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“A brand is a name, term, design, symbol or 

any other feature that identifies one 

seller’s good or service as distinct from 

those of other sellers.” 

–American Marketing Association

WHAT IS 
A BRAND?



“Branding is endowing products and 

services with the power of a brand.” 

-Kotler & Keller, 2015.

WHAT IS
BRANDING?



Attract and retain loyal customers and other 

stakeholders by delivering a product that is 

always aligned with what the brand 

promises.

”Tide’s in, dirt’s out.”

OBJECTIVE



Presenting a brand consistently across all 

platforms can increase revenue by up to 

23%.23%

WHY BRANDING 
WORKS



89% of shoppers stay loyal to 

brands that share their values.



“A brand is a promise. A good 

brand is a promise kept.” 

– Muhtar Kent



Branding is the first impression your 

company will have on a prospect. In order 

to form a bond, your brand must be 

transparent and authentic. 

1. CUSTOMER
BOND

AUTHENTIC



“Overall, because branding is about 

creating and sustaining trust it means 

delivering on promises. The best and most 

successful brands are completely coherent. 

Every aspect of what they do and what 

they are reinforces everything else.” 

– Wally Olins



Build your identity by establishing brand-

defining keywords and using these words 

to shape the company voice, tone and 

aesthetic. 

2. TELLS YOUR 
STORY QUICKLY

TONE. VOICE. AESTHETIC.



EVOKE EMOTION

Establish a good reputation, letting your 

audience get to know you and find ways to 

memorably communication. 

3. BUILDS A
CONNECTION



CONFIDENTLY DIFFERENT

Successful brands instill confidence.

4. BUILDS 
CONFIDENCE



Your beliefs play a large role in upholding 

your brand identity and communicating it 

with others. 

5. PURPOSE &
DIRECTION



A strong brand is essential to delivering the 

results you need. Well-established brands 

deliver revenue. 

6. DELIVER
RESULTS



Why are you in business? What’s your 

mission? 

STEP # 1 
PURPOSE



Who wants to buy what you are selling? For 

Patagonia it is outdoor enthusiasts and 

environmentally conscious people who buy 

from a company that stays loyal to the 

outdoors that they love.

STEP # 2:
AUDIENCE



What is the voice of your business? 

Professional? Funny? 

STEP # 3 
UNIQUE VOICE



The explanation of why you’re in business 

should appeal to your target market while 

being expressed in your brand voice. 

“In the early 1970's Yvon Chouinard accidently 

stumbled across an idea that would revolutionize 

the clothing industry. A holiday from California, 

USA to Scotland would lead to Yvon building a 

clothing empire. This is the story of Patagonia. ... 

In 1953 a 14-year-old Yvon began climbing.”

STEP # 4:
STORY



“Every great design begins with an 

even better story.” 

– Lorinda Mamo



Logo, color palette and typography. 

STEP # 5 
VISUAL 
ELEMENTS
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What makes your brand unique? What is 

the competition doing?

STEP # 6:
DIFFERENTIATION



Website. Social media profiles. 

STEP # 7 
BUILD OUT
YOUR BRAND



“Bop Design estimates that 80% of 

consumers are more likely to 

evaluate solutions from brands 

they follow on a social network.



Presenting a brand consistently 

across all platforms can increase 

revenue by 23%.



MEASURE
Dashboard 

Report



PUSH OUT
CONTENT ON SOCIAL:
FACEBOOK/TWITTER

INSTAGRAM



ESTABLISH A SOCIAL MEDIA VOICE



SHARE WITH 
MEDIA

POST TO 
WEBSITE, NEWS!

SEND OUT VIA
E-NEWSLETTER



CONTENT
MARKETING

WRITE HIGH-QUALITY THAT ANSWERS 

WHO, WHAT, WHEN, WHERE, HOW, WHY



INVEST IN HIGH QUALITY IMAGERY



Marketing campaigns & promotions.

STEP # 8:
PROMOTE YOUR
BRAND



Great branding spreads. Your marketing 

efforts should encourage others to be your 

brand ambassadors. 

STEP # 9 
BRAND
AMBASSADORS



“A brand is not just a logo, it’s the 

overall impression and experience 

you give to your customers.” 

– Amy Locurto



“Your brand is what other people 

say about you when you’re not in 

the room.” – Jeff Bezos



Be prepared to adapt and change with the 

times. 

STEP # 10:
EVOLVE



Mosaic Marketing Studio
809 Legion Way SE, Suite 303

Olympia, WA 98501
(360) 970-9458

www.mosaicmarketingstudio.com

1. Define your target audience.  What problem are you helping them solve? You are the guide, they 
are the hero.

2. Mine your organization for content. This often happens at staff meetings.  
3. Start with a Press Release. This organizes your thinking and answers WHO, WHAT, WHEN, 

WHERE and WHY. It should include a link to more information as well as a contact name and 
number. This exercise is crucial, especially when you are content marketing to drive event 
attendance. 

4. Take your press release and morph it into a Key Messaging document. This becomes your Source 
Text. Your goal is to have at least five short statements about the event or news that you are 
sharing. Include Hashtags. Example: Join a group of dynamic women working together to solve 
urgent, local community problems – Women United. Join us at the Women United Reception 
Thursday, September 19 at 5:30 p.m. at the Jacob Schmidt House in Lacey to join the fight 
for health, education and financial stability for every person in our community. #LIVEUNITED 
#WOMENUNITED #UWTC #WOMENUNITEDRECEPTION 

5. Add the press release copy to the NEWs section of your website. This is excellent for organic 
SEO. You want your constituents to be able to find information without digging too deep into 
your website. 

6. Push the content out through your e-news or printed newsletter.
7. Pitch your content to your media contacts. You never know when they’ll need a story. Give them 

an angle they can work with. 
8. Push the content out through Social Media including Facebook, Twitter, LinkedIn and Instagram 

with links back to your website. 
9. Develop appropriate web assets: e-news header, web slider, memes.
10. Create a Facebook Event when appropriate. 
11. Make your entire staff think like content marketers
12. Capture Photos

Content Marketing Cheat Sheet



THANK YOU


