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Fresh Eggs and Flying Lessons
Imagine you are driving along a country lane when you pass a field with a 
hand-painted sign like the one above. It says “Fresh Eggs Sold Here” in rough 
handwriting, which the farmer has clearly painted himself with an old paintbrush. 
It’s easy to imagine that he has a small farm nearby and that his wife collected the 
eggs in her apron that very morning. I think most people would find the claim the 
farmer makes on his sign very authentic. 

You drive a couple of miles further down the road and you pass another sign. Just 
like the farmer’s it’s also hand-painted on planks of wood but this time it says 
“Flying Lessons”. The charming, rustic qualities that made the fresh eggs sign so 
appealing doesn’t work here. They don’t give you confidence about an activity 
where technical and mechanical efficiency are matters of life and death. You’re not 
convinced. 

It works the other way too. Suppose you drive another couple of miles further down 
the road and you come across another sign saying “Fresh Eggs”, except this time 
the sign is precision printed on an illuminated hoarding. This brings up an image of 
row after row of battery hens laying eggs twenty to the dozen and never seeing the 
light of day. Again, you’re not convinced, but if it says “Flying Lessons” you’d feel 
rest assured about their offering.

Having the right brand image for your business is very important and can make the 
difference between success or failure.

The woman in the chair
Another way of looking at the importance of brand is to meet the woman in the 
chair. If she is unaware of your brand this is what she is likely to say.
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I don’t know who you are…

I don’t know your company…

I don’t know your company’s product…

I don’t know what your company stands for…

I don’t know your company’s customers…

I don’t know your company’s record…

I don’t know your company’s reputation…

Now – what was it you wanted to sell to me?

A strong and recognisable brand answers all these questions. In fact, what 
branding does is dismisses these questions in the blink of an eye and creates a 
platform for an on-going meaningful dialogue between you and your customers or 
clients.

Task yourself

Imagine you are sitting in front of the woman in the chair. Write down her questions 
and answer them one by one about your product or business.

Brand management & communication

Brands are communicated in all sorts of ways, from a logo on a business card to a 
TV advertising campaign. But there’s a lot more to branding than how your logo or 
marketing communications look. Every experience or interaction a customer has 
with a product or business affects what he or she will think about your  brand.  A 
shop can spend a fortune telling its customers that its staff are helpful and friendly, 
but if a customer is treated rudely or with indifference then that is the image the 
customer will have of the brand.
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Branding is a chain of touch 
points and every chain is only 
as strong as its weakest link.



Brand values
Someone who knew a lot about brand and brand values was Steve Jobs. He may 
have created the most hi-tech companies in the world but he never lost sight of 
the emotional bridge between his products and his audience. In the early days of 
Apple when the company only made computers, he launched the Think Different 
campaign. When everyone else was stalking about RAM and other technical 
specifications, Steve Jobs put forward that the Apple brand “is not about bytes 
and boxes, it’s about values”.
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The campaign showed people, from Albert Einstein to Nelson Mandela, who had 
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changed the world by thinking differently, and that’s what Apple was all about. 
It’s values were creativity, innovation and cool design all married to technical 
excellence. They didn’t think like their competitors, they thought differently.

The other thing to remember is that customers are bombarded with branding 
messages every day. So to be more effective your brand has to do two things: 
stand for one thing and be consistent. The more single minded you can be about 
communicating your brand, the harder your brand will work for your business.

How to define and build your brand

Here are a selection of simple exercises designed to get you thinking about your 
brand. 

#1Brand personality

Here are some examples of brands that are defined by their values, or how they 
wish to appear:

A high street bank – safe, solid, reliable

A seaside attraction – fun, bright, exciting

An upmarket restaurant – elegant, stylish, understated

An eco-friendly drink – caring, concerned, friendly

A cheap fashion label – fun, happy, cheeky   

Task yourself

Write down the three qualities that define your brand or business like in the 
examples above.

 #2 Brand positioning
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No business has a monopoly on what it does or sells. We all have competitors. 
Brand positioning is where your business or product stands in relation to your 
competition. Take a Mini and a Ferarri for example. They’re both cars but they 
have very different brand positionings, and with lots of other car brands in between 
them.  

Task yourself

Where does your business sit amongst your competitors? Write a list of as many 
of your competitors as you can think of, and then rearrange that list under these 
different headings with the best at the top and so on: Cost, Quality, Service, 
Performance, Reliability and any other relevant headings you can think of      

#3 Brand tone of voice (TOV) 

Every successful marketer knows that how you say it just as important as what 
you say. For example, suppose summer temperatures rise to 30 degrees. A posh 
newspaper runs the headline: Britain swelters in heatwave. While a tabloid might 
say:  Phew! Wot a scorcher! The same event but two very different ways of talking 
about it. A consistent tone-of voice is very important in communicating your 
brand. So you need to decide what your brand’s tone of voice should be from the 
start - and stick to it. 

Here are some useful exercises to help you define your brand tone of voice.

Here are some examples of brand tone of voice

The NHS – caring

Uber – hip, cool

An insurance company – reliable

An expensive jeweller – sophisticated

A video game – exciting

Task yourself

Look at the websites of some of your competitors. In each case how would you 
describe their brand tone of voice?

Now look at brands or businesses in completely different sectors to your own 
business, but brands that you think have similar values to your own brand. How 
would you describe their brand tone of voice?

Now, write down how you would describe your brand’s tone of voice?
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Branding and Social Media
Before, building a strong brand used to be done by advertising, which could be very 
expensive. But now with social media platforms and cheaper more targeted digital 
marketing platforms like Facebook ads every business whatever its size has ample 
opportunity to talk to its customers, interact with them, and build their brand.

The key to brand communication is consistency of messaging. By that we mean 
every time your brand speaks to someone it should be repeating the same key 
messages with a consistent look so that it’s immediately recognisable, and with 
a consistent brand tone of voice, so that it’s like the same person speaking to the 
audience each and every time.

Brand & logo design

Designing the look of your brand is a specialist area and really requires the 
services of a professional graphic designer. They have the knowledge and skills 
to design interesting logos, choose relevant type faces and design colour palettes 
and layout styles. 

They’ll also know how to make all these various design assets work together, and 
in what sizes, across all the places your brand will appear, both offline and online. 
Your job is to brief the graphic designer on the look and feel that you think will work 
best for your audience, and then let them work their magic.

To help you guide a graphic designer, see the section entitled The Brief, earlier in 
this series.

Brands work emotionally
Finally, a word about emotion. People respond to brands emotionally, rather than 
rationally, or in other words at the end of the day brands give people positive 
feelings, either about the brand itself or how the brand makes the customer feel 
about themselves and the buying decision they’ve made.
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Brands work most powerfully 
when they make people feel 
better about themselves – 
bigger, smarter, kinder, cooler, 
the list goes on…
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