
M O D E L :

Building your  business case for  brand

S t e p  4 :  
E n g a g e  

s t a k e h o l d e r

S t e p  5 :  
M e a s u r e  

b r a n d  
p e r f o r m a n c e

T h e  m e n t a l i t y  o f  
a  c - s u i t e  t h a t  
d o e s n ’ t  e n g a g e  
w i t h  b r a n d

• Brand = logo (and part of 
the “colouring in 
department”)

• Brand is a nice to have –
not must have

• Regard brand as an 
expense not investment

• Short term ROI-driven 
marketing mindset

• Sceptical of the 
commercial value brands 
deliver

T h e  m e n t a l i t y  o f  
a  c - s u i t e  t h a t  
d o e s  e n g a g e  
w i t h  b r a n d

• Brand = intangible 
business asset

• Brand is a must have – not 
nice to have

• See brand as investment 
not an expense

• Balanced brand / 
activation marketing 
mindset

• Advocate commercial 
value brands deliver

• I d e n t i f y  k e y  
s t a k e h o l d e r s  
i n  t h e  c - s u i t e  
– a n d  t h o s e  
t h a t  i n f l u e n c e  
c - s u i t e  
p e r c e p t i o n s

• S e q u e n c e  
s t a k e h o l d e r s

• E n g a g e  w i t h  
s t a k e h o l d e r s  
u s i n g  a n d  
m e a s u r e s  a n d  
e v i d e n c e  v i a  
s i m p l e  
l a n g u a g e

S t e p  3 :  
P r e p a r e  
t o  s h a r e  

b r a n d  
e v i d e n c e

• B a s e l i n e  b r a n d  
p e r f o r m a n c e
m e t r i c s

• I d e n t i f y  c a s e  
s t u d i e s  
( i d e a l l y  f r o m  
c o m p e t i t o r s )  

• O b t a i n  
e v i d e n c e -
b a s e d  r e s e a r c h  
t o  s h o w  v a l u e  
b r a n d  d e l i v e r s

• R e - m e a s u r e  
e m p l o y e e ,  b r a n d  
a n d  f i n a n c e  
m e t r i c s  t o  s h o w  
v a l u e  b r a n d  
d e l i v e r s

• C o n s i d e r  
w h e t h e r  q u a n t  i s  
e n o u g h

• S h a r e  i n s i g h t s  –
s h a m e l e s s l y  –
w i t h  k e y  
s t a k e h o l d e r s
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S t e p  2 :
M e a s u r e  

b r a n d  
p e r f o r m a n c e

• T a k e  a  
b a s e l i n e  o f  
e m p l o y e e ,  
b r a n d  a n d  
f i n a n c i a l  
m e t r i c s .

• O b t a i n  
Q u a l / q u a n t /  
q u a l  – i f  t i m e  
a n d  b u d g e t s  
p e r m i t

S t e p  1 :  
S i m p l i f y  

b r a n d  
l a n g u a g e

• I d e n t i f y  k e y  
b r a n d  t e r m s  
a n d  s i m p l i f y  
t h e  l a n g u a g e

• T e s t  r u n  y o u r  
s i m p l i f i e d  
b r a n d  
l a n g u a g e  
w i t h  c l o s e  
c o n t a c t s  w h o  
d o n ’ t  w o r k  i n  
m a r k e t i n g


