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BRAND IDEALS





A compelling vision by an effective, articulate, and passionate 

leader is the foundation and the inspiration for the best brands. 

A brand’s vision is a short phrase describing the future your 

brand is ultimately working towards. 

VISION







Whenever a customer experiences a brand, it must feel familiar and have 

the desired effect. Consistency does not need to be rigid or limiting in order 

to feel like one company.

COHERENCE



By looking at each area with a unified approach, it’s easier to see where 

your efforts need to be more aligned. Now that we’ve talked through brand 

coherence in more depth, it’s time to take a look at your brand and how 

cohesive your efforts are.

COHERENCE



Logos (brand identity design) 

Brand colors 

Imagery and brand applications

Icons & Graphic language

Tone of voice

Marketing channels

COHERENCE



https://creative.starbucks.com/






An effective brand positions a company for change and growth 

in the future. It supports an evolving marketing strategy.

FLEXIBILITY







Longevity is the ability to stay on course in a world in constant flux, 

characterized by future permutations that no one can predict.

LONGEVITY



https://creativecloud.adobe.com/discover/article/what-you-can-learn-from-the-evolution-of-the-nbc-logo














The best brands stand for something-a big idea, a strategic position, a 

defined set of values, a voice that stands apart.

MEANING



And your brand has three primary 

elements for differentiating itself from the pack:  

What you do?

How you do it?

For whom?

MEANING







Morton’s Salt Video

https://youtu.be/xoNzZTPiPoE?si=Z0MRVyHhEwY-TAnx


Without iodine, the three primary 
elements had been:

Improves the taste of your meals  (i.e. 
what)

by providing you salt  (i.e. how)

that is easier to use and preserve 
because of the packaging (i.e. for 
people who care about packaging).

MEANING

With iodine, they became:

Improves the taste of your meals and 
the health of your family (i.e. what)

by providing you iodized salt (i.e. how)

that provides a major health benefit in 
addition to the benefits of 
prepackaging (i.e. for people who care 
about their family’s health).







Brands always compete with one another within their business category, 

and at some level, compete with all brands that want our attention, our 

loyalty, and our money.

DIFFERENTIATION



https://www.youtube.com/watch?v=1rV-dbDMS18&ab_channel=SEANTIME




Authenticity is not possible without an organization having clarity about its 

market, positioning, value proposition, and competitive difference.

AUTHENTICITY





88% of consumers say authenticity is a crucial factor when 

deciding which brands to support. If the tone and character of 

your brand don’t resonate with customers, they’re probably not 

going to buy from your company

AUTHENTICITY







Organizations need to actively manage their assets, including 

the brand name, trademarks, integrated sales and marketing 

systems, and standards.

COMMITMENT



https://www.ibm.com/design/language/illustration/overview/




The best brands stand for something-a big idea, a strategic 

position, a defined set of values, a voice that stands apart.

MEANING



https://www.ibm.com/design/language/philosophy/pov


https://www.youtube.com/watch?v=MAAvQvaeGTE&t=8s&ab_channel=MG1010




Building awareness 

increasing recognition 

communicating uniqueness 

expressing a competitive difference

 creating measurable results

VALUE













Apple's brand value in 2024 is estimated to be around $516.6 billion
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Amelie Identity 

What is your brand?



Answer the following questions about your brand:

Who Are You? (What is your brand name?)

What is your business?

What is your product or service?

What makes it unique or meaningful?


