
1© Creative Brew 2017

e-book

the

presented by

7 missing ingredients  
that prevent a great business from 
becoming a great brand



2© Creative Brew 2017

the lowdown on 
on building 

a brand
that matters...

About this eBook 3

Introduction: When it comes to building a brand,  
unfortunately there’s no how too manual! 4

A simple way to understand what a  
brand actually is  5

What separates a business from a brand 6

The key to embracing strategic thinking  
to build a brand 7

The 7 missing elements that prevent you 
from building a brand 8

Lead with your why - Purpose  9

Understand your customer intimately  10

Position yourself for success  11

Let your Brand Pillars guide you  12

Deliver on your Promise every day  13

Let your Vision guide you  14

Show them you're human  15 

It's called branding for a reason so 16 
make your mark 

Sharpen your strategic branding skills 

Build your brand strategy &  

Grow your brand. 

the  contentS



3© Creative Brew 2017

Why should I read it? 
Today everyone is talking about branding,  
and for good reason. Branding has been 
proven to be one of the most effective 
marketing strategies available to business, 
and it’s the smart businesses that make the 
investment in branding and put it to very 
good use.

This eBook outlines seven proven steps that 
are designed to help you, the passionate 
entrepreneur or business owner, understand 
the fundamentals of strategic branding 
so you can begin creating your own brand 
foundations.

Who is it for? 
•	Existing	businesses	who	want	to	grow

•	Existing	businesses	who	have	plateaued

•	Businesses	who	have	an	idea	they 
 want to develop

•	Entrepreneurs	and	executives	in	transition 

Who’s it from? 
A driven advocate for helping companies 
turn their businesses into brands, Creative 
Brew. We have have been sharing strategic 
branding,	marketing	and	design	expertise	for	
over 25 years. 

About this e-book
What is it about? 

An overview of the 7 essential brand elements your business 
needs to leverage in order to move from running a business, to 
building a trusted brand.
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It seems everyone is talking about branding 
today.

'What exactly is a brand?' 

'What’s the difference between a 
brand and a business?

'how do I create a great brand?' 

Sound familiar?

Regrettably,	many	business	owners	and	SMEs	
either underestimate, or don’t fully understand, the 
impact a clearer understanding of ‘branding’ can 
have on the success of their business. 

Consequently they conclude that it’s of little or no 
value, or that: to build a great brand you need epic 
piles of money, but they’re wrong!

Branding has been proven to be one of the most 
effective marketing strategies available to business, 
and it’s the smart businesses that make the 
investment in branding to great effect.

One of the most often asked questions I get is ‘How 
do I start building a brand, instead of just running 
my business?’ 

In this eBook we will show you exactly where 
to start and what steps to follow to begin 
transforming your business into a brand.

 

 IntroductIon

 When it comes to building a brand,  
 unfortunately there's no 'How-to' manual.

Read on to discover

Jeff Bezos started Amazon.
com in his garage in Bellevue, 
Washington in 1994.

Steve Jobs and Steve Wozniak, 
started Apple by hand-
building 50 computers from a 
Californian garage.

The Walt Disney Company set 
up “The First Disney Studio” in 
the one-car garage in 1923.

Larry Page and Sergey Brin 
started Google from a garage 
in California in September 
1998.

In 1901, William S. Harley 
and Arthur Davidson built 
their first motor-bicycle in a 
wooden shed in Milwaukee, 
Wisconsin.

What’s my point? It’s not the fact that so many 
famous brands started in garages; 

– it’s that they all started small. 

You should be encouraged to know that every great 
brand the world over had humble beginnings. It’s 
not about where you start. It’s where you end up. 
 

•	 A simple way to understand what a brand is.
•	 What separates a business from a brand?
•	 The key to building a brand instead of running 

a business.

But first, let’s look at how some of the world’s greatest brands started.



5© Creative Brew 2017

Lots of people think that by asking for “a new 
brand” they will get a new icon or a logo, and 
possibly	a	new	look	and	feel	for	their	existing	
product or service. 

They imagine that once a designer has polished it up, 
stuck it below their email signature and dropped it 
on their website, then, voila, they have a new brand 
and the sales will start pouring through the door!

Uh uh, a brand is much more 
than a name or a logo.  A brand 
is everything, and everything is 
your brand.

A brand is your strategy. It’s your products and 
the story they tell. 

Ikea’s kitchen chairs’ have a 
tendency to fall apart after two 
years, that is an element of 
Ikea’s brand. 

The	gut	feeling	you	experience	
when	you	fly	with	Virgin	and	
read an article about Richard 
Branson is an element of 
Virgin’s Brand.

A brand has many moving parts, it’s: 
•	 Your logo, the images you use and your calls to 

action. 
•	 Your customer service and how you answer the 

phone. 
•	 The strategy you use to differentiate yourself 

from your competitors. 
•	 The unique perspective you have on your 

industry and how you solve the problems  
you see.

•	 How intimately you understand your customer 
and work at providing them with what they 
want. 

•	 All of the messages and communication tools 
you use and the people you employ. 

•	 Your	signage	and	the	user	experience	
customers have when they visit your website.

•	 And	it	goes	right	down	to	your	office	forms,	
the contracts you send out and your HR 
manuals.

Ultimately, a brand is about caring about your 
business at every level and in every detail, from the 
big things like purpose and vision, to your people, 
your customers, and every interaction anyone 
is ever going to have with you, no matter how 
small.

Whether you know it or not, whether you have a 
swanky logo or not, you do have a brand. 

The question is: is it the brand you really want?

 fIrstly... 

 a simple way to understand what  
 a brand actually is

On the next page
Next we’ll look at the single most important factor 
that separates every business from the great brands 
and fortune 500 companies.
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This ‘thing’ helps the world’s most successful brands 
to identify and develop a clear ‘point-of-difference’ – 
and it boils down to two simple words:

 It’s strategy vs tactics. Yes its that simple!

Successful brands have a strategy  
first approach.

While the lions share of businesses 
have a tactics first approach.

It makes sense, for a business that can’t employ 
‘strategic	experts’,	tactics	are	tangible	and	
immediate. You place an advert somewhere and  
you	expect	to	see	results.	

What doesn’t make sense is stabbing in the dark, 
not really knowing what to say in the advert and not 
really knowing if the effort being put in will pay off 
or	benefit	your	business	over	the	longterm.	

A strategy first approach sets the great brands 
apart from every other small business trading 
today.  

On the next page we’ll look at the first thing you 
have to do to begin using strategic thinking to 
transform you business into a sort-after brand.

“Give me six hours to chop down a 
tree and I will spend the first four 

sharpening the axe.”
 Abraham Lincoln

 so...

 What separates a business from a brand ?  

Having worked with both international 
brands and local companies for over 30 
years, there is one fundamental thing 
we’ve discovered that all great brands  
do to become great.
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Imagine that you’re going into battle 
against one of the world’s biggest 
brands, think Apple or Harley 
Davidson. To knock them off  
their pedestal and capture 
significant market share,  
ask yourself, what would  
you need? 

In a battle of those proportions, something  
akin to war, the first thing you would do is 
create a plan.

It makes sense right, competing with them, 
without a strong plan, wouldn’t get you far.

In your industry, when a potential buyer puts two 
companies up against each other, the one that is 
perceived as being more ‘valuable’ will get the sale. 

Before leading brands create their messaging 
and start advertising, they go through a process 
that identifies what that something ‘valuable’ 
is and then they create a plan to launch and 
grow strategically. 

By studying the way leading brands – think 
Amazon’s, Google’s or Virgin – achieve this, we 
identified	seven	broad	steps	they	all	work	through	
and address to create their ‘strategic’ plan. 
 

On the next page we will have a 
look at the seven steps that will 
help you identify a meaningful 
and differentiated position in 
your market so you can begin to 
transform your business into an 
industry leading brand.  

you wouldn’t build a house  
without a plan, so why would you 
start a business without a plan,  
and a strategic one at that! 

 the key...

 to embracing strategic thinking to 
 build a brand   
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 the solutIon

 the 7 missing elements that prevent you 
 from becoming a great brand

Figure 1

Purpose - Create a core statement of intent  
that underlies everything you do

Persona - Attract buyers by alleviating 
their most pressing concerns

Positioning - Stand apart from the competition  
to become the preferred choice

Pillars - Create the principles that guide 
fundamental business decisions

Promise	-	Define	the	experience	you	want	to	 
consistently deliver to build trust

Vision - Identify what success looks like 
and the steps to get there

Personality - Connect emotionally with a 
distinct brand personality

As a business owner, the challenge you 
face as you endeavor to build a brand is 
answering the question: 

‘why should someone buy from you,  
and not the competition?
The seven step process outlined in Figure 1.  
has	been	designed	to	help	you	find	that	answer	as	
it guides you through the process of building your 
brand’s foundations and creating the elements that 
make up a brand strategy. 

Some of the steps may look familiar, and they 
should. The elements of a strategic plan are not 
new, many have been around for 50+ years. 

What	is	new	is	the	way	our	strategic	brand	plan	fits	
together. Like a jigsaw, each piece is more valuable 
when combined with the whole. 

By addressing and implementing the seven step 
process, the combined outcome will help you to 
approach the market strategically,  
instead of resorting to scattered tactics.

In the following seven pages we’ll look at 
the	seven	steps	in	detail	and	explain	how	
they		influence	your	brand’s	success.

'A goal without a  
plan is just a wish.' 
- Antoine de Saint-Exupéry

the 7 ingredients for transforming a great business into a great brand
The process outlined below will help you to start to think about your product/service, cus-
tomers and the competitive environment from an inter-related and strategic perspective.

1
Purpose

2
Persona

3
Positioning

5
Promise

4
Pillars

6
Vision

7
Personality
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Every	brand	makes	a	promise.	But	in	a	
marketplace	in	which	consumer	confidence	is	
low and budgetary vigilance is high, it’s not just 
making a promise that separates one brand from 
another.	Today,	having	a	defining	Purpose	sets	
your brand up for greater things. 

If you think about the brands that have iconic 
status, like Nike and Apple, it’s their Purpose that 
resonates so deeply with us. It’s because of what 
they stand for that they are able to stand apart.  

There are also very sound economic reasons 
why your business should lead with Purpose. In 
a	famous	six-year	project	at	Stanford	University,	
James C. Collins and Jerry I. Porras studied 
eighteen	exceptional	and	enduring	companies.	

Porras and Collins determined that the primary 
driver for building a successful company is the 
ability to nurture a clear Purpose. 

Amazingly, their research discovered 
that Purpose driven companies, such 
as Disney, have outperformed their 
competitors on the stock market by a 
factor of 12 since 1925.

A Purpose acts like a backbone to your  
business and helps you to:

•	 Bring focus to many business activities.
•	 Guide strategies and actions.
•	 Create differentiated products and marketing.
•	 Foster innovation.
•	 Create a strong, committed team. 
•	 Empower	your	staff	to	make	decisions.
•	 Establish	a	culture-driven	business.

Knowing why you wake up everyday serves as a 
differentiator between you and your competitors 
and is the 1st step in the Brand Foundation 
process.

“The two most important days in your 
life are the day you are born and the 
day you find out why.” Mark Twain

 the solutIon

 lead with your why - PURPoSe 
 When you lead with purpose, integrity follows1
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Getting laser clear on your Target Market and then 
creating an insightful Buyer Persona is the 2nd 
step in the Brand Foundations process.  

When you understand the market you’re 
competing in, and your ideal customer intimately, 
it’s easier to create marketing messages that 
resonate with their needs and wants. This prevents 
any guess work when it comes to describing why 
your service or product is superior, or worse, 
relying on platitudes in you marketing messages. 

As a business with limited resources, you can’t be 
all things to all people. It makes sense to service a 
smaller	specific	group	of	consumers	or,	in	the	case	
of	B2Bs,	certain	types	of	businesses,	exceptionally	
well. 

to build a comprehensive picture of 
who you are selling to, you should 
be either interviewing previous 
customers, or brainstorming so you get 
a clear understanding of their inner 
motivations, and then translating that 
into your communications.

To get a deep understanding of your prospect’s 
needs and wants we recommend a process where 
find the answers to these five buying drivers:

Solution Triggers - What business/personal 
conditions trigger them to look for your 
product or service?

Critical Must Haves - What top 3-5 
benchmarks do buyers use to evaluate/
compare alternative approaches to a 
problem?

Desired Outcomes - What results or 
outcomes	does	the	buyer	expect	from	a	
solution such as yours?

Likely Roadblocks - What attitudes 
or concerns could prevent them from 
purchasing?

Buyer Journey - What process do they 
follow and what resources are used to 
explore	and	select	a	solution?

You should be treating your customers 
as if they were your best friends.  

 the solutIon

 understand your customer - intimately 
 ...then make them so happy they think  “hey, they get me!”2

Consider something as simple and essential 
as water. In order to bottled water brands to 
differentiate from all the other competing brands, 
the	most	successful	ones	target	specific	customers	
needs and desires.

For	example,	Fiji Water is appealing 
to the health conscious crowd by 
inviting you to “Discover earth’s 
finest	water.”

On	the	other	extreme,	Thankyou 
water targets those with a more 
philanthropic and charitable mindset, 
by	giving	100%	of	their	profits	away.	
In fact, in contrast, the last thing they 
talk about is the water itself.

By both companies understanding different target 
customers, they are able to establish successful 
brands in the same market.
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Growing a brand is all about perceptions, so, 
in order to gain a positive reputation and be 
perceived well by consumers, your brand needs to 
be well positioned in the minds of your customers.

If you’re following the process, then by now your 
Purpose will be starting to take shape, and you 
will have clarity around your prospect’s needs and 
wants.	The	next	step	is	to	focus	on	standing	out	
from the crowd, and differentiating yourself from 
your competition. 

In marketing terms, Positioning is the place in the 
consumers mind that you want your brand to own. 
It	is	the	benefit	that	you	want	your	consumer	to	
perceive when they think of your brand. 

For instance, I think you would agree Mercedes 
owns	the	“luxury”	position	within	the	car	market,	
and BMW owns the “performance” position.

The best place to start identifying your position 
in the market is by thinking about what it is that 
you do best? Then start identifying things you do, 
or have, that you can “dial-up” or feature more 
prominently. 

Your looking for an aspect of you business that can 
be enhanced to set distance between you and your 
competitors? In its simplest form;

If you provide low prices, can you be  
the lowest?

If you provide good quality, can you 
provide the best?

If you provide fast service, can you 
provide the fastest?

Positioning is most effective when it’s based on key 
features/benefits	because	it	makes	it	much	easier	
for people to communicate the advantages of your 
product to other people.

 

 
 

 In a nutshell Positioning is how your prospects 
understand your product/service and how it differs 
from your competitors.

For instance, in Hawaii there are seven competing 
Helicopter Tour companies who all have found a 
different position in the market place that appeals 
to the different buyers. 

1. Royal Hawaiian Airways - ‘The best equipment’
2. Safari Helicopters - ‘Best in show/People’s 

  Choice’
3. Cheap Tours Hawaii - ‘A savings guarantee’
4. Island Helicopters - ‘Locally owned and 

  operated’
5. Squyers Helicopter Tours - ‘unique aerial 

  experience’
6. Blue Hawaiian Helicopters - ‘Safety’
7. Jack Harter Helicopters - ’the originator’

 the solutIon

 Position yourself for success 
 Identify a clear and meaningful point of difference3

“If you don’t have a point of 
difference, you’d better have a 
low price.” - Jack Trout
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Brand pillars are a set of surprisingly powerful 
keywords that should be used to embody what 
your brand stands for. 

Typically	your	Brand	Pillars	are	three	to	five	
attributes, written as words or short statements, 
that convey the emotional reasons customers will 
buy from you. They should convey values your 
company, and therefore you, hold dearest, and act 
as the foundations for your Brand Promise (the 
next	step).

In	short,	they	define	what	your	business	stands	
for and act as a powerful driving forces behind 
every decision you make for your business. They 
are the markers you put in place to make sure your 
brand’s	customer	experience	stays	consistent?

They represent the most important attributes and 
principles that you want communicated through 
your brand.

Examples	of	brand	pillars	are:

• Quality
• customer focused
• 100% natural ingredients
• Grown in Australia
• Innovative

Defining	your	brand	pillars	is	invaluable	if	you’re	
planning	to	grow	a	brand	because	it	identifies	the	
“golden rules” that are most important to your 
brand. 

The premise is simple: follow your pillars and 
you’ll stay true to your business ethics and 
goals.

Just as a ship’s rudder helps it to stay 
on course as it travels from A-to-B, 
your Brand Pillars are there to keep 
you on track when you have to make 
decisions, both big and small.

 the solutIon

 let you Brand Pillars guide you 
 Get clear on what your brand stands for4

Below are the Brand Pillars that steer all of Richard Branson's companies. He won’t 
enter into a business venture unless he can be true to the values outlined by his Pillars. 
This is the key to creating the consistent success he has demonstrated since launching 
Virgin Records in 1973.

Customer centricity Innovation Unique Vibe

Virgin, no matter what category, will be known 
for understanding, caring about, fighting for, 
and delighting the customer. We take 
customer service very seriously. It’s a central 
brand function, not a side operational function, 
although it is quite operationalised.

No matter what category we enter – and this 
takes a bit of discipline because we get 
opportunities all the time to go into lots of 
different things – we never want to go in as a 
“me too” product. We want to go in and shake 
things up

We are cheeky and playful. We constantly 
innovate, but not at the cost of 
approachability. We’re sort of the CEO in jeans, 
not taking ourselves too seriously.
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The	next	piece	of	the	“brand	jigsaw”	is	your	Brand	
Promise – a high overarching statement that tells 
customers	what	they	should	expect	every	time	they	
deal with your brand. 

It’s the shortest and simplest way  
to tell the world what you do and  
the value you deliver. 

Your brand Promise drives many internal aspects 
of your business and informs your marketing, 
because when you’re clear on the promise you’re 
making, it then becomes everybody’s job to deliver 
on that promise!

When you establish one and commit to it, you’ll 
find	that	it	begins	to	influence	your	brand	from	
deep	within.		Your	promise	then	finds	its	way	
into the hearts and minds of your customers and 
prospects, giving them deeper reasons to love, and 
be attracted to, your brand.

A strong Brand Promise; 

•	 Is not a slogan, or advertising headline.  
•	 Drives new attitudes and behaviors across your 

team. 
•	 Evolves	your	marketing	and	advertising.	
•	 Inspires new product development. 
•	 Makes your workplace more humane, more  

respectful, and more productive.

Your brand Promise is at the heart of an effective  
strategy	to	differentiate	your	firm	from	the	
competition but remember:

‘Your devotion to delivering on it must be 
maniacal and complete or the Promise becomes 
an empty slogan.’

The examples below demonstrate the unique ability 
a Brand Promise has if embraced by everyone in a 
company. 

 the solutIon

 deliver on your Brand Promise everyday   

 demonstrate the value that differentiates you product/service5

“Peace of mind”

“To bring inspiration 
and innovation to every 
athlete* in the world.”

Nike’s iconic Just Do It is a marketing tagline as 
opposed to their Brand Promise: 

Like all great Brand Promises, FedEx’s is created to 
explain the higher-order emotional reward customers 
will experience when they engage with them: 

* If you have a body, you’re an athlete.
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Are you crystal clear on where your business is 
going? Or are you reacting to daily forces and 
hoping everything is going to work out?

A carefully crafted Vision statement will help you 
communicate your company’s goals to employees 
and management in a single sentence or a few 
concise paragraphs. 

While a well-thought-out statement may take a few 
days or weeks to craft, the result will be a tool that 
helps inspire strategic decision making and product 
development for your business for years to come. 

Unlike business plans, Vision statements generally 
don’t outline a plan to achieve those goals. But 
by outlining the key objectives for a company, 
they enable your employees to develop business 
strategies to achieve the stated goals. 

An inspiring Vision statement for a small 
business should have three key characteristics:

1)	It	needs	to	state	where	the	company	wants	to	be	
in the near future.

2)	It	must	have	a	level	of	excitement/motivation	to	it.

3)	It	should	include	data	and	detail	on	things	like	
turnover,	the	number	of	offices	and	employees	
you are aiming to have, what the entity looks and 
feels like, the reputation you want to build and 
what you want people to say about your business 
in years to come.

Just like the examples below, your completed 
Vision statement will give employees a clear idea 
of your company’s path forward. Then, it’s up 
to you to nurture and support that vision and to 
inspire your employees to do the same.

Vision statements 
are aspirational;  
they lay out the  

most important primary  
goals for a company. 

 the solutIon

 let your Vision guide you everyday   

 What does your ideal future look like?6

To make people happy.

To create a better 
every day life for the 

many people.
A computer on every desk 

and in every home; all 
running Microsoft software.

    
To become the Nike of 

the cycling industry.
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By now you can see that a large part of any brand 
strategy is inward facing and guides many internal 
decisions.	Establishing	your	Brand	personality	is	
where	you	get	to	influence	the	external	expression	of	
your brand. 

your brand Personality is the bridge 
that connects your company’s internal 
essence to the external customer 
experience you want to deliver.

Without even being aware of it we come to think of 
brands like people, and just as people can delight 
us and earn our loyalty, so do brands. The reality 
is, if we meet someone with no character it’s highly 
unlikely we will become their close friend, and it’s 
no different when it comes to doing business.

So before you: 

•	 Commission a logo
•	 Build a website
•	 or create our first Blog post

you should iron out your Personality.

In competitive markets where there are lots of 
similar	products	or	services,	having	a	defined	
Personality is another element that helps to 
differentiate your business and makes you much 
more memorable. 

Just like a real personality, a brand Personality is 
expressed	in	everything	your	company	says	and	
does. It’s not just your logo and the colors you use.

Imagine	a	tax	consultant	whose	purpose	is	to	
eliminate the stress his clients associate with 
taxation	and	compliance.	Every	aspect	of	his	
business’	Personality	should	reflect	honesty,	
compassion a 

 

Right you can see some classic examples of 
three famous brand personalities:

If we meet  
someone with  
no personality,  it’s  
highly unlikely we 
become a close friend, 
and it’s no different 
when it comes to 
doing business. 

 the solutIon

 show them you’re human   

 Define how your brand looks, talks, and behaves7

The core Brand Personality associated 
with Virgin is ‘fun.’ Virgin have been so 
successful in owning this trait that other 
low-cost airlines have had to find others, 
such as ‘no frills’, to differentiate.
 
Redbull attracts people who aspire to 
their adventurous Brand Personality.

Nike’s free spirited Brand Personality 
attracts active goal setters who relate to 
the phrase ‘Just do it’ and the athletes 
so commonly used in their marketing.
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one lAst thInG

 it’s called branding for a reason  
... so make your mark

I want to stress building a brand is a journey, not a  
destination. It’s a combination of passion, psychol-
ogy, art and commerce, and it’s different for every 
company on the planet.

By addressing and implementing the seven steps  
process, the combined outcome will help you to  
approach the market strategically, instead of with  
scattered tactics.

Spending time and money on  
promoting your business without 
building the strategy to support where 
you’re going is madness. 

Benefits of Strategic Planning for SMEs

Immediate benefits
– Better focus on organisational goals.
– This leads to better leadership and decision making.
–	More	clarity	when	briefing	creative	suppliers 
 
Near-term benefits (within 6 -18 months)
– A higher ROI on marketing activities
–	Your	resource	efficiency	will	improve
– Your team will all be pulling in the same direction.
– Customers will begin to value your renewed vision 
   and focus.
 
Long-term benefits (after 18 months)
– The holy grail of strategy – a long-term competitive 
   advantage.

– Attention from the wider market, larger companies 
   and partners. 

– Less reliance on competing on price.

For some of you, the elements and structure I’ve 
outlined will have made a lot of sense and you’re 
busting to change the world.

From	experience	though,	I’ve	rarely	come	across	a	
firm	who	doesn’t	struggle	with	some	aspect	of	the	
brand	foundation	process.	Some	SMEs	need	time	
to	reflect	on	the	issues	raised	and	become	confi-
dent with the process.

I also have conversations with business owners 
who perceive themselves as ‘just a service like ev-
erybody else’ and who can’t see how the strategic 
elements presented apply to them. 

You may be in that camp? You may be thinking 
you’re no Virgin or Apple. If that’s the case, then 
consider that your competition is most likely 
thinking the same, so by adopting a ‘strategy 
first’ approach and trusting the process, you can 
become the leader.

Take comfort because I’ve yet to meet a business 
that doesn’t have a unique perspective on their 
industry, a great story or a driving vision. Some-
times we are just too close to see the unique value 
we offer.

That’s why we designed the brand foundation 
process. 
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Get access now and; 
1: Identify your Purpose
2: Build a comprehensive Buyer Persona
3: Find a meaningful ‘point-of-difference’
4: Create your Brand Pillars
5: Create your Brand Promise 
6: Create an actionable Vision Statement
7: Develop your own Brand Personality
8: Create a strategic 1 year, and 5 year brand plan

www.plan2brand.com

In one ebook it’s not possible to give you everything 
you need to build an industry leading ‘brand.’ So 
Creative Brew has created the Plan2Brand etool so 
you can fast track your growth and success.

It’s the world’s only interactive platform 
that teaches you how to create a set of 
brand foundations and a brand strategy. 
 

A	STEP-BY-STEP	PROGRAM	FOR	CREATING	 
AND	GROWING	A	SUCCESSFUL	BRAND


