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WHY SHOULD YOU
TAKE YOUR BRAND
MORE SERIOUSLY?

INTRODUCTION
Few organisations spend sufficient time 
thinking about what sets their businesses
apart and how to exploit that difference to
maximum effect. Thinking about what makes
one set of offers more attractive than another’s
is fundamental to any business. It is also the
basis for creating a strong brand.

Brand Catalyst is a brand consultancy that
specialises in business to business and 
service branding. We have written this
thought piece to put the case for optimising
the impact a strong brand has on all of its 
audiences – customers, clients, staff and
broader stakeholders.  

LEVERAGING GROWTH
The brand is a highly effective tool for 
leveraging sustainable organic growth,
because it makes it easier for your customers
to buy your services. Purchasers make their
decisions based on a combination of rational
and emotional responses to what is on offer.
This is as true of a service as it is of a product
- as true of a business to business service, as
of a business to consumer service.  

Strong brands make choice easier. A strong
brand is a definable entity with clear and
compelling reasons for purchase. It is more
powerful than individual relationships, specific
services and price. Brands justify price 
premiums because they represent better
offers. A satisfied customer is happy to pay
more for an offer they perceive to be better. 
A strong brand engenders loyalty among
staff, making them feel proud to be a part of
it. A strong brand facilitates better relationships
with regulators, future employees and the
general public.

Brands are valuable equities, their worth is
measurable. They reduce the cost of sale to
the brand owner. They are the difference
between sustainable leadership - mainstream 
or niche - and scrapping it out on price. 

CHANGE FACTORS
Brand development is usually triggered by 
significant events. Here are three examples:

LOSING MOMENTUM
‘First generation’ businesses are rooted in a
powerful sense of positioning and identity -
they came from an individual’s vision. The
founders were entrepreneurial, they identified
a market opportunity that they thought 
they could exploit better than anyone else.
Everyone in that business knew what they
were doing, they became proud as its 
reputation grew.

As organisations grow and the founders
become less hands-on this vision can 
dissipate, becoming less clearly set within 
the organisation. There is less passion, less 
self belief, less conviction. This dissipation is 
exacerbated by inevitable changes in market
conditions and customer demand. What
made the business stand out in the first place
may now need redefining. People forget why
their business is better, they can’t succinctly
express it, grappling for evidence, embarrassed
by the apparent lack of differentiation
between their business and competitors’ 
businesses. Long term customers are still 
buying into what they bought into in the first
place, underpinned by strong individual 
relationships – valuable business, but not a
platform for sustainable growth.

This scenario does not necessarily describe 
a failing business or even a business that 
is not growing. It does however describe 
a business that is not fulfilling its potential. 
If the people within a business do not have 
a strong conviction in what sets it apart, 
the customers of that business are unlikely 
to either. 

MARKET CHANGE
Change is central to the way free markets
operate. It is caused by varied stimuli – fiscal, 
environmental, economic, social, attitudinal,
technological. Change is constant although
the rate of change is not and it can take time
for people to recognise that the markets they
operate in have changed significantly.

Whatever the causes of change, a business
must respond to ensure that it is relevant and
compelling to its customers and employees.
As well as evolving its offers and conditions of
employment, the changing organisation needs
to ensure that it strengthens and energises its
proposition. A strong brand reflects the idea
and personality that set an organisation 
apart. The brand personality defines how an 
organisation behaves and is the key means 
of differentiating service businesses.  

THE CONFUSION OF MERGER
When businesses merge they cause confusion
among employees, customers and suppliers. 
If managed well this confusion will be short
lived, leaving the various audiences clear and
optimistic about their future relationships 
with the emerging organisation.  

At the root of such a positive outcome will 
lie a strong idea of what sets the new 
organisation apart, its basis for future 
success. A strong idea lies at the heart of 
a strong brand. Once defined, the idea can 
be brought to life through the development 
of offers and powerful visual and verbal 
communications. The brand should also 
form the basis for attracting and retaining 
the people who will deliver future success.

GRASPING THE NETTLE
If you recognise that your brand needs
addressing the first step is to ask the 
fundamental question: what sets this 
business apart? There will probably be 
multiple answers – a successful business 
will have a powerful combination of things
that it is good at. What makes you different
will be in part what you offer and in part 
the way that you do it - the style in which 
you do business.

Every service business has a personality 
which is definable by customers and 
employees. Think of your top three 
competitors. You will be able to describe
what they are like in a few sentences, 
how they are perceived in the market. 
They and your customers will be able to 
do the same of you. Corporate personality 
is a critical differentiator and a key influence 
on the decision making of prospective 
customers and employees.

The start-point is to debate what really sets
the business apart from its competitors 
and how to leverage that to greatest effect.
From this point you can start to create a
powerful brand idea and express it in a 
vivid and compelling form.

People forget why their
business is better, they
can’t succinctly express it,
grappling for evidence,
embarrassed by the 
apparent lack of 
differentiation between
their business and 
competitors’ businesses.

A strong brand makes 
the difference between 
sustainable leadership and
scrapping it out on price.



SUCCESS STORY:
NICHOLSON 
MCBRIDE

Brand Catalyst worked with Nicholson
McBride, the leading consultancy in the 
business psychology sector. Nicholson McBride
delivers executive coaching, leadership 
strategy, mentoring, skills and management
training, profiling and research. They have an
impressive list of clients, many of which are
FTSE 100 companies.

Nicholson McBride pioneered many of the 
techniques that are used in improving the 
effectiveness of organisations through 
individual performance. Their ambitious
growth plans led them to recognise the 
need for a rejuvenated brand that would
deliver cut-through in an increasingly 
crowded and diversified market.

Brand Catalyst was brought in to develop a 
brand idea, personality and visual identity 
that would define and evoke Nicholson
McBride’s proposition to existing and 
potential customers and employees.  

A significant amount of customer and
employee research had been conducted by
Nicholson McBride, revealing areas of strength
and relative weakness. Brand Catalyst
analysed this research, interviewed key 
stakeholders within the business and 
developed a core thought and desired 
personality. This work provided a rigorous
framework and stimuli for the creation of a
very strong and differentiated visual style that
was launched in April 2006 across all forms of
communication, including brochure and web
www.nicholsonmcbride.com

John Nicholson Chairman
of Nicholson McBride:
"Brand Catalyst quickly 
got to the heart of our
business, created a 
powerful brand idea 
and a new identity that 
will spearhead our
growth strategy."



Ever since the .com bubble burst five years
ago the marketing services sector has been
polarising, between agency juggernauts 
and an ocean of smaller, specialist outfits. 
We wanted to grasp the opportunity to 
create an approach that would deliver the
reassurance of the big agency and the skills
and experience that exists "off the grid".

We have a core of senior people who can
add significant value to our clients’ businesses,
people who have big brand experience,
agency and client side. We select creative 
talent as we traditionally shopped for food,
browsing the market for the freshest and
most attractive ingredients - so we select the
best, most appropriate people for each piece
of work.

Our service is designed to deliver a complete
solution encompassing customer and 
stakeholder research, strategic positioning,
idea development, employee engagement,
naming, identity, web, literature and full
application design. We are equally at home
helping you to define the process and taking
it forward in bite-sized chunks.

Peter Shaw founded Brand Catalyst on 1st
September 2005. He has been working on
brands, famous and niche, for over twenty
years, at Research International, Saatchi &
Saatchi, CLK and Corporate Edge. He was
one of the management buy-out team that
bought CLK and Michael Peters Ltd in 1997
to form Corporate Edge, then the largest
independent branding consultancy in the UK.
Peter is a full member of D&AD and sits on
the editorial board of The Journal of Brand
Management.

Contact Peter Shaw:
Tel: 020 7100 9910
Email peter.shaw@brandcatalyst.co.uk
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