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“Success means never letting the
competition define you. Instead you have to
define yourself based on a point of view
that you care deeply about.”

Tom Peters



RESEARCH X STRATEGY X BRAND X EXPERIENCE X DESIGN X DIGITAL

We use design thinking and making to navigate the complexities of the digital age,
crafting brand experiences for the businesses of tomorrow.
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t's all about me.



t's all about me.
(Your patrons!)



ALL'RIGHTS RESE&VE
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ONFIDENTIAL



Before you can love anyone,
you've got to love yourself!



S0, what is branding anyway?



TNy

Brand Experience
‘Why you exist’” +  ‘What you do’
A Promise The Proof

P









The goal is to do business with
people who believe what you believe.







Great brands communicate from
the inside out



WHAT
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Brand Pyramic






A Brand Pyramid is often used as a training tool for on-boarding new
staff, and as your official rulebook for all communications - ensuring
that everybody on the team is aligned in one voice.
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Highlight the remarkable Lise Meitner.
Discoverer of nuclear fission whose male
partner was awarded with the Nobel Prize.
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Welcome Guest Room Public Spaces Gastronomy, Wine Local Energy
I I I & Iiaer Infusion
Create a Room Infusion of Item at Breakfast to
remarkable Presentation current day and reflect the story
moment historical stories Drink at Bar to
reflect the story
Concierge Main High-end Coffee & Local Art All Day Dining Stackwood
Service Tea Facilities Restaurant and Bar Producers
Books & with iconic menu
Welcome 24/7 Room Magazines Many2.0
Refreshment Service Local Beer producers
Collateral to Producers
Welcome gift Access to local communicate (eg: Innate, Access to local
experiences Hotel Story Running with spas and beauty
Musical ambience Thieves)
Door Person & LocaI.Wine
valet parking Options
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VIP Welcome
High-end uniforms

Signature Scent




Now how about marketing?






Where do most organisations go wrong?
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t's forgettable.
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What are my options?
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J

Sales
Funnel

19% of buyers want to connect with a sales
person during the awareness stage of their
buying process when they’re first learning
about the product

60% buyers want to connect with sales
during the consideration stage after they
have research the options and come up
with a shortlist

81% of shoppers conduct online research
before they make a purchase. A consumer
will investigate on average 3 different
options before making their purchase

20% buyers want to talk during the decision
stage, once they're decided which product
to buy.

“Goodwill is the only asset that competition
cannot undersell or destroy”

“A brand for a company is like a reputation
for a person. You earn reputation by trying
to do hard things well.”

61% of consumer will read product reviews
before making any purchase.

AWARENESS

CONSIDERATION

EVALUATION

PURCHASE

ACTIVATION

O

LOYALTY

| ADVOCACY | /

/
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02

03

04

05

06
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Draw potential
customers through
marketing campaigns

Educate your
leads

Marketing & Sales
work together

Customer Purchasing
Decision

Remember your
customers to catalyze
bigger purchases

Nurture the personal
connection to your
brand. Engagement is
the key

Convert customers
into brand advocates
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The

New York
Public
_ibrary
Insta
Novels




Workshop



IN a sentence, write who we are and how
we'd define ourselves?



Who do we think our audience is?
s there a difference between our current
and our igeal?




What do you feel is the biggest challenge
faced by the library?



As a group - draw what you think the
ibrary currently represents.




Imagine the ||
the legst

This could be

orary is a table - what are

nat hold the table u

ol

anything that you actually
do - or anything that you feel is a benefit
or an asset to the library.




f you could fix the library / industry
perception by doing just one thing - what
would it be and why?



You + Us =
Best trends forever ™%,
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