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1. What is branding and why do we need it?
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2. Outcomes, expectations, tasks

i. Tie it in Tie everything together 

h. Pull together Put together the basics of a brand strategy

g. Produce Produce a brand promise

f. Define Define your unique selling points

e. Create Create or review about your logo

d. Identify Identify your brand position and story

c. Set Set 3-5 goals and SMART objectives

b. Define Define your mission

a. Develop Develop, improve or re-define your vision
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Brand management



3. Vision, Mission, Goals, Values
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VISION
Future state/aspire to 

MISSION
Purpose (reason for being) 

GOALS
Achievement (end game)



3. Vision
Desired end state….
Long-term desired change resulting from your work
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3. Vision

Oxfam: A just world 
without poverty (5 ) 

Feeding America: A 
hunger-free America (4) 

Human Rights 
Campaign: Equality for 

everyone (3) 

Habitat for Humanity: A 
world where everyone 
has a decent place to 

live. (10) 

Make-A-Wish: Our 
vision is that people 

everywhere. will share 
the power of a wish

Smithsonian: Shaping 
the future by preserving 
our heritage, discovering 

new knowledge, and 
sharing our resources 

with the world (17)
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3. Your vision statement
Work on what you could make better about 
your current vision OR start working on a 
vision. It must:
• Look to the FUTURE
• Be destination driven – where do you 

want to go?
• Have a time or ultimate end target
• Be inspirational, powerful and 

meaningful
• Be sensory – a future you see,
touch, hear, smell, or even taste



3. Mission statement

“A good mission statement is a brief, powerful 
description of an organisation’s purpose.” 
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3. Mission
The Museum of Modern Art seeks to create a dialogue between 
the established and the experimental, the past and the present, 
in an environment that is responsive to the issues of modern 
and contemporary art, while being accessible to a public that 
ranges from scholars to young children.



3. Mission statement 
So how do you create a vision statement? 
Here’s 5⃣ easy steps:

• Exercise 
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1⃣ Find

Find identify 
your “winning 
idea

2⃣ Identify

Next identify 
the key 
measures of 
your success

3⃣Combine

Combine them 
into a tangible 
and 
measurable 
goal

4⃣Refine

Refine into a 
precise 
statement

5⃣Check

Check – is it 
short, clear, 
focused



3. Goals
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3. SMART 
Objectives
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Specific

Measurable 

Achievable

Relevant

Time-bound

Exercise: Develop goals & objectives for 
your business 



4. Branding
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Back to the water brands
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Break 
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5. Why a brand?
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6. Brand positioning
Your story 

Brand 
positioning 
statement 

Brand essence Your ideal brand 
personality 

Elevator pitch Tag line Key messages What your brand 
stands for

What promises 
your brand 
makes to 

customers.

What personality 
your brand 

conveys through 
its marketing.
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6. Brand positioning: target market
You need to know 
your customer and 
target market to sell to 
them – whether you 
are selling a good, like 
an artwork or a song, 
or a service, like 
graphic design or 
videography. How do 
you define them?
What do they want 
and what will they 
pay?

22

Age Gender(s)

Demogra
phic Status

Low 
price

High 
price

Low 
quality

High 
quality



6. Brand positioning
1. Consumer Insight
2. Consumer need
3. Consumer Proposition
4. Consumer Takeout
5. Target Market
6. Frame of Reference
7. Point of Difference
8. Benefits

BRAND POSITION: For socially aware individuals aged 30-65 years, X Ceramics offers you ceramics that 
are understated, natural and timeless in design, reflecting both practicality and beauty – allowing you to 
make a positive impact on the environment.  Now right your own brand positioning story.



7. Logos
“A logo is an easily 

recognizable graphic 
symbol that identifies a 
company, a commercial 
product, or any public or 

private entity. It is one of the 
ways to distinguish a brand 
in a competitive world, full 

of graphic elements that try 
to attract our attention every 

day.” 



7. Reasons 
Why a 
Logo is 
Important
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It grabs attention

It makes a strong first impression

It's the foundation of your brand identity

It's memorable

It separates you from competition

It fosters brand loyalty

Your audience expects it



7. Logo

A well-designed logo builds trust and get's people to stick 
around. It tells potential clients who you are, what you do, 

and how that benefits them. It communicates to people with 
no prior knowledge or experience with your business that 

you do great work. 

What does your logo look like? Do you 
have one? Is it your signature? Does it 

communicate your vision, mission, goals 
and brand position?
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8. USPs: unique 
selling point(s)

What does your 
perfect customer 
really want?

How can your 
product or service 
solve their 
problem(s)?

What factors 
motivate their 
buying decisions?

Why do your 
existing customers 
choose your 
business over your 
competitors?
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Get into your 
customer’s head…



9. What goes in a brand strategy?
Brand definition: purpose, values, promise

Brand positioning statement

Brand identity: name, tone of voice, visual identity design (which includes the logo design)

Advertising and communications: TV, radio, magazines, outdoor ads, website, mobile apps

Sponsoring and partnerships

Product and packaging design

In-store or other experiences

Workspace experience and management style

Customer service

Pricing strategy
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10. The marriage of marketing & branding
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Branding Marketing

Name

Tagline

Logo

Fonts

Expectations

Promises

Colours

Personality

Visual style

Reputation

Advertising

Campaigns 

Offers

SEO

Media

Channels 

Sales calls

Promotions

Leads

Value 
proposition

Message

MAGIC



13. Resources and tasks
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i. Tie it in Tie everything together 

h. Pull together Put together the basics of a brand strategy

g. Produce Produce a brand promise

f. Define Define your unique selling points

e. Create Create or review about your logo

d. Identify Identify your brand position and story

c. Set Set 3-5 goals and SMART objectives

b. Define Define your mission

a. Develop Develop, improve or re-define your vision



Prep for marketing session: SWOT
SWOT ANALYSIS

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS
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Get in touch
Amy Shelver
Amy@shelverink.co.za
+27718804831 
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www.southafricanculturalobservatory.org.za 

@SACulturalObservatory

https://www.linkedin.com/company-beta/10581051/

@SACulturalObs

T: +27 41 504 4930 E: info@southafricanculturalobservatory.org.za
21-23 Donkin Street, Central, Port Elizabeth, 6000, Eastern Cape, South Africa
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