldly/international, confident 
and versatile.



Inspiration and Translation



Brand Communication: Website



Brand Communication: Sale Materials



Brand Communication: Packaging



“Carly’s Gold brings life to 
food. That’s because our 
Original Gourmet Mustard 
Sauce is made only with 
natural, healthy ingredients 
like olive oil, herbs and 
mustard seed. It’s the 
perfect companion to any 
meal. Experience the fresh 
aroma and flavor of the 
open West and expand 
your horizons.”

We Bring Life To Food

Think of the tag line as a 
“Mini Positioning Statement”

}

Brand Communication: Tag Line



Brand Communication: Brand Emphasis



Brand Communication: Messaging



Brand Communication: Business



3/ The Consumer Brand



Know Your Market

?

• Look for “gaps”, market 
opportunities

• …or competitive 
vulnerabilities

• Benchmark ideas. Learn 
from other industries, 
categories, segments

• Research the market. 
Make sure needs exists



Know Your Customers

• Get inside their heads
and know what really 
motivates them

• Not just demographics 
(like age, sex, income, 
education, etc.)…

• …But their attitudes, 
preferences, and 
purchase behavior



Create A Relationship

On average…

• 20% of a brand’s volume is 
new trial

• 80% are repeat purchases

• So…

– Get customers into the brand
– Nurture the relationship and 

revenue stream, because…
– It’s costly to lose them!



You've got to stand out. 
You’ve got to be on the 
lunatic fringe.”

– Jack Welch, former CEO, 
General Electric

Be Different

Altoids: Different in every way



Really Different…
“The label said, "Good 
Beer. No Sh*t. "Well, 
that's quite a claim! I 
was intrigued…”

“Bloody hell! It's good. 
No. It's really good. It's 
'oh, my!' good.”

– Website testimonialsFlying Dog: Loud bark, award-winning bite

…But be “quality in all you do”



Stay Different

“Let's get back to the 
core. Push for innovation 
and do the things 
necessary to once again 
differentiate Starbucks
from all others.”

– Howard Schultz, Chairman, 
Starbucks Corporation, in a 
recent memo to Starbucks’
employees

Starbucks: Back to the bean



Tazo Tea: A need for social escape

Make an Emotional Connection

"People need to escape 
through their experiences. 
Tea is a social 
experience. Brands are 
always taking advantage 
of the emotional need for 
a social experience.”

– Marc Gobé, author of  
Emotional Branding



"There's been a shift; 
people don't want to just 
keep up with the 
Joneses. They'd really 
rather be their own 
unique selves" 

– Robyn Waters
President, RW Trend

Really Connect

Jones Soda: A brand for all



Be Engaging

Mix 1 Beverages: Visually unique and good for you



Lärabar: A healthy taste of success    

Have Passion and Commitment



Be Prepared to Change…



…And Reposition Yourself

Whole Foods Market:
• Shifting to Fresh & Local
• Added value. More than 

just “cost-of-entry”, natural
and organic

• One step ahead of 
Safeway, Kroger, and 
Wal*Mart



Learn more about Whole Foods:

Free 21-page white paper on doing 
business with the chain’s Rocky 
Mountain Region

Visit: 
www.brandwerksgroup.com/CO.html



Total Brand Experience: IZZE



IZZE Beverage Company

• Founded: 2002
• Based in Boulder, CO
• Product: 70% fruit juice, 

30% sparkling water. All 
natural; 8 flavors

• Sold to PepsiCo: 2006
• Sale Price: $75M

The first of many shipments    



• Outstanding product
• Unique positioning: Spritzy, 

fizzy, well…“izze”
• Simple, fun brand logo/icon
• Packaging has “thirst-appeal”
• Consistent brand messaging
• “Connected” to community
• Management experience
• Distribution reach; marketing
• Ability to find funding

Success Factors



Total Brand Experience: Sampling/Demos



Total Brand Experience: Consumer Opportunities

Top Five Reasons IZZE is Great for 
Schools

5. IZZE is a simple blend of 100% pure fruit juice and sparkling
water, completely free of refined sugars, caffeine, and artificial 

ingredients

4. With the naturally occurring nutrients of real fruit juice, IZZE is a 
healthier alternative for students

3. IZZE’s 8-ounce cans are a satisfying, reasonable portion

2. IZZE is approved for schools by the USDA*

1. Kids love IZZE!

Going to school: A healthier 
alternative to soft drinks    



Total Brand Experience: Sales & Distribution

• Independent distributors
• National distribution

– Starbucks, Target,Cost Plus, 
Wild Oats, Whole Foods, 
and others 

– restaurants and delis
– Convenience stores

• International 
– Canada, select European 

and Asian countries.



Posters, Stickers, Temporary 
Tattoos, Buttons, Pens, etc.

Total Brand Experience: Merchandising

T-ShirtsBarrel Coolers



Total Brand Experience: Consumer Lifestyle



Total Brand Experience: Publicity/Placement



Total Brand Experience: Part of the Community

“IZZE encourages an 
environment of learning, 
both internally and 
through philanthropic 
actions that invite 
cultural discovery.”

– IZZE Mission Statement



For more information about IZZE Beverage:
www.izze.com

Total Brand Experience: IZZE



Colorado Proud® is a 
brand that provides 
tremendous benefits.

Becoming a member will 
help you generate brand 
awareness, sales and 
brand success!

Another Total Brand Experience that Works

For more information about Colorado Proud:
www.coloradoproud.org



For a copy of this presentation and other resources:
www.brandwerksgroup.com/CO.html

Contact Info:

John Recca
BrandWerks Group
2195 Foothills Dr. S.
Golden, CO 80401

Ph. 720.300.9955
John@brandwerksgroup.com


