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The average person sees 16,000 advertisements, 
logos and labels in a day!
Dharma Singh Khalsa, Brain Longevity““



The most recognisable brand out there? 
 
Ever stop and wonder what makes a brand like Coca-Cola 
one of the most recognised English words in the world? 
 
Coca-Cola, along with their original and still most popular product 
“Coke” are equally considered the second most popular words 
on the planet, next to the word okay or “OK” as it’s often spelled.

Coca-Cola achieved this top brand status with years 
of clever marketing, through a variety of media channels.



What is a brand? 
 

Simply put, your brand is defined by a customer’s overall perception of your business.

A successful brand has to be consistent in communication 
and experience, across many applications:

• Environment (shopfront or office)
• Print, signage, packaging
• Website & online advertising
• Content publishing
• Sales & customer service



Why should you create a brand? 
 

No matter how big or small your business is or whether you are 
consumer focused or a B2B service provider, you will benefit from 

developing and maintaining a recognisable brand. 
 

A successful brand helps to communicate what your core product is, 
what sets you aside from your competition and should be applied 

consistently across everything you do.



What is brand consistency? 
 

Brand consistency is the practice of always delivering messages aligned with 
the core brand values in the same tone, presenting the brand logo in a similar 
way, and repeating the same colours throughout your visual brand elements. 

 
Over time, these elements become ingrained in the minds of consumers, and 

they’re more likely to remember your brand. Brand consistency also ensures that 
your brand is easily recognisable across marketing channels and touch points.



The benefits of branding...
• Gives your business a personality 

and identity that people can relate to;

• Effectively delivers and reinforces 
your key messaging;

• Drives authority and trust in your business;

• Drives customer loyalty and identity;

• Positioning your brand correctly can help you to 
achieve higher prices for your product or service.



Don’t do it yourself... call in the experts! 
 

It’s fairly easy to create, adverts, posters, logos, capture your own 
photography and video (everyone has an iPhone?) and other such 

content assets in the digital age. Quick, too. 
 

An idea can go from concept to completion so quickly that it 
doesn’t get thoroughly vetted for brand consistency. 

 
And with an internet connection and standard business software 

(everyone thinks they are awesome on Photoshop), almost any 
employee has the opportunity to create content that contains 

their version of the brand look or message. 
 

Many employees will do just that, even with the best of intentions.



What makes up a brand...

Strategy Tone of voice Iconography Typography Colour Implementation



Brand strategy...
By definition, brand strategy is a long-term plan for the development 

of a successful brand in order to achieve specific goals.



Tone of voice...
Are you speaking the same language as your customer?



Just Eat
Tone of voice is a 
cornerstone of the 
brand using humour, 
puns and wit.



Missguided
Uses americanisms and 
colloquial language to appeal to 
it’s young female audience.



British Airways
Friendly, poetic, yet formal 
language helping to build trust.



Iconography...
The bit that everybody thinks of.















Typography...
It’s not just what you say, it’s how you say it.



EXCUSE  ME Excuse Me Excuse me

Excuse me E X C U S E   M E excuse me

Excuse me EXCUSE  ME Excuse me









Colours...
Did you know that colour are one of the most important 

factors of whether people are going to buy a product or not?



Colour theory...



Yellow
Happiness (the colour of 

sunshine), energy and joy.

However, also warning,
hazard and anxiety.



Red
The colour of fire and blood.

Energy, war, danger, 
strength, power, passion, 

desire and love.



Blue
The colour of the sky and sea.

Depth, stability, trust, 
loyalty, wisdom, confidence, 
intelligence, faith, and truth.



Implementation and guardianship...
Don’t leave your brand open to a variety of interpretations and customisations.

Your brand should build awareness and develop trust and loyalty with customers. 
A constantly changing brand personality just doesn’t do the job. 

 
That’s why it’s so important to implement and develop standards for brand 
consistency, on and offline, from your business cards, email marketing and 

website through to your logo, signage and print collateral.



Stationery

Packaging MerchandisePrinted and
Promotional materials

Hoarding

Programmes

Livery

Exhibition Banners

Work Wear



Websites and 
digital applications

SEO

Apps

WordPress

Social Media
Responsive

Design



How to maintain brand consistency...

Consistency isn’t just something a lasting brand strives for, 
or something you try once in a while to change things up; 
consistency is an essential element to any brand’s growth 

and longevity.
 

Without further ado, here are 10 crucial tips for helping to 
keep your brand solid and consistent:



1. Brand consistency is not boring...

Do you find Samsung, Apple, or NetFlix boring?
 
If you get bored looking at the same visual elements, 
the same layouts, and the same colour schemes for your 
marketing collateral, you’re on the right track. 
 
For those exposed to these brand elements day after 
day, it tends to get a bit boring for marketers – but 
that means it’s all the more likely to establish brand 
recognition in the minds of your target customers.



2. Develop brand guidelines...
There are lots of factors that make 
up a brand, and ensuring consistency 
across every one is a daunting task. 
 
Create a brand style guide to define 
your brand elements and branding 
rules to keep everyone on the same 
page and your materials and 
messaging on-brand.



3. Your entire team needs to be on board...
Regardless of who in the company is involved with the early stages of 

brand building, everyone needs to understand what’s considered proper 
use of company taglines, social profiles, forum accounts, logos and other 

graphics, and anything else that directly affects brand consistency.



4. Give the team the tools they need...
There is nothing worse than seeing a logo stretched out of proportion, 

pixelated or painted up with new colours! 
 

The last thing you need is a branding mishap because someone had to tinker 
out their own rendition of a critical branding graphic such as the company logo. 

 
Regardless of how big or small the company is, your team must have all the 

tools they need to maintain brand consistency in every task they do.



5. Pay attention to internal branding 
and corporate culture....

Brand consistency is a both a customer-facing and team-facing imperative. 
After you’ve taken time to cultivate a brand voice that will resonate with 

customers, the brand experience delivery has to match.

Your offices should communicate your brand to your team and your clients. 
Slapping your logo with a list of brand values on some posters throughout 

the workplace is simply not enough.

Google and Apple’s offices are some of the best out there, 
go and take a look, and be inspired!



6. Invest in print! It’s not dead...
With the rise of digital marketing and advertising through 
social media channels the thought of using a brochure to 
market your business could seem old fashioned! 
 
Printed items are usually distributed in person by hand at 
events, meetings, networking events and more; this distribution 
method means you can specifically target the people who 
you believe would take an interest in your business.

We are seeing a massive resurgence in print, don’t get 
left behind, and ensure your printed literature is on-brand 
and up-to-date!



7. Approach content with brand consistency in mind...
The topics you write about or produce videos around should be 

consistent with your brand’s mission and goals.  Look for opportunities 
to create content that makes sense for your brand. 

 
If your business serves a particular industry or niche, for example, it’s 

entirely appropriate to create or curate blog content around key industry 
developments that affect your customers — especially when your company 

has expertise in or unique insight to the issue. 
 

With all the online and offline opportunities to make 
an impression, consistency and tone of voice across all 

channels and touchpoints are more important than ever.



 8. Keep your brand’s tone 
and personality consistent across channels....

When communicating as the brand offline or via your website, social media profiles, or 
other online channels, it’s important to keep a consistent tone and personality. 

 
If your brand is fun and friendly on Twitter, it should have a similar flavour on Facebook 
and LinkedIn. Your messaging on LinkedIn may be less casual or more professional, but 

it shouldn’t sound like it’s coming from a different brand altogether. 
 

Think about it this way: There is the “at work” you and the “at home or with friends” you. 
Your personality is the same, but your mannerisms adjust to the context.  The same 

goes for your brand personality and selected communication channels.



9. The same quality, time after time...
Possibly the most crucial key to brand consistency is the focus 

on delivering overall consistent quality to your customer. 
 

An important aspect to a brand is their clients and customers’ 
perception that they can depend on them and their product. 

 
Whatever lies at the heart of a brand, if it delivers a consistent 

brand promise,  it has a good shot at success.



10. Designate an in-house branding police squad...

You can’t do it all. 
Few SME owners have the time and resources 
they need to monitor how your brand name 
and branding materials are distributed and used. 
 
And you shouldn’t have to. 
It’s likely you have everyone you need 
in the business already to form your own 
little in-house brand police squad.



Conclusion...
As our ability to create and send marketing communications increases, it 

becomes easier to make a few missteps when crafting brand identity. The desire 
to be immediate can result in immediately confusing, distracting or detrimental 

communications that detract from the brand you’ve worked so hard to establish. 
 

Brand consistency is something you’ll have to persistently 
strive for as the years tick on and the company grows.

If you make daily use of the ten tips mentioned in this presentation, fewer 
branding nightmares will take place and you’ll never have to worry about your 

company being mistaken or lumped into the same category as the competition.



Any questions?


