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Wa n t  a c c e ss  to  t h e 

g re ye d  o u t  s e c t i o n s? 

T h e s e  s e c t i o n s  a re 

exc l u s i ve  to  P ro p o l i s 

m e m b e rs .  Wa n t  to  l e a r n 

m o re  a b o u t  P ro p o l i s? 

C l i c k  h e re.

http://propolis.b2bmarketing.net
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t hat ’s  d i g i t a l  or  hu man,  d i rect  sa l es  force  or 
b u s i ness  p ar t ners.  Bu t  i t ’s  not  j u s t  t he  messaging 
ab ou t  t he  p rod u ct  or  serv i ce  b ei ng of fered ; 
b rand i ng shou l d  a l so  reveal  a  cons i s tent  v a l u e 
sys t e m  t hat  a  b u s i ness  want s  t o  p resent  t o  t he 
wor l d .  N ot  onl y  what  a  comp any of fers ,  b u t  a l so 
what  i t  b el i eves  i n.

Ju st  as  i n  t he  ex amp l e  d escr i b ed  ab ove,  t he  b rand 
va l u e  system mu st  b e mai nt a i ned  b y  a  mu l t i t u de of 
comp any emp l oyees  and  t hei r  b u s i ness  p ar t ners. 
Whi l e  we market i ng ex p ert s  l i ke  t o  t a l k  ab ou t 
b rand ,  t hat  i s  not  u su al l y  t he  termi nol ogy u sed to 
gu i d e non-marketers  i n  t hei r  commu ni cat i on  or 
b ehavi ou r.  Usu al l y,  we now t a l k  ab ou t  t he  cu stomer 
ex p er i ence and  ask  ou r  col l eagu es/p art ners  t o 
p rov i d e t he  b est  p oss i b l e  CX i n  t hei r  i n teract i ons. 
In  ensu r i ng t hat  ou r  b rand  i s  cons i s tent  and 
d i s t r i b u ted ,  we are  s t r i v i ng t o  b u i l d  an  au t hent ic 
b rand  –  one t hat  d el i vers  what  i s  p romi sed .  T hat , 
t herefore,  i s  t he  t i t l e  and  focu s  of  t h i s  rep ort .

Wi t h  t hat  i n  mi nd ,  we hel d  ex tens i ve  i nterv i ews 
wi t h  severa l  seni or  B2B marketers  t o  hel p  u s 
ob t a i n  d eep  i ns i ght  i n t o  t he  t op i c  of  b rand 
au t hent i c i t y  –  what  i t  means  t o  marketers ,  how 
t hey  ap p roach i t ,  t he  va l u e  i t  can  d el i ver,  and  the 
chal l enges  t hey  face.  T hese i nterv i ews serve  as 
t he  b as i s  o f  t h i s  rep ort .

We’d  a l so  l i ke  t o  t hank  Darren Col eman,  Prop ol is 
Hi ve  ex p ert  for  Brand  & Content  St rategy,  who 
hel p ed  shap e t h i s  rep ort .  Darren sp eci a l i ses  i n 
hel p i ng organi sat i ons  t o  d r i ve  growt h and  ret a in 
re l evance t hrou gh b rand  ex p er i ences,  and  has  been 
d oi ng t h i s  for  25+ years  across  Eu rop e,  t he  Middle 
East  and  As i a  Pac i f i c .  Johnson & Johnson,  Fau recia, 
Du b ai  Prop ert i es,  Ab b ot ,  FUJ IF ILM,  N i kon and 
Orange are  j u st  some of  t he  b rand s  he’s  hel p ed,  so 
he  b r i ngs  wi t h  h i m a  weal t h  of  ex p er i ence.

Even as  B2B marke te rs  be c o m e  m o re  pre c is e  and 
targeted up and dow n th e  funne l ,  brand s t rate g y  i s 
s t i l l  the  s tar t ing point  fo r  m any  c o m panie s ’  overa l l 
go- to-market  appro ac h .  W hy ?  We l l ,  B 2 B  c o m pani es 
that  do not  take  an  ac t ive  r o le  in  c ra f t ing th e i r 
brand are  leav ing p e rc e pt io n up to  c h anc e.  Havi ng 
a  def ined brand a l lows  c o m panie s  to  guide  th e i r 
nar rat ive  and the  p ubl ic ’s  o pin io n.  B randing is  mu ch 
more than bui ld ing  aw are ne ss ;  i t  e s tabl is h e s  and 
mainta ins  credibi l i ty  w i th  pr o s pe c ts ,  c us to m e rs, 
employees  and par tne rs .

I  wel l  remember  leading a  m ul t i -ye ar  pr o je c t  back 
in  2002–2005 help ing th e  s o f tw are  g iant  SA P 
to  understand how th e y  w o n,  o r  lo s t ,  th e i r  m o re 
important  deals .  Fo r  e ac h  de al ,  we  w o uld inte r v i ew 
the customers  about  h ow  th e y  c am e  to  th e i r  buy i ng 
decis ion.  Every  de al  invo lve d par tne rs  l ike  bus iness 
consul tants  and/or  sys te m  inte grato rs ,  and i t  was 
c lear ly  important  to  SA P th at  we  re c o rd no t  o nly 
what  thei r  customers  we re  th ink ing,  but  a ls o  h ow 
those par tners  were  c o m m unic at ing SA P ’s  va lues 
and of fer ing.  Al tho ugh  th e  w o rd ‘brand’  w as n’t 
used (B2B vendors  d id  no t  ta lk  abo ut  brand th en;  I 
am not  even sure  i f  th e  c l ie nt  w o r ke d in  m ar ke t ing) , 
they  were  rea l ly  che c king o n th e i r  brand c o ns is tency 
throughout  thei r  sa le s  c h anne l .  S im ply  put ,  we re  t he 
par tners  te l l ing the  s am e  s to r y  as  SA P?

Branding begins  wi th  c o ns is te nc y  o f  pre s e ntat ion 
across  a l l  channels  o f  c o m m unic at io n,  w h e th e r 
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B ra n d i n g ’s  j o u r n e y  f ro m  l o g o  
t o  m e ss a g e  t o  a u t h e n t i c i t y 

P E T E R  O ’ N E I L L , 

lead analyst , 

B2B Market ing
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B ra n d  a u t h e n t i c i t y  i n t e r p re t e d 
i n  p ra c t i c e    

do i n g  w h at  th e y  s ay  th ey ’ l l  do :  wa l k i n g  th e  wa l k  
a n d  n o t  j ust  ta l k i n g  th e  ta l k .”

Mi ke Wol fe,  head  of  b rand  and market i ng,  
Pens i on Insu rance Corp orat i on:  “ R ea l ly  
u n der sta n d i n g  w h at  yo u r  b r a n d  i s ,  w h at  i t  s ta n ds  
for,  a n d  b ei n g  c lea r  o n  h ow  i t  h elp s  yo u r  c  usto m er  
–  th at  i s  b ei n g  a uth ent i c .”

For  ot hers,  t he i r  d ef i n i t i on  ex pl ores  a  b road er  
meani ng of  b rand  au t hent i c i t y :

Cat her i ne  Du t t on,  g l ob al  CMO, At os:   
“ To  m e,  b r a n d  a uth ent i c i ty  m ea ns  a n  o r ga n i s at i o n  
th at  h as  c  o ns c i o us ly  dec i ded  to  b e  c  o ns i s tent ,  
t r a nsp a r ent  a n d  r ea l  a c r o ss  a l l  o f  i t s  m e ss a ge s ,  
th em e s ,  b r a n d i n g  p r o g r a m m e s ,  c  a mp a i g ns  a n d  
e vent s .  I t  a ls o  i n c  o rp o r ate s  th e  r e sp o ns i b i l i ty  
we  h ave  to  s o c i e ty  as  b r a n ds  to  c o nt r i b ute  
ec o n o m i c  a l ly,  s o c i a l ly  a n d  env i r o n m enta l ly.”

To organise the thoughts  of  the seven senior  marketers 
we spoke with,  we star ted with  a  quest ion about  what 
brand authent ic i ty  meant  to  them personal ly. 

3 .1 .  T h e  d e f i n i t i o n  v a r i e s

The def in i t ions  of  ‘brand auth e nt ic i ty ’  te nde d to 
re f lect  the  most  im po r tant  bus ine ss  im pe rat ive s  i n 
the  B2B sector  that  e ac h  exe c ut ive  w as  w o r k ing  i n. 
Th is  resu l ted in  a  var ie ty  o f  de f in i t io ns  th at ,  a t  f i rs t , 
seem to  be vast ly  d i f fe re nt ,  o r  e ve n c o nf l ic t ing. 
However,  the  sent im e nts  in  e ac h  de f in i t io n  are 
somewhat  cons is te nt .

As  th is  was  the  ope ning que s t io n,  a l l  in te r v iewees’ 
responses  are  docu m e nte d h e re.  F o r  s o m e,  brand 
authent ic i ty  i s  about  e ns ur ing an  o r ganis at io n  del i vers 
on  i t s  brand promise :

Annabel  Rake,  par t ne r  and C M O, D e lo i t te  No r th 
& South  Europe :  “ R ea l ly  s i mp ly  p ut ,  I  th i n k  b r a n d 
a uth ent i c i ty  i s  a l l  a b o ut  del i ver i n g  o n  yo u r  b r a n d 
p r o m i s e  –  s o  yo u r  a c t i o ns  del i ver  a g a i nst  th e  wo r ds  yo u 
us e.  T h i s  m ea ns  i dent i f y i n g  h ow  yo u r  b r a n d  c a n  del i ver 
o n  ex p ec tat i o ns  a n d  p r o m i s e s ,  w i th  a  c lea r  p u rp o s e 
at  i t s  c o r e.  A  b r a n d ’s  p u rp o s e  s h o u ld  b e  a uth ent i c  – 
th e  r eas o n  th at  a n  o r g a n i s at i o n  a n d ,  i mp o r ta nt ly,  th e 
p eo p le  i n  i t ,  sw i tc h  o n  ever y  m o r n i n g .”

Simon Timmis,  head o f  brand,  d ig i ta l  and im pact 
market ing,  The IET:  “ I  th i n k  i t ’s  a b o ut  r e f lec t i n g 
o ut s i de  w h at ’s  i ns i de.  I t ’s  a b o ut  b ei n g  r ea l ,  g en u i n e 
a n d  m a k i n g  s u r e  th at  yo u’r e  a lways  c h ec k i n g  th at 
a b o ut  yo u r  o r ga n i s at i o n  –  w hy  yo u  ex i s t  a n d  w h o  yo u 
a r e  as  a  b r a n d .”

Stefan  Doer ing,  brand s t rate gy  le ad,  Pw C :  “ W h at 
b r a n d  a uth ent i c i ty  m ea ns  to  m e  i s  o r g a n i s at i o ns 

B Y  P E T E R  O ’ N E I L L

“ B ra n d  a u t h e n t i c i t y 
i s  a l l  a b o u t  

d e l i ve r i n g  o n  yo u r 
b ra n d  p ro m i s e.”

A N N A B E L  R A K E , 

pa r t ne r  a nd C MO, D e loi t te 

Nor t h  & S out h  E ur ope
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As  th is  report  wi l l  de m o ns trate,  brand auth e nt ic i t y 
has  now begun to  e nc o m pass  e c o no m ic ,  s o c ia l  and 
governance (ESG)  inte re s ts ,  and th is  th e m e  c ame u p 
in  severa l  other  answe rs . 

Dave Hughes,  head o f  m ar ke t ing,  Ide al :  “ I  th i n k 
th e  c o r e  o f  a  b r a n d  i s  a r o u n d  w h at  yo u r  p o tent i a l 
a u d i en c e  th i n k s  o f  yo u r  o f fer i n g  a n d  yo u r  c o mp a ny. 
Auth ent i c i ty  i s  p r ob a b ly  a lways  p a r t  o f  th at .  I t  h as 
b ec o m e  m o r e  to p - o f - m i n d  fo r  m a r ke ter s  b ec a us e 
o f  ES G  a n d  s usta i n a b i l i ty  d i s c uss i o ns  over  th e  last 
c o up le  o f  yea r s .”

Ruth  Connor,  VP  g l o bal  m ar ke t ing,  K a l ibrate :  “ I ’m  a 
m ass i ve  b el i ever  i n  th e  a uth o r  S i m o n  S i n ek ’s  c o n c e p t 
o f  ‘S ta r t  Wi th  W hy ’ .  Yo u  th en  us e  th at  to  g u i de  a l l 
dec i s i o ns ,  n o t  j ust  i n  m a r ke t i n g ,  b ut  f r o m  a  p r o d u c t 
develo p m ent  a n d  even  a  b us i n e ss  s t r ateg y  p o i nt 
o f  v i ew.  I  th i n k ,  m o r e  r ec ent ly,  m a r ke t i n g  tea ms 
a r e  b ei n g  g i ven  a  b r o a der  r em i t  a r o u n d  c o rp o r ate 
gover n a n c e  a n d  even  s o c i a l  r e sp o ns i b i l i ty.”

Without  t ry ing to  o f fe r  ye t  ano th e r  de f in i t io n 
to  the  above l i s t ,  I  w i l l  s um m ar is e  th is  o pe ning 
discuss ion by  sugge s t ing th e  fo l low ing:  brand 
authent ic i ty  i s  how a  c o ns um e r/ c us to m e r 
perceives  a  company  to  be  fa i th fu l  to  w h at  th e 
brand is  promis ing .  C o ns um e rs ,  inc luding B2 B 
buyers,  a re  in tu i t ive.  Th e y  no t ic e  and l i s te n 
to  a  brand promise  and s e t  th e i r  expe c tat io ns 
accordingly.  Howe ve r,  i f  a  brand c o ntradic ts  i t se l f, 
th is  could  lead the  c us to m e r  lo o king e ls ew h e re. 
Perceived brand au th e nt ic i ty,  th e re fo re,  c o ns is ts 
o f  the  fo l lowing four  m ain  e le m e nts : 

	› Cont inui ty :  a  brand be ing fa i th fu l  to  i t s e l f.

	› Credibi l i ty :  a  brand be ing t r ue  to  i t s  c o ns um ers.

	› In tegr i ty :  a  brand th at  i s  m o t ivate d by  c ar ing  
and respons ib i l i ty.

	› Symbol ism:  a  brand th at  s uppo r ts  c o ns um e rs  
in  being t rue  to  th e m s e lve s .

3 . 2 .  B ra n d  a u t h e n t i c i t y  i s  i m p o r t a n t  
a n d  d o e s  b r i n g  b e n e f i t s  

T he answers  l i s ted  ab ove d emonst rate  a  l evel  o f 
ent hu s i asm for  b rand i ng t hat  i s  not  necessar i l y 
fou nd  t hrou ghou t  t hei r  organi sat i ons.  When asked 
i f  t he i r  d ef i n i t i on  was  shared  b y  everyone i n  t hei r 
organi sat i on,  most  o f  t he  seni or  marketers  we 
i nterv i ewed  ex p l a i ned  t hat  t h i s  was  not  rea l l y  a  topic 
of  d i scu ss i on i n  t hei r  comp any ( for  obvi ou s  reasons, 
t he  names have b een l e f t  ou t ) : 

	› “ I ’m  n o t  s u r e  i t ’s  o n  p eo p le’s  r a da r.”

	› “ I  do n ’t  th i n k  i f  yo u  as ked  my  m a n a gem ent  tea m 
a b o ut  a uth ent i c i ty  a n d  b r a n d  th e y  wo u ld  h ave 
th o u ght  a b o ut  i t  at  a l l  s o  fa r.”

	› “ We  do n ’t  n ec e ss a r i ly  us e  th e  p h r as e  ‘ b r a n d 
a uth ent i c i ty ’  a c r o ss  th e  o r ga n i s at i o n .”

	› “Cer ta i n ly,  at  a  s en i o r  lea der s h i p  tea m  le vel ,  
I  th i n k  i t ’s  ver y  u n c lea r.”

Once agai n,  d esp i te  t he  fact  t hat  a l l  i n terv i ewees 
were  convi nced  ab ou t  t he  i mp ort ance of  b rand 
au t hent i c i t y,  t he  reasoni ng for  t h i s  i mp ort ance 
d i f fered  accord i ng t o  organi sat i on  and  sect or. 
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Dave Hu ghes:  “ T h e  b en e f i t  o f  a uth ent i c i ty  i n  yo u r 
b r a n d  i s  c o ns i s ten c y  o f  m e ss a g i n g  over  th e  lo n g -
ter m .  Yo u  n eed  to  i nve st  i n  th e  b r a n d  over  th e  lo n g -
ter m  b ec a us e  p r ob a b ly  o n ly  o n e  o r  two  p er c ent  o f 
ta r ge t  b uyer s  a r e  r ea dy  to  b uy  at  a ny  p o i nt  i n  t i m e.”

Cat her i ne  Du tt on:  “ U l t i m ately,  i t  lea ds  to  g r eater 
loya l ty,  w h e th er  th at ’s  r e tent i o n  o f  c o r e  ta lent  w i th i n 
yo u r  o r ga n i s at i o n ,  o r  del i ver i n g  dee p er  r e lat i o ns h i p s 
w i th  c usto m er s  to  lea d  to  a n  i n c r eas e  i n  p u r c h as e s  o r 
s h o r ten i n g  th e  b uy i n g  c yc le.” 

Ot hers  s t ressed  t he  r i sk  o f  ad verse  i mp ress i ons  and 
p ercep t i on.  Brand  au t hent i c i t y,  i n  a l l  i t s  facet s ,  i s 
need ed  t o  mi t i gate  t h i s  r i sk. 

Ste fan  Doer i ng:  “O r ga n i s at i o ns  a r e  m u c h  m o r e 
t r a nsp a r ent  th a n  th e y  us ed  to  b e,  a n d  th er e’s  m u c h 
m o r e  p u b l i c  s c r ut i ny.  T h er e  a r e  m o r e  d i s c uss i o ns , 
c o ntent  a n d  i ns i ght s  s h a r ed  th r o u gh  s o c i a l  m ed i a 
a n d  emp loyee  a dvo c a c y,  w h i c h  m ea ns  i t  i s  e ven  m o r e 
i mp o r ta nt  th a n  e ver  to  b e  a uth ent i c ,  to  b e  r ea l ,  a n d 
to  h ave  i nteg r i ty.”  

Annabel  Rake:  “O u r  b r a n d  h as  to  b e  em b o d i ed  by 
o u r  p eo p le,  th e  way  th at  th ey  del i ver  p r o j ec t s ,  th e 
way  th at  th ey  i nter a c t  w i th  o u r  c l i ent s ,  th e  way 
th at  th ey  lea d  th ei r  tea ms .  T h at ’s  w hy  att r a c t i n g 
a n d  r e ta i n i n g  p eo p le  th at  s h a r e  o u r  p u rp o s e  a n d 
va l u e s  i s  c r i t i c a l .”

Mike Wol fe:  “ I  th i n k  i t ’s  a b o ut  th e  c o ns i s ten c y.  
I f  o u r  p eo p le  i nter n a l ly  a r e  u n c lea r  a b o ut  w h o  we  a r e 
a n d  w h at  we  do,  we  r i s k  ex ter n a l ly  c o n f us i n g  
o u r  c usto m er s .”

Simon Timmis:  “S o m eb o dy  s a i d  to  m e  th e  o th er  day 
th at  a  b r a n d  i s  r ea l ly  j ust  th e  s u m  o f  i t s  to u c hp o i nt s . 
S o,  i f  we  wa nt  to  s ta n d  fo r  s o m e th i n g  a n d  b e  a 
c o ns i s tent  b r a n d ,  we’ve  g o t  to  m a ke  s u r e  th at  a l l  o f 
o u r  to u c hp o i nt s  a r e  c o ns i s tent  a n d  th er e fo r e  th ey 
h ave  to  b e  a uth ent i c .”

When asked about  th e  ke y  be ne f i ts  o f  brand 
auth ent ic i ty,  there  we re  s e ve ra l  c le ar  po ints  o f  v i ew.  

Some re fer red to  th e  h is to r ic  de bate  abo ut 
demand generat ion  and branding be ing s h o r t - term 
versus  long-term mar ke t ing.  Th e  m ajo r  be ne f i t  o f 
brand authent ic i ty  be ing th at  y o u c an m ainta in  a 
re la t ionship  wi th  buye rs  e ve n w h e n th e y  are  not 
buy ing at  that  mom e nt. 

“ T h e  b e n e f i t  o f  a u t h e n t i c i t y  i n 
yo u r  b ra n d  i s  c o n s i s te n c y  o f 
m e ss a g i n g  ove r  t h e  l o n g - te r m .”

D A V E  H U G H E S ,  

he a d of  ma r ke t ing,  I de a l
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Somet i mes,  i t  he l p s  t o  b e i n  a  growt h p hase and 
commu ni cate  t he  b rand  ob j ect i ves  d u r i ng t he 
i nd u ct i on p rogrammes. 

Mi ke  Wol fe:  “Many new j o i ners  have s t ar ted  i n  the 
l as t  1 8  mont hs  d u r i ng l ockd own.  How we i mmerse 
t hem i n  t he  cu l t u re  and  ou r  va l u es  has  t o  s tem f rom 
you r  b rand .”

As most  o f  t he  execu t i ves  have b een say i ng, 
b rand  au t hent i c i t y  need s  t o  b e car r i ed  b y  a l l 
emp l oyees,  b u t  market i ng has  an  ex p l i c i t  ro l e  in 
managi ng t h i s  p rocess.   

Cat her i ne  Du tt on:  “ I t ’s  s o m e th i n g  we  a r e  a c t i ve ly 
fo c us ed  o n  a c r o ss  o u r  o r ga n i s at i o n .  We  h ave  a  n ew 
m ovem ent  a c r o ss  th e  o r ga n i s at i o n  i n  r e lat i o n  to 
c u l t u r e,  w h i c h  en c o u r a ge s  th e  r ede f i n i t i o n  o f  o u r 
c o r e  va l u e s  as  a  b us i n e ss  a n d  h ow  we  a r e  a uth ent i c 
i n  e ver y th i n g  we  do.  Wi th i n  m a r ke t i n g ,  a  b i g  fo c us 
fo r  us  c u r r ent ly  i s  o u r  c o ns i s ten c y  i n  m e ss a ge  a n d 
ge tt i n g  th i s  r i ght  –  s o  m u c h  s o  th at  we  a r e  i nve st i n g 
i n  a  n ew  glob a l  m a r ke t i n g  c ent r e  o f  exc el len c e  s o le ly 
fo c us ed  o n  c o ntent  m a r ke t i n g  to  do  th i s .” 

3 . 4 .  Au t h e n t i c i t y  m u s t  b e  v i s i b l e  i n te r n a l l y 
a s  we l l  a s  ex te r n a l l y

One i mp ort ant  cons i d erat i on  t hat  we ex p l ored wi th 
ou r  i n terv i ewees  i s  whet her  or  not  b rand  au t hent ic i ty 
shou l d  b e seen as  p u re l y  an  ‘ex terna l ’  p arameter 
–  somet hi ng t hat  re l a tes  onl y  t o  how cu st omers 
and  p rosp ect s  p ercei ve  a  b u s i ness,  i mp l y i ng 
t hat  i s  b ased  u p on ef fect i ve  commu ni cat i on  and 
b ehavi ou r  b y  market i ng and  ot her  cu st omer- fac ing 
d ep art ment s.  Or  d oes  i t  need  t o  b e ‘ i n terna l ’  as  wel l 
–  a  b rand  mi ss i on t hat  mu st  a f fect  a l l  memb ers  of  the 
organi sat i on,  not  j u s t  when work i ng wi t h  cu st omers, 
b u t  i nherent  i n  a l l  asp ect s  o f  work  wi t h i n  t he 
b u s i ness?  T he overwhel mi ng resp onse t o  t h i s  choice 
was  t hat  i t  mu st  b e b ot h.  In  fact ,  i f  i t  i s  not  ap pl ied 
b ot h  ex terna l l y  and  i nterna l l y,  t hen t here  i s  no way 
t hat  t he  b rand  can b e t ru l y  au t hent i c.    

Cat her i ne  Du tt on:  “ I t  a b s o l ute ly  n eeds  to  b e 
i nter n a l  as  wel l .  I t ’s  n o t  s o m e th i n g  th at  yo u  ex p o s e 
to  th e  o ut s i de  wo r ld  a n d  th en  do  th e  c o mp le te 
o p p o s i te  i nter n a l ly.  T h i s  i s  n o t  b ei n g  a uth ent i c 

3 . 3 .  I s  i t  s o m e t h i n g  t h a t  m a r ke t i n g  i s 
a c t i ve l y  fo c u s e d  o n?

The execut ives  were  as ke d abo ut  th e  de gre e  o f 
focus  on th is  aspect  o f  brand,  bo th  w i th in  m ar ket i ng 
and across  the  wide r  o r ganis at io n.  Af te r  a l l ,  i t 
could  be taken ser io us ly,  but  s t i l l  s e e n as  m o re  of  a 
per iphera l  aspect  o f  m ar ke t ing w o r k.  Th e  answers 
were  qui te  c lear  in  th is  re s pe c t,  re po r t ing a  s t r ong 
focus  in  most  cases.

S imon Timmis:  “ I t  go e s  b eyo n d  th e  m a r ke t i n g 
dep a r t m ent .  We  h ave  a  2 03 0  v i s i o n  fo r  o u r 
o r ga n i s at i o n ,  w h i c h  i s  s t i l l  a  lo n g  way  a way,  b ut  i t ’s 
ver y  c lea r  a b o ut  w h at  we  sta n d  fo r  a n d  o n  to p i c s 
l i ke  s usta i n a b i l i ty.  We  wa nt  to  h elp  f i n d  s usta i n a b le 
s o l ut i o ns  to  s o m e  o f  th e  b i gg e st  c h a l len g e s  i n  th e 
wo r ld ,  a n d  we  a r e  g o i n g  to  a l i g n  o u r s elve s  to  m a ke 
s u r e  th at  we  c a n  do  th at . “

Stefan  Doer ing:  “Auth ent i c i ty  i s  s o m e th i n g  th at 
we  a i m  to  a c h i eve  a n d  st r i ve  fo r  i n  ever y th i n g  a n d 
a ny th i n g  th at  we  do  w i th i n  m a r ke t i n g ,  b ut  eq u a l ly 
i n  a l l  c l i ent - fa c i n g  tea ms  a n d  a l l  o th er  b us i n e ss 
a r eas .  T h er e’s  n o  b r a n d  b o o k  s ay i n g  yo u’ve  g o t  to 
b e  a uth ent i c ,  b ut  i n h er ent ly  ever y th i n g  we  do  h as 
th at  a uth ent i c i ty  at  i t s  h ea r t .  I t  c o m e s  f r o m  b ei n g  a 
p u rp o s e - led  a n d  va l u e s - d r i ven  o r g a n i s at i o n . “ 
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i n  ap p r o a c h  at  a l l .  I t  m ust  b e  em b edded  a c r o ss 
yo u r  o r ga n i s at i o n ,  yo u r  va l u e s ,  yo u r  c u l t u r e,  yo u r 
ap p r o a c h  a n d  ways  o f  wo r k i n g .” 

Stefan  Doer ing:  “ Ess ent i a l ly,  i t  h as  to  s ta r t  i nter n a l ly 
b e fo r e  yo u  c a n  th en  p ut  i t  o ut  to  yo u r  c l i ent  b as e, 
yo u r  o th er  s ta keh o lder s  a n d  s up p l i er s .  Yo u  m ust  l i ve 
a n d  b r eath e  th at  a uth ent i c i ty  i nter n a l ly  b e fo r e  yo u 
c a n  th en  ex t r ap o late  ex ter n a l ly.  I  th i n k  i t ’s  a b s o l ute ly 
c r i t i c a l  th at  i t  c o m e s  f r o m  w i th i n .” 

As wel l  as  being cr i t ic a l  fo r  e ns ur ing brand 
authent ic i ty,  promot ing and l iv ing th e  brand bot h 
interna l ly  and exte r na l ly  i s  im po r tant  be c aus e  the 
goals  o f  brand authe nt ic i ty  are  as  m uc h  abo ut 
employee recru i tme nt  and re te nt io n as  th e y  are 
about  customer  re la t io ns h ip.   

Annabel  Rake:  “ I f  o u r  p eo p le  p er c ei ve  o u r  b r a n d 
d i f fer ent ly  to  o u r  c l i ent s ,  th en  o u r  b r a n d  p u rp o s e  a n d 
m i ss i o n  i s  n o t  t r u ly  a uth ent i c .  E mp loyee s  p r o b a b ly 
lo o k  at  o u r  i nt r a n e t  p a g e s  j ust  as  m u c h  as  th ey 
lo o k  at  o u r  c o rp o r ate  s o c i a l  c h a n n els ,  w h i c h  a r e 
m o r e  ty p i c a l ly  ta r ge ted  at  a n  ex ter n a l  a u d i en c e. 
We’r e  r ea l ly  c o ns c i o us  o f  th at  as  a n  o r g a n i s at i o n 
–  o f  a  k i n d  o f  b l u r r i n g  o f  th e  l i n e s  –  w h i c h  m a ke s 
c o ns i s ten c y  i n  to n e  a n d  m e ss a g i n g  c r i t i c a l  a c r o ss  a l l 
o f  o u r  c h a n n els .” 

Propolis  members get  exclusive ac c ess 
to the ful l  version of  the repor t,  which 
includes insight on:

	› D o e s  b u i ld i n g  a n  a uth ent i c  b r a n d 
m ea n  a  c las h  b e tween  c o m m er c i a l 
a n d  a l t r u i s t i c  i mp er at i ve s?

	› H as  b r a n d  a uth ent i c i ty  b ec o m e 
m o r e  i mp o r ta nt  b ec a us e  o f  Cov i d ?

	› T h e  b u i ld i n g  b lo c k s  o f  b r a n d 
a uth ent i c i ty.  W h at  exa c t ly  m a ke s  a n 
a uth ent i c  b r a n d ,  a n d  w h at  s h o u ld 
yo u  lo o k  o ut  fo r ?

	› T h e  f u l l  ver s i o n  o f  th e  c o mp e ten c y 
ass e ss m ent  f r a m ewo r k .  T h i s  r e p o r t 
i n c l u de s  a  l i te  ver s i o n ,  b ut  Pr o p o l i s 
m em b er s  ge t  a l l  o f  th e  g r a n u la r 
de ta i l  (de ta i l  th at  c o u ld  m a ke 
th e  d i f fer en c e  i n  yo u r  m a r ke t i n g 
o r ga n i s at i o n) .

	› A n  i nter v i ew  w i th  S u e  M i zer a , 
d i s c uss i n g  w h at  th e  o p t i m a l  m i x 
b e tween  b r a n d  wo r k  a n d  lea d  gen 
lo o k s  l i ke,  a n d  th e  l i n k  b e tween 
b r a n d  a n d  c o ntent  s t r ateg y.

	› O u r  r ec o m m en dat i o ns  fo r  yo u r  
n ex t  s te p s  towa r ds  b u i ld i n g  a n 
a uth ent i c  b r a n d .

Want to learn more about how you  
can access al l  of  this  content?  
Check out Propolis  now.

Wa n t  to  a c c e ss  t h e  re s t  
o f  t h i s  re p o r t ? 

http://propolis.b2bmarketing.net
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Co m p e t e n c y  a ss e ss m e n t  f ra m ew o r k  

The fo l lowing f ram ew o r k  s e e ks  to  de f ine  th e 
d i f ferent  s tages  of  B rand & C o nte nt  S t rate gy 
matur i ty,  and map th e m  agains t  d i f fe re nt  c r i te r ia 
requi red for  success .  A  f ram ew o r k  s uc h  as  th is 
i s  being created fo r  a l l  e igh t  Pr o po l is  Hive s  and 
competency  areas.

This  f ramework  i s  a  f la t  o r  s ta t ic  ve rs io n o f  th e 
interact ive  Compete nc y  A ss e ss m e nt  Pr o gram m e, 
which i s  par t  o f  your  Pr o po l is  m e m be rs h ip.  Th is 
assessment  i s  des igne d to  h e lp  y o u de te r m ine  you r 
speci f ic  level  o f  com pe te nc y  agains t  th e s e  c r i ter i a , 
compare  them agains t  o th e r  Pr o po l is  m e m be rs  and 
h ighl ight  areas  to  fo c us  o n fo r  im pr ove m e nt.

I f  you’ve  not  taken y o ur  C o m pe te nc y  A ss e ss m e nt 
yet ,  p lease  contact  y o ur  ac c o unt  m anage r  o r 
Propol is  customer  s uc c e ss  m anage r. 
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S E C T I O N  7

T h e  i m p o r t a n c e  o f  h u m a n i s i n g  B 2 B 

T hat  cons i s tency  mu st  b e systemi c:  d el i vered 
t hrou ghou t  you r  cu l t u re,  you r  p rocesses  and  your 
act i ons.  An au t hent i c  b rand  can’t  b e  created  by 
market i ng teams and  t hei r  agenci es  a l one.  What 
we can d o,  t hou gh,  i s  work  t oget her  t o  d el i ver 
messagi ng,  camp ai gns  and  b rand i ng t hat  hel p  –  in 
t hei r  content ,  s t y l e  and  t one –  t o  b u i l d  and  p rotect 
p ercep t i ons  of  you r  b rand  au t hent i c i t y.  And  you do 
need  t o  p u t  you rse l f  ou t  t here  i f  you  want  t o  be seen 
as  au t hent i c.  We’ve a l l  grown u p  i n  t he  i n format ion 
age,  and  we ex p ect  t o  b e ab l e  t o  get  a  fee l  for  a 
b rand ’s  p oi nt  o f  v i ew i n  a  few c l i cks.  You  can’t  be 
seen as  au t hent i c  i f  you ’re  a  c l osed  b ook:  i t  makes 
p eop l e  mi s t ru st fu l . 

The subject  o f  brand auth e nt ic i ty  fas c inate s  m e. 
Al though the  term h as n’t  be e n w ide ly  us e d unt i l 
recent ly,  par t icu lar ly  in  B2 B  c i rc le s ,  as  a  ge ne ra l 
pr inc ip le  i t ’s  been ar o und fo re ve r.  S o m e  bus inesses 
have inst inct ive ly  u nde rs to o d and l ive d by  i t  w i t hou t 
necessar i ly  a r t icu lat ing i t  as  a  c o ns c io us  o bje c t i ve. 
They  of fer  exper ienc e s  th at  bui ld  t r us t  and lo y a l t y, 
s tay  t rue  to  a  c lear  pur po s e,  and ke e p th e i r  pe op l e 
and thei r  market ing o n m e ss age.

Patagonia  spr ings  to  m ind as  a  s h in ing exam ple. 
But  in  B2B,  brands  h ave  s o m e  c atc h ing up to 
do.  I t ’s  long been o ur  m iss io n at  Ro o s te r  Punk  to 
‘humanise’  B2B mar ke t ing,  m oving up th e  ladder 
f rom feature  and be ne f i t - le d m e ss aging to  c o nnect 
wi th  prospects  on an  e m o t io nal  le ve l .  B2 B  de c is i on-
makers  don’t  jus t  w ant  to  buy  f r o m  y o u,  th e y  w ant  t o 
buy  into  you.  And auth e nt ic i ty  i s  abs o lute ly  c r uc i a l 
to  that .

But  what  exact ly  doe s  ‘brand auth e nt ic i ty ’  m e an? 
This  report  shows c le ar ly  th at  th e re  are  m any 
ways  to  def ine  th is  s l igh t ly  ne bulo us  te r m .  To  me, 
though,  i t ’s  about  be ing re a l  –  e ve n i f  th at  m e ans 
occas ional ly  admitt ing to  we akne ss e s  o r  m is takes. 
I t ’s  about  being l ikable  –  w h ic h  i s n’t  ne c e ss ar i ly 
the  same as  being n ic e.  I t ’s  abo ut  know ing y o ur 
purpose,  s tanding fo r  s o m e th ing,  and s tay ing 
ruth less ly  t rue  to  i t .  A nd,  as  th is  re po r t  de s c r ibes, 
i t ’s  about  being cons is te nt . 

P A U L  C A S H , 

CEO and founder,  

Rooster  Punk

“ I t ’s  a b o u t  b e i n g  
l i ke a b l e  –  w h i c h  i s n ’t 

n e c e ss a r i l y  t h e  s a m e  a s 
b e i n g  n i c e.  I t ’s  a b o u t 

k n ow i n g  yo u r  p u r p o s e, 
s ta n d i n g  f o r  s o m e t h i n g , 

a n d  s ta y i n g  r u t h l e ss l y  t r u e 
to  i t .  A n d ,  a s  t h i s  re p o r t 

d e s c r i b e s ,  i t ’s  a b o u t  
b e i n g  c o n s i s te n t .”
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A good agency  wi l l  a lw ays  know  th e  va lue  o f 
authent ic i ty  in  mar ke t ing.  W h e n Ro o s te r  Punk  works 
wi th  c l ients ,  especia l ly  in  h e lping th e m  de f ine  and 
ar t icu late  thei r  brand s to r y,  o ur  jo b is  to  s e e k  o u t 
the  t ruth  and te l l  i t  we l l  (and by  we l l ,  we  m e an in 
ways  that  resonate  e m o t io nal ly  w i th  th e  audie nce 
–  because i t ’s  a  fact  th at  B 2 B  buy ing de c is io ns  are 
made on emot ion f i rs t ,  th e n bac ke d up w i th  fact s) . 
By  te l l ing the  t ruth  we l l ,  y o u’re  no t  o nly  be ing 
authent ic  in  a  l i tera l  s e ns e,  y o u’re  a ls o  c re at ing 
branding and camp aigns  th at  c o nne c t  s e am le ss l y  t o 
your  purpose.  And  th at  m ake s  i t  fa r  e as ie r  to  del i ver 
that  a l l - important  co ns is te nc y :  ke e ping y o ur  peop l e 
on message and th e  o th e r  e le m e nts  o f  auth e nt ic i t y  – 
cu l ture,  processes  and ac t io ns  –  o n po int .

One piece of  advice  I ’d  o f fe r  i s  to  ke e p th ings  as 
s imple  as  poss ib le.  Auth e nt ic i ty  c o uld  be  bo i led 
down to  hav ing a  p ur po s e  and s t ic k ing to  i t .  B u t 
un less  you are  a  sm al l i s h ,  fo unde r - le d bus ine ss , 
the  chances  are  yo ur  pur po s e  i s n’t  c r ys ta l  c le ar  and 
eas i ly  act ionable  to  e ve r y o ne  in  y o ur  o r ganis at i on. 
So your  main  job –  e i th e r  in te r na l ly,  o r  w i th  h e lp 
f rom outs ide –  i s  to  de f ine  y o ur  pur po s e  and get 
i t  f i rmly  embedded th r o ugh o ut  y o ur  bus ine ss  and 
your  agency  par tners .  Onc e  e ve r y o ne’s  te l l ing 
the  same s tory,  l iv ing by  th e  s am e  pr inc ip le s ,  and 
work ing towards  th e  s am e  pur po s e  in  e ve r y th ing 
they  do –  the  batt le  fo r  brand auth e nt ic i ty  i s 
a l ready won.
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Establ ished in  2004 ,  B2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  across 
the  g lobe.

R ight  f rom the s tar t ,  we  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  pr ov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  gr ow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we nee d to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  y o u ne e d. 

This  i s  why Propol is  w as  bo r n  –  o ur  c o m m uni ty  
for  B2B marketers .

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing secto r,  and to  be  a  fo rc e  fo r  gre ater 
connect iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f r o m  o ne  ano th e r.
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Rooster  Pu nk  i s  an  award -wi nni ng B2B agency  that 
d el i vers  t rans format i onal  growt h t hrou gh emot ional ly 
resonant  b rand i ng,  content  and  camp ai gns.  S imply 
p u t ,  p eop l e  d on’t  j u s t  want  t o  b u y  f rom comp anies 
anymore,  t hey  want  t o  b u y  i nt o  t hem.  I t ’s  t h i s  human 
t ru t h  t hat  hel p ed  u s  create  an  agency  t hat  p u shes 
B2B market i ng somewhere  new,  and  recogni ses  the 
hu man b ei ng i n  a l l  o f  u s.  We ca l l  i t  #Hu mani z i ngB2B. 
Behi nd  ou r  l ogo,  you  wi l l  f i nd  a  p ass i onate  b u nch of 
s t oryte l l ers ,  c reat i ves,  s t ra tegi s t s  and  technol ogis ts . 
We’re  a l l  f i red  u p  b y  t he  same p u rp ose:  t o  hel p 
hu mani ze  B2B market i ng. 

F i nd  ou t  more  at  ro o s te r p u n k .c o m
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A B O U T 
A b o u t  B 2 B  M a r k e t i n g  
a n d  Ro o s t e r  Pu n k

http://b2bmarketing.net

http://propolis.b2bmarketing.net
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http://roosterpunk.com
http://propolis.b2bmarketing.net
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