
Is Your Brand 
Up to Date?



B R A N D I N G :  YO U R  C O M PA N Y ’ S  B I CYC LE  H E LM E T

Some people think branding is like wearing a bike helmet: it’s not really 
necessary. Sure, it’s nice if you’ve got it, but you can do without it. After 
all, you’ve been riding a bike for a long time without a helmet, you’ve 
been doing business for years without a unified brand, so why start 
now? Your helmet philosophy is all well and good until you’re knocked 
o� the bike. Your branding philosophy is all well and good until your 
lack of brand becomes a problem.

So, what’s the problem? Here is what can happen to 
you when you haven’t worked on your branding:

What story is the company trying to tell? What is its brand voice? What 
are the visuals that tie the company together? Does this even look like 
the materials of a single company, or does it look like three di�erent 
companies?

The other problem is that your brand is more than the materials you 
create—your brand is also the perceptions your customers, potential 
customers and employees have of your company. If you’re not focusing 
on branding, you’re letting customers decide for themselves what 
you’re all about.



B R A N D I N G  YO U  C A N  B U I LD  O N

Maybe you don’t need to be convinced—you’re a 
devoted helmet-wearer. Even so, it may be that you’re 
not wearing that helmet correctly (is the chin strap 
tight enough?). But let’s switch the analogy, from 
bikes to houses.

Would you build a house without using blueprints? 
You could. You could start pouring cement on your lot 
until it looks about right. You could buy some boards 
and start constructing a house. You’d end up with 
walls and bedrooms, maybe even a bathroom or two. 

Would it look professional? Probably not—it would 
look like you had built a house without plans. What 
happens when your spouse has a di�erent opinion 
about what you built? Time to tear it down and start it 
over. In two years, you might decide you want to 
expand the house, and the expansion will look like a 
mismatching patch sewn onto a pair of jeans. You’ll 
have a house, but it won’t be pretty. It won’t be a 
good expression of who you are.

Establishing a corporate brand requires careful 
planning, which will save you time and money in the 
future. Your brand is more than a logo and a few 
design elements, just as a well-designed house is 
more than wood and paint. 

Pivot has developed a Brand Architecture 
process—so named because it provides companies 
with the blueprint of a strong brand. We’ve helped 
dozens of telecommunications companies create 
written and visual tools that inform future marketing 
e�orts and keep companies from producing market-
ing and advertising with disjointed visuals and 
inconsistent, confusing messaging. A strong brand 
and a well-developed brand story capture the goals 
of your leadership and sta�, and is compelling for 
customers and potential customers. A well-defined 
brand ensures you are telling the story of your 
company that you not only want to tell but that you 
are living out each day.



Here’s an inside look at the branding tools Pivot has 
found most useful and helps companies develop:

1.  CUSTOMER AND EMPLOYEE RESEARCH:  you 
know what you think of your brand, but what does 
your customer base think of you? What do your 
employees think of you? It’s critical to test your 
perceptions and opinions against those of people 
who aren’t in positions of leadership within your 
company. Sometimes, leaders don’t have their ear 
as close to the ground as other employees do. Or 
sometimes leaders have skewed ideas about what 
makes their company unique. You may think 
customers do business with you for a far di�erent 
reason than they do. Research as the first step in a 
brand architecture process helps set you on a firm 
foundation.

2.  BRAND NAME:  You may see “brand name” and 
think, “We don’t need a new name.” That’s not 
what this is about. The question is not whether you 
need a new name—though you might, particularly 
if your company name has the word “telephone” in 
it—but how you use the name you have. How 
should you refer to yourself in your marketing 
materials and customer-facing communications so 
your customers have no question about who you 
are? For instance, should you use your full name, 
“Awesome Business Communications, Incorporat-
ed” or should you go by the simpler Awesome 
Communications or maybe ABC, Inc. or just ABC? 
(Spoiler alert: in our acronym-happy world, Pivot 
tends to recommend against a name like ABC.)

3.  COMPANY CATEGORY:  The company category 
is a short description (three or four words) of what 
your company is and does. This is often helpful for 
your employees and partners, to position yourself 
accurately as you move into the future. For exam-
ple, do you want to think of yourself as a “tele-
phone company” or a “broadband provider” or a 
“technology partner?” Any of these options speaks 
volumes about your company’s priorities.

4.  STATEMENT OF THE PROBLEM:  What are the 
problems that exist—independent of your compa-
ny—that your company is working to solve? These 
should be problems your company is unique in 
solving. So, a problem on the list shouldn’t be 
“People don’t have Internet,” but something more 
like “National companies o�er Internet service but 
fall short on customer service.” Often, defining the 
problems you solve also helps sharpen what you 
do not do.

5.  BRAND VALUES:  What values does your compa-
ny believe in or demonstrate regularly? These 
brand values are not necessarily the list of values 
that many companies already have. They are brand 
values because they are the values you emphasize 
in your marketing and communications pieces. For 
instance, stewardship of company resources may 
be a company value, but it’s probably not a brand 
value to highlight in an ad. On the other hand, a 
value like “reliability, every time” should come 
through in your advertising.

6.  BRAND PERSONALITY:  If your company were a 
human, what would that human’s personality be 
like? The brand personality defines the human 
characteristics that describe your company. When 
your personality shines through in your advertising, 
it makes your company more appealing to your 
audience; it’s a way to engage with the customer. 
These personality characteristics will directly 
inform your brand voice and your visual identity, 
your overall look and feel.

7.  BASELINE BRAND MESSAGES:  There’s a lot 
you can say about your company, but what are the 
three or four statements that will form the founda-
tion of your marketing messages? What are the 
statements you will emphasize in your marketing 
materials because they set you apart from the 
competition? For example, the idea that you have 
the technology of a large company and the heart of 
a small business might be a baseline brand 
message.

8.  BRAND POSITION:  A concise statement of what 
your company does and what is unique about how 
you do it is your brand position—your elevator 
pitch. Often, this is confused with a mission state-
ment. A mission statement is why you exist. A 
brand position is how you wish to be perceived at 
this moment in your company’s life, and how you 
operate to create and maintain that position. The 
more this position becomes ingrained in every-
thing your employees do, the more alive that 
message will be. Every employee should have that 
elevator pitch and look for ways to infuse it into 
how they serve your customers.

9.  BRAND VOICE:  How should your company 
sound in written materials, from ads to brochures, 
from website copy to letters to customers? The 
brand voice can be reassuring and solid, it can be 
fun and playful, it can be innovative and invitation-
al—your company’s voice should be unique to its 
personality. A well written brand voice descrip-
tion—along with samples—should allow any skilled 
copywriter to capture the voice of your brand for 
consistency in messaging.

10.  BRAND STORY:  The brand story is the culmina-
tion of the written part of the Brand Architecture. 
What is the story your company is telling right now 
(not your history) and will be telling for years to 
come? Your customers should be the hero of that 
story, and your company should be in the support-
ing role. Your company is the guide—the Samwise 
Gamgee to their Frodo Baggins—that helps 
customers achieve goals and live a better life.

11.  MOOD BOARD:  As we move from written parts 
of the Brand Architecture into visuals, a mood 
board helps establish the look of your brand. 
Informed by the brand personality and other 
elements, a mood board is a visual collage that 
evokes a mood. This collage helps establish the 
visual voice and identity of your company.

12.  VISUAL IDENTITY:  The visual expression of your 
brand. Based on the mood board, the visual 
identity includes the logo, fonts, colors and other 
design elements including the type of imagery that 
make up your brand look. The visual identity 
should leave little room for interpretation or gray 
areas—it is the final word on what you do and don’t 
do when it comes to design. Like a brand voice, a 
strong and well-documented visual identity should 
be replicable by talented designers.

13.  A BRAND GUIDE:  For ease of use, all the Brand 
Architecture elements—everything from 1 to 12 
above—goes into a final document or online 
resource that provides the background for the 
whole brand. The brand guide is the equivalent of 
the full blueprints for your house. It can and should 
be used internally and with any company partners 
who work with you—marketing partners, PR 
partners, etc. It’s your brand bible.

Developing a strong brand is critical, and—like wearing 
a bike helmet or creating blueprints before building a 
house—will save you time and money in the future. The 
best brands, and the most recognizable, have endured 
over time and tell company’s stories in engaging ways. 
In a world where customers have options among so 
many products and services, it’s vital to put your best 
foot forward. That starts with making sure your branding 
is built on a solid foundation.

A N  I N S I D E  L O O K
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If you’re not building with the right crew, the best blueprints in the world 
won’t make the house turn out right. In other words, you can have the 
coolest brand in the world, but if your brand isn’t true, if it isn’t lived out 
by the people on your sta�, people will see through it quickly. Imagine 
if you saw Apple’s striking, colorful and creative ads, then walked into 
their stores and found that the lights were dim, the counters were dirty 
and the sta� were rude and disinterested. You’d be shocked, right? And 
you would think, “Wow, they have some seriously false advertising.”

When you solidify your brand, it is vital to get your sta� on board. From 
customer service sta� to technicians, from your janitor to your CEO, 
everyone needs to understand the importance of living out your brand 
and making it true. They need not only to understand it but truly believe 
in it and always be looking for ways to reinforce that brand message. 
You can’t a�ord to have your brand undermined by poor customer 
experiences. While helping employees become sales-ready and 
on-brand, Pivot has found in its customer experience training that the 
employees who embrace the brand message and look for ways to 
positively engage with customers are the rock stars of the organization, 
not just in sales but in delivering a memorable customer experience. 
Your brand is only as good as the people who live it out, day by day. 
Get your employees on board with a brand they can take pride in, and 
you’ll be in business.

WANT TO LEARN MORE?

The team at Pivot is honored with each 
opportunity to help companies create a 
strong foundation for their brand. We 
help our clients to engage better with 
their customers—we want to be the 
lead architect on your house construc-
tion site. Let’s chat about your brand. 

Contact Jeremy Graves: 
jeremy@askpivot.com 
if you’d like to learn more.

B U T  T H AT ’ S  N O T  T H E  E N D  O F  T H E  S T O RY…


