
BRAND LED COMPANIES



a commodity defined only by its physical properties

without a brand this is what you are selling

market
PRICE $1



a commodity BUT WITH A Whole SET OF NARRATIVES ATTACHED TO IT

with a brand this is what you are selling

UP to 
$402!*

*Kona Nigari Water



Typical BRAND Narratives

our
charismatic

leader

location
[from]

'special'
ingredients

fun!

helping
the planet

fashionable

celebrity

unique

purity

history



$1.05

Which one will you pick?

$2.29

Zero Trust, values 
personality

Trusted - differentiated
personality - shared values



from
commodity

to
Brand

[narrative include; authenticity - history
family - innovation - durability &

speaking to a new customer]



"Actual Self + Brand = Ideal Self"

we don’t buy stuff just because we need it
we buy stuff to become someone better



WELL KNOWN [BRANDS] NARRATIVES

Rebel

Intuitive Design Experiences

Disrupt Business

Adrenalin

 Conscious FarmingRebel Disrupt Business

SAFE DRIVING Intuitive Design ExperiencesSAFE DRIVING

your an athlete Conscious Farming your an athlete

natural cosmeticsAdrenalin natural cosmetics



Great Engineering Great Engineering

Easy to use

Stylish

Charismatic
Leader

Genius 
Bar

Original

Apple’s Share of Smartphone Industry’s PROFITS is 92%
- remarkable given that it sells less than 20% of smartphones - WSJ 2015

GREAT NARRATIVES = higher profits



What’s the difference between....

brand led companyA brand



Business
objectives

marketing
& Advertising

employees

products

BIG IDEA

outside

inside

softhard

presence

capability

offer
Stuff Outside your company/control

Functional Emotional

Stuff within your company/control

Products & Services
Drive action! your place in the world 

image/how you are seen

how it feels within the company

skills methods process assets 
people

culture

The brand Essence Influences EVERYTHING the company does



solves a problem

aligns with a value

IS part of a higher cause

has a bigger vision

motivates action

elicits a response

HAS Credibility

Authentic

Different [in category]

not just any OLD idea will do....



“Q: What is your brand 
                            in the world to do?” 

Uncovering your brand essence

THE FUTURE

BRAND PURPOSE

WHAT’S WRONG?

WHAT’S UNIQUE?

the world

what do you [should you] be known for

[mash up two ideas]

competitors

circumstance

products



Uncovering your SUB Narratives

functional

emotional

BIG
IDEA

RTB

values

benefits

results

mission

personality

people
place



Sharing your narratives

CUSTOMERS want to participate in the brand story
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New...

GIVE GET



Increased Efficiency
greater focus

improved loyalty & advocacy

Benefits

AMPLIFICATION



How can you transition to
a brand led company?



1: UNCOVER YOUR BIG IDEA [your PURPOSE]
& SUB Plots

2: create your culture
3: develop a 3600 strategy

4: Connect with People



Discover DEFINE

the classic Design Thinking process

DEVELOP DELIVER
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your brand as a 3600 experience



It is just a mug with a logo

BUT CUSTOMERS are happy to pay five times more
just for the narratives



0477 031 775

melbournebranding.com

<icons made by <a href="http://www.freepik.com" title="Freepik">


