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Paul Hitchens and Julia Hitchens have over 50 years’ combined experience in the creative industries, working in advertising, branding, design and marketing. They are the husband and wife team behind Verve Brand Consultancy.

Since 1996 Paul and Julia have helped hundreds of businesses to realize their brand’s potential through consultancy, seminars and training workshops. Their brand name ‘Verve’ means ‘energy, enthusiasm and dynamism’, all values required for brand building.

Paul and Julia are co-authors of Create the Perfect Brand, a Teach Yourself guide to branding. Together they have also written and presented a series of brand training workshops for executive education. Their specialist courses include Brand Strategy, Core Values Brand Identity, Brand Touchpoints and Employer Branding. Paul Hitchens is a Course Director for the Chartered Institute of Marketing and presents the CIM Brand Masterclass.

For more information about Verve Brand Consultancy, visit: www.verve.co.uk
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Introduction

Who are you and what do you stand for?

Successful brands provide meaning: a higher purpose, a vision of a better future, a code of values, and a culture that drives performance. Brands with meaning stand out in their marketplace and attract like-minded people: customers, employees, suppliers and investors. Successful brand management clearly differentiates organizations, products and services from their competitors and inspires advocacy from all stakeholders.

Building a strong brand takes much more than a week: it requires an on-going commitment to excellence. This updated second edition of Brand Management IAW provides a proven seven-day programme on the principles of brand management. It takes you from the conceptual and planning stage through to implementation and sustainability. It’s packed with tips and insights gained from decades of industry experience to help you jump-start your brand and give you the tools and confidence to manage it through the hurdles of the business landscape.

Managing a successful brand is about knowing the brand thoroughly so that you can instinctively guide it through each stage of growth to provide a relevant and consistent experience to its audience. The success of a brand is largely due to inspirational leadership and engaged employees who share a commitment to the brand’s ethos and ideals and are empowered to act intuitively to deliver the brand promise. Successful brands are like famous personalities – they have certain ways of doing things that we instantly recognize and expect. They have a distinctive look, feel and tone of voice that we associate with them and above all they stand for something we admire. If you consider your brand as a living person, you will find it easier to bring it to life and acquire meaning.

Technology innovation has created a global digital marketplace where the voice of the consumer can make or break a brand. The biggest threat to brands through social media is exposing the fact that they do not have integrity in the first place. The bewildering choice of media channels available to brands makes it critical that each brand is crystal clear who they are and what they stand for.

Apple’s iconic ‘Think Different’ advertising campaign was created by TBWA/Chiat/Day back in 1997 but its words are just as inspirational today for anyone concerned with building a brand. The campaign featured famous global thought leaders from history:

‘Here’s to the crazy ones. The rebels. The troublemakers. The ones who see things differently. While some may see them as the crazy ones, we see genius. Because the people who are crazy enough to think they can change the world are the ones who do.’

We wish you every success with your brand!

For more information and social media links, please visit www.verve.co.uk

Paul Hitchens, MCIM Chartered Marketer

Julia Hitchens, DipM MCIM Chartered Marketer
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