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Introductions and objective for the meeting 



Making an introduction
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About ITC About me

James Howe
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What is branding?



What is branding?

“A brand is a name, term, design, symbol, or any other feature that 

identifies one seller’s good or service as distinct from those of other 

sellers” (American Marketing Association)

“Branding is endowing products and services with the power of a 

brand” (Kotler & Keller, 2015)

“Brand is our shorthand for the feelings that an experience creates, 

the promises that a product or service brings with it.” (Seth Godin)
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"Brand is not just a distinguishing name, 

logo term, sign or symbol intended to 

identify goods or services, but rather a 

complex mixture of tangible and 

intangible attributes and associations, that 

leads to awareness, reputation and 

prominence in the marketplace for an 

intended relationship (with consumers)"
Fauziah Sh Ahmad, Omar, Zaleha, Rasid & Amin, 2012



What is a brand?
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A brand is a name with the power to influence

It commands trust, respect, passion and even engagement. 

It is a risk reducer.

Problem 
identification

Information 
search

Evaluation 
of 

alternative 
brands

Choices and 
purchase

Usage, 
evaluation, 
divestment

Cutting through the proliferation of choices



Brands are the “prism” through which customers “perceive” 

the product
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Product or 

service 

specifications 

Perceptions 

Brand 



Branding is a powerful differentiator even for products that may be 

considered commodities
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…and even waterTyres and car accessories

FruitSugar



Effective branding strategy increases margins
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Processing & 

exportation costs

Small

producer

Max Harvelaar

label usage 

rights

Import, processing, 

packaging and 

distribution costs

Conventional banana: 2€ / kg

Banana with Max Havelaar label : 2.21€ / kg

Example from fair 

trade sector…

... Although only prices 

increase by 20%, the 

profits of producers can 

be 3 times as high!
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Why are brands valuable?



Developing countries are investing more in branding

Source: WIPO World IP Report 2013

Branding can represent almost 

1% of national economies of 

rich countries…

… poor countries are starting to 

invest a larger share of their 

national income in branding, but 

this is approximately half the 

intensity of rich countries



The use of trademarks is increasingly important in rich and poor countries

Sources: 

• WIPO World IP Report 2013,

• World Intellectual Property Indicators 2020

The share for offices of upper middle 

income countries increased from 

37.5% in 2009 to 65.9% in 2019

Middle income countries show a higher propensity to use trademarks 

(relative to national income)
..but…



Trademark filing activity was concentrated in a few origins
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Equivalent trademark application class counts by origin, 2019

Sources: World Intellectual Property Indicators 2020
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Stronger brands drive higher shareholder returns

Source: Interbrand
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How does branding work?

How to do it?



How does branding work?

Differentiation: Ensure you stand out from the competition

Reach: Carry your message to customers

Focus: Concentrate your resources on what matters

Consistency: maintain and defend your position, 

motivate employees and partners
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The average consumer experience – Making 

your way through the proliferation of brands

??? ??? ???
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1. Differentiation



Which one do you prefer?
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…but did you know...

Branding is about creating associations in people’s head and heart that will prompt customers to prefer your brand



I don’t know who you are

I don’t know your company

I don’t know your company’s product

I don’t know what your company stands for

I don’t know your company’s customers

I don’t know your company’s record

I don’t know your company’s reputation

Now what was it you wanted to sell me?

The ‘I don’t know your company’ problem…



Even if your customers are B2B, you are selling to consumers!
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B2B B2C

Quality

Quantity

Availability

Varieties

Post Harvest

Taste

Sustainability

History

“Stories”

Origin

Culture

Social impact

Buyer Consumer

Etc.

Etc.



How elements of branding fit together
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Slogan & LogoStory

Strategy / Offer

Values

Brochure

Brand 

personality

Website Rollups

Business 

cards, 

stationary

Product 

design & 

Packaging

Trade shows Salesforce

Traditional 

communication 

campaigns

Online 

communication 

campaigns
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Consistency: developing discipline through 

branding guidelines
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The importance of consistency



Why does it matter?

 A well constructed set of branding guidelines is an extremely valuable document

 More than a mere set of instructions it is the entire intellectual property of the Brand, organized into a 

definitive set of references

 After studying the Branding guidelines any informed reader should be able to understand the 

objectives and application of the brand

 Armed with the branding guidelines, a trained marketing manager will be able to generate significant 

revenues through:

o Licensing application of the brand

o Increased sales of the product and service
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Branding guidelines should contain much more than technical standards 

for the visual display of logos!
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ITC developed the 

national branding 

guidelines for 

Myanmar tourism 

in 2015.

Over 123 pages.

Context

Strategy

Inspirations

Technical 

aspects

Complete set of applications



Context: Explain what is going on that is relevant to the perception of our 

brand
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Map the brand attributes, values and personality
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Give an overview of the ways the brand can be expressed! 
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Brochures

Web Print

Posters
Roll-up banners

Flyers



Explain the origins of the logo and word mark
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Explain the meaning and influences on the 

design, not just the choice of colours
Explain the intended impact of the word 

mark / marketing claim



Explain alternative representations of the logo
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Explain the selection of appropriate imagery
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Provide standard layout templates for brochures
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Web page design
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Merchandising

35



36

Positioning and value proposition
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Increasingly consumers expect brands to have a clear position 

about Sustainability

Edelman study conducted in 2019 (Trust Barometer), Online Survey in 27 Markets, such as China and US, 

33,000+ respondents total, 1,150 respondents per market, Ages 18+



Introducing the “Value proposition canvas”
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Examples of sustainable positioning in coffee

Bird friendly… Kangaroo friendly… …Gorilla friendly.
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Gorilla Highland coffee is focusing on Coffee growing, 

coffee value addition and marketing as a strategy to 

contribute towards income generation and creation of 

employment opportunities and therefore contributing to 

alleviation of poverty and hunger in the region and 

developing sustainable, profitable business profile
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Branding and social media
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Small enterprises in developed countries actively use social 

media in their marketing

• 73% of small businesses invest in

social media marketing as part of

their branding efforts.

• More than 80 million small

businesses use Facebook every

month.

Sources:

• Manifest 2019 (US sample 529)

• Hootsuite: worldwide
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Branding and Social Media:
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Branding and Social Media:  now becoming a channel to make sales
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What ITC does to help



Opportunity

Strategy

ITC Branding Methodology steps

Implementation

Evaluation

Readiness Opportunity

Stakeholder 

Engagement

Commitment

Organisation

Brand 

Design

Strategy – objectives and 

values

Frameworks – guidelines, 

standards and process

Brand Implementation

Expression Campaign

Are you ready for, 

and do you need Branding?

How should you 

do Branding?

How should the Brand 

be communicated to 

customers?

What do you learn and 

how to improve?



47

Logo 6

Logo 2

Logo 3

Logo 4

Logo 5

Logo 1

Logo 7

Logo 8

Logo 9

Logo 10

Logo 11

Logo 12

Logo 13

Logo 14

Logo 15

Tanzania Spices: in market testing of potential logos (Germany, UK and Tanzania)
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Logo (and guidelines) Brochure Website

Photography… and social media examples

Examples:  Deliverables
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Examples:  Deliverables
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Results: 

- Improved social media look 
(logo, images, & content) 

- Engaging with market players

e.g. Roasters in Canada & 

Germany engaged with their 

Facebook post to let them know 

they will roast their coffee 

Examples:  Deliverables



Example of recent project work in Tea (Kenya 2020)
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Design package
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Branding guidelines

Business card

Brochure



Packaging re-design
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Kenya: Increased sales of SMEs directly coached in one-on-ones by experts (% Increase 

2019-2020) 

Increased local market sales (% Increase 2019-2020)

Increased regional market sales (% Increase 2019-2020)

Increased international market sales (% Increase 2019-2020)

Increased e-commerce sales (% Increase 2019-2020)

Under the EAC Markup project, 44 tea companies in Burundi, Kenya and Tanzania were accompanied through the creation or improvement of a branding 

strategy and its application in communications and packaging design in late 2019 / early 2020.  Over half made operational changes to their business and 20% 

announced new international business as a result of the support.

We have done a rebranding of our packaging and a harmonization of our new 

logo …This has helped us position our brand better in the market place… Thanks 

to MARKUP, we have expanded our online presence, by having a new e-

commerce site, which has helped us acquire new clientele in the local and 

international markets. 

It has been such a blessing because we have been guided, taught  and coached 

by top experts from branding and packaging sectors. I can say our brand 

currently meets national and international standards, with packaging materials 

uniformity, brand identity  new packaging and new product development.

Founder of Eldo Tea Enterprises and project beneficiary, Kenya

Eldo Tea attributed a 25% increase in international sales, including a 

75% increase in ecommerce sales, to its involvement in the 

programme.Most other firms also attributed it with an increase in sales.

Social media postsBrand guidelines Packaging design

Impact story: Eldo Tea


