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DEVELOPING
GREAT
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SELLING THEM WELL
TO THE WORLD
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WHAT THE WORLD NEEDS

IS STRONGER BRANDS FOR CHANGE
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AS PEOPLE, WE USE OUR

‘BRAND THINKING BRAINS’
HUNDREDS OF TIMES EACH DAY
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WHICH MILK WOULD YOU BUY?
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WHOSE COOKING ADVICE DO YOU TAKE?
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WHICH CANCER CHARITY WOULD YOU
SUPPORT?
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WE ARE 5% CANCER
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CANCER SUPPORT .'«m,. UK
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WHO WOULD YOU GO TO TO MAKE YOUR
WILL?

D@ MONARCH .
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WHICH MOVEMENT DO YOU JOIN
TO TAKE ACTION ON CLIMATE
CHANGE? @ma%msamwammﬂaaum a9
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WHEN IT COMES TO
BUILDING OUR OWN BRANDS,
THAT KNOWLEDGE

GETS US ONLY SO FAR.

BUT...




WE BELIEVE

THINKING LIKE A BRAND
STRATEGIST CAN BE TAUGHT 5501
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MY STORY 50951009944
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MY
PROFESSIONAL
SKILLS sinwzusg
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MY PERSONAL
PASSION anu
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HOW CAN | HELP CREATE A WORLD
WHERE A FAMILY STARTING

A FAIRTRADE LEMONADE BRAND
CAN RIVAL COCA COLA? suagprzass
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IF YOU WANT YOUR
IDEA/PRODUCT/SERVICE TO GROW,

YOU NEED LOTS OF DIFFERENT
PEOPLE TO BUY INTOIT
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TRAIN THEM TO

THINK LIKE
BRAND STRATEGISTS!
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7 USEFUL WAYS IN WHICH

BRAND STRATEGISTS

THINK 7 35lumsdanagns




1. PUT THE AUDIENCE FIRST
T s
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2. ACTIVELY DIRECT HOW OTHERS
THINK AND FEEL ABOUT YOU auaw
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INEED A BANK!
WHICH BANKS
DOLKNOW?
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ABN AMRO expertsin
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HSBC: high-end, out of my
HSBC veach
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A investments, not what I'm looking
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3. MAKE COMPLEX THINGS
EASY TO UNDERSTAND il

LU bage
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4. UNDERSTAND THAT YOU ALWAYS
COMPETE WITH SOMEONE FOR SOMETHING
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5. KNOW REPUTATION DEPENDS ON
ACTION AS WELL AS COMMUNICATION

M35 NBoLageInag iUz wLALIFUM IS

Action
Action

-
Communication $
BELIEF Communication DISBELIEF
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6. FOCUS RESOURCES gﬂgﬁ%ﬁ%%’wmﬂs
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7. ALWAYS HAVE A CALL TO ACTION :inss5an3egkddnmsentiiums
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HOW WE TEACH
BRAND THINKING
SKILLS shasusinwensae
wUSUGo9kS



Sensing is wheve we ga‘l‘hev the
information, insigHs and inspivation

Brand thinking is developi
we need to develop the brand. vond Thinking is developing

creative ideas about how

we want to define our brand
&, 1. SENSING and bring it to life.
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Brand building is the QA ND M AK\“ Brand making is turning those
angoing process of developing insighi’s ond ideas into veal-world
new woys of interaction with expressions, developing a face,
your audiences, growing your voice, communication materials,
veputation and catolysing expeviences and move in ovder to
your impact. have a glorious lounch!



Sensing is wheve we gather the
information, insigH’s and inspivation

Brond ﬂvinking is developing
we need to develop Hhe bvond. ° creative ideas about how
we want to define our brand
.\ , 1. SENSING and bring it to life.
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Brand making is turning those

Brand building is the
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ongoing process of developing AND M AK

new ways of interaction with

insights and ideas into veal-world
: ’ expressions, developing aface, a
your audiences, growing your voice, communication materials,
veputation and ca"’al\’sing
your impack.

experiences and move in arder to
have a glorious launch!



BRAND CORE
@ Your character, beliefs
and personality
BRAND INTERACTIONS
Where you and your
audience meet
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& SERVICES

BRAND
ESSENCE

PARTNERSHIPS &
COLLABORATIONS
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PRODUCTS
& SERVICES

BRAND
ESSENCE
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PRODUCTS
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BRAND
ESSENCE
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& SERVICES

BRAND
ESSENCE
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WE’RE SHARING THE TOOL WITH YOU! ussduiasessio

WWW.THE-BRANDLING.COM/brand-thinking-canvas

Discount code: bu-stepup
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CAN YOU TEACH PEOPLE
TO THINK LIKE BRAND
STRATEGISTS?qasanansadon
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Aspire Knowledge
Generate idea:

Present
Combine e
B o Think




AN EDUCATION COMPANY THAT
TRAINS SOCIAL ENTREPRENEURS
TO BUILD STRONGER BRANDS
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1.
HIGH QUALITY, ACCESSIBLE

AND RELEVANT TOOLS +
KNOWLEDGE RESOURCES
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THE BRAND
DEVELOPMENT

PROCESS

RAND By,
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CASE: SANERGY/FRESH LIFE
G

BRAND

IS SILVER,
CO-CREATION
IS GOLD

How a line of pay-per-use tollets became
the preferred option for residentsin
Nairobi's informal settlements".

TAGGED! SANTATION  SUSTANARITY - NGRGY - 820
UNDERS BRVED COMMUNITIS - S0CENT

\'
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WHAT IT'S FOR

GO come TounRET

Road moreabut maiatng o undarseved
communtis it gest ety oy Grant
Tagor.

WHAT IS THE PROBLEM
'YOU ARE ADDRESSING? WHO YOU ARE

WHAT YOU DO

SUMMARISE!
WHY IT MATTERS

Going digital

BEN MATT




WHO ARE YOU?
2

WHO IS YOUR AUDIENCE?




) THEBRANDING GUIDEFOR "~
S &cw. ENTREPRENEURS, DISRUPTORS,
NOT-FOR-PROFITS AND
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ANNE MILTENBURG

funded
Hwough

KICK -
STARTER

THE BRANDING GUIDE FOR
SOCIAL ENTREPRENEURS, DISRUPTORS,
NOT-FOR-PROFITS AND
CORPORATE TROUBLEMAKERS
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SKILL BUILDING:
TRAINING + COURSES

Ma9inwe: MsNnUsN +
NANEGNT
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AMANI 2020 - Assignments

WHO IS YOUR AUDIENCE?

WHO IS YOUR AUDIENCE?

N
Anja Dirnalmann
=& Guest Designer
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NI Chandapiwa Olesego Sisila
T ! Debora Komukai
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Nizar Sulebi

WHO ARE YOU?

Janica Solis

- Noeline Kirabo
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A TRIBE OF
SUPPORT msaiuans
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BRAND THINKING CANVAS

PART ONE: YOU
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Topics

Welcome!

Follow’

Brand The Change Q&A

Brands We Love

Building Brand Expertise

Follow'

The List: books, filmsfpodeasts, events

Anne Miltenburg
CHIEF CHEERLEADING OFFICE|

Wanjiru Gathanga

Marcelo Sapoznik
DESIGN
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Wendolyn Rodriguez
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Sergej Ritter-Hoentzsch
BRAND STRATE

Michelle Chakkalackal

Kristin Leitch
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Sandra de Jong
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2,500 ENTREPRENEURS TRAINED

10,000+ PEOPLE USING OUR TOOLS & COURSES
38 CERTIFIED TRAINERS ACROSS 4 CONTINENTS

Hisgnaums 2,500 sgldsunmsineusu
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YOU’RE INVITED



UPCOMING EVENTS

) FrgiR

LISBON MEETUP

Join the Lisbon community to
help a local brand grow its
audience
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PERSONAL BRANDING
MASTERMIND GROUP

Group of community
members who support each
other in building their
personal brands

BRAND THE CHANGE
ACADEMY

8 week online brand building
programme to build your
brand with Anne

BRAND THINKING CANVAS
FACILITATION COURSE

On demand course for brand
professionals who want to run
their own inspiring and
effective brand workshops



B The
Brandling
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the-brandling.com @The_Brandling The Brandling brandthechange.org
#BrandTheChange #BrandTheChange






