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Boldly Tell Your
Brand Story




Hundreds of books have been written about branding, each
offering a complex definition. But our favorite definition comes
from Jeff Bezos because of its brevity: “A brand is what people
say about you when you're not in the room.” Simply put, your

brand is the perception people have of your company.

Every company has a brand, whether it's investing in branding
or not. If you're not actively cultivating your brand identity,

you're leaving your future in the hands of billions of strangers

with social media accounts. (Scary thought!)

B2B companies often prioritize lead generation over branding
because of internal pressures to drive pipeline and revenue.
However, developing a well-defined, cohesive brand identity is

critical for long-term success.

ViV Is pranding
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A strong brand identity:

1. Distinguishes you from your competition
2. Makes your marketing more effective

3. Accelerates the sales process

4. Allows you to charge a premium

5. Fosters trust and customer loyalty

©. Aids with recruitment

7. Motivates employees

BOL has decades of B2B branding experience. We help start-ups build their brands
from scratch, established companies refresh their branding or launch new products,
and merged companies manage the mash-up of various brand identities. We also help
companies with existing brand guidelines maintain consistency across every touchpoint.


https://www.bol-agency.com/

Phase 15rand strategy

BOL’s branding process starts with a deep dive into your brand and an analysis of your
competitors. We employ qualitative and quantitative research methods to measure
your brand’s impact and to test and fine-tune our strategic and creative efforts.

Key questions we ask include

1. What are your mission, vision, and values? Do they align with the values of your
target audiences? (This is important, especially among Millennial and Gen-Z
audiences.)

2. What's your current brand architecture? House of brands? Branded house? A
hybrid approach?

3. Areyou planning any mergers and acquisitions or product launches that will impact
your brand architecture?

4. What do your targets currently think about your brand? What do you want them to
believe?

5. Do you have strong brand equity? Unaided brand awareness? What have you done
to establish or reinforce your current brand?

6. Areyou planning to expand into new markets? If so, where? Will the name
translate?

7. What are your competitors saying about their brands? What are they saying about
you? Is there a messaging gap you can exploit?

8. What does your visual branding say about your company? Does it stand out from
your competitors’ visual branding?

9. Arethere co-branding opportunities or influencers you could team up with to build
your brand more quickly?

Branded House

One brand creates a single
powerfulimage, sometimes
with a descriptor

Endorsed Brands

Leading with a strong sub-brand
but leveraging corporate brand
as endorser

House of Brands

Decentralized companies
targeting diverse markets
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Phase 2 Srand creative

Once we nail down the strategy, the creative process begins. BOL's award-winning

team of writers, art directors, and designers will work with you to bring your brand

to life. Depending upon your needs, this can range from a full rebranding exercise to

tweaks to your existing brand. Some of the typical branding elements include:

Visual branding (the way you look)

1. Logodesign and usage: We'll design the logo and prepare detailed guidelines on usage
including acceptable variations, sizing, spacing, logo animation, and what to avoidin
terms of placement and modification.

2. Color palette: Specifications of the brand’s color scheme, including primary and

secondary colors, with precise color codes for consistency across digital and print media.

3. Typography: Guidelines on font usage such as weight, size, hierarchy, and application.

4. Imagery style: Directions on the style of photography, illustration, icons, and any
other visual elements that represent the brand. This can include mood, tone, and
compositional guidelines.

5. Packaging and environmental branding: Guidelines for dimensional branding elements
such as trade show booths, corporate wayfinding systems, and direct mail.

Hello

my name is

Verbal branding (the way you sound)

1.

2.

Brand mission, vision, and values: Why do you do what you do?

Brand story: We'll take the insights from the strategic research to craft a story unique to your
company. Thisis represented in a brand manifesto that can be used to align your internal teams.

Brand campaigns: Once we get buy-in on the brand story, we'll conceptualize campaigns that
bring the story to life. This can be general messaging or targeted messaging (persona-based/
industry-based) depending on your specific needs.

Naming exploration: If you're launching a new company/product or merging companies, we can
help you land on the perfect name and/or naming convention.

Tagline exploration: Got tagline? We'll concept a concise and memorable way to summarize your
brand promise.

Voice and tone: Description of the brand’s communication style, including how the brand should
sound in different types of communication (e.g., professional, friendly, authoritative).

Editorial guidelines: Rules for grammar, punctuation, and formatting to maintain a consistent
voice in written content.

Audio mnemonics: Sound cues that differentiate your video and audio content. '. '
®


https://www.bol-agency.com/
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OL Brand




PERSONA DEVELOPMENT

COMMUNICATIONS/PR LEADERSHIP

CORPORATE COMMUNICATIONS TEAM

BRAND AND REGIONAL TEAMS (+ AGENCIES)
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No matter the scope — whether you need a completely new
brand architecture or some simple refreshes, extensions, and

clean-ups — BOL's deep expertise in B2B branding will ensure Speak to a BOL branding expert today.
your brand's story is powerfully and consistently told. Take your @
brand to the next level.

|||||


https://www.bol-agency.com/contact-page
https://www.bol-agency.com/

