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BRANDING & COMMUNICATION
A two-part series seminar
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BRANDING

What’s all the fuss about?

PART 1/2
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1. WHERE WE LEFT OFF

2. KEY TAKEAWAYS

3. SO WHAT IS BRANDING ANYWAY?

4. THE PILLARS OF A STRONG BRAND

5. DOs and DONTs TO ABIDE BY

6. STAYING TRUE TO YOUR IDENTITY

PART 1

BRANDING : WHAT’S ALL THE FUSS ABOUT?



BRANDING & COMMUNICATION   |   SOROPTIMIST INTERNATIONAL EUROPE  |  All images subject to © EMILY SAHAKIAN   |   20.04.21  |   4

1. BRANDING | WHERE WE LEFT OFF
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1. BRANDING | WHERE WE LEFT OFF

Why is it that some brands are so strong we 

needn’t even see their name to know what 

they stand for and what they represent? 

Their purpose never changes, but with time 

their objectives and goals evolve.
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2. BRANDING | KEY TAKEAWAYS

Consistency is key. 

A million voices 

carrying the same 

message makes for 

ONE very loud and 

powerful message.
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3. BRANDING | SO WHAT IS BRANDING ANYWAY? 

Branding is an experience whose mission is to inspire and

provide solutions to perceived problems or pains. This

experience is based on connecting, exchanging and

building genuine relationships with your audience.

It’s about having a voice that is clear, aligned and

unmistakably unique. It’s about how you make a person

feel when they encounter your brand. It’s about your

personality and how you share it with the world.

If you stay loyal to your brand, your audience will always

recognize & identify with anything you do.
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And how do we achieve this ?
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4. BRANDING | THE PILLARS OF A STRONG BRAND

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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OXFAM A just world without poverty.

DISNEY To make people happy.

TESLA To create the most compelling car 
company of the 21st century by 
driving the world’s transition to 
electric vehicles.

SIE Women and girls will achieve their 
individual and collective potential, 
realise aspirations and have an equal 
voice in creating strong, peaceful 
communities worldwide.

4. BRANDING | THE PILLARS OF A STRONG BRAND

A bold statement about 

what you’d like to 

accomplish. Your 

dreams & aspirations

along with the legacy

you’ll leave behind. It’s 

about the recognition

you will receive through 

time and what you will be 

remembered for.  

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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OXFAM A just world without poverty.
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4. BRANDING | THE PILLARS OF A STRONG BRAND

A bold statement about 

what you’d like to 

accomplish. Your 

dreams & aspirations

along with the legacy

you’ll leave behind. It’s 

about the recognition

you will receive through 

time and what you will 

be remembered for.  

YOUR VISION
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OXFAM To tackle the root causes of poverty 
and create lasting solutions.

DISNEY to entertain, inform and inspire 
people around the globe through 
the power of unparalleled 
storytelling…that make ours the 
world's premier entertainment 
company.

TESLA To accelerate the world’s 
transition to sustainable energy.

SIE To transform the lives and status 
of women and girls through 
education, empowerment and 
enabling opportunities.

The how you will 

accomplish your vision. An 

action-based statement

that underscores your 

values and personality. 

Your mission statement 

should be reflected & 

conveyed through every 

action you undertake both 

on and offline. 

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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4. BRANDING | THE PILLARS OF A STRONG BRAND

The how you will 

accomplish your vision. 

An action-based

statement that 

underscores your values

and personality. Your 

mission statement 

should be reflected & 

conveyed through every 

action you undertake 

both on and offline. 

YOUR MISSION
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OXFAM Empowerment, accountability, 
inclusiveness.

DISNEY innovation, quality, community, 
storytelling, optimism and decency.

TESLA Always do your best; No forecast is 
perfect, but try anyway. 
Respect and encourage people; 
Always be learning; Respect the 
environment.

SIE

4. BRANDING | THE PILLARS OF A STRONG BRAND

A set of beliefs that guide 

the way you interact with 

internal and external  

stakeholders. These 

values form a part of your 

core personality and are 

non-negotiable.

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY



BRANDING & COMMUNICATION   |   SOROPTIMIST INTERNATIONAL EUROPE  |  All images subject to © EMILY SAHAKIAN   |   20.04.21  |   15

OXFAM Empowerment, accountability, 
inclusiveness.

DISNEY Innovation, quality, community, 
storytelling, optimism and decency.

TESLA Always do your best; No forecast is 
perfect, but try anyway. 
Respect and encourage people; 
Always be learning; Respect the 
environment.

SIE

4. BRANDING | THE PILLARS OF A STRONG BRAND

These are a set of beliefs

that guide the way you 

interact with internal and 

external  stakeholders. 

These values form a part 

of your core personality

and are non-negotiable.

YOUR VALUES



BRANDING & COMMUNICATION   |   SOROPTIMIST INTERNATIONAL EUROPE  |  All images subject to © EMILY SAHAKIAN   |   20.04.21  |   16

OXFAM Empowerment, accountability, 
inclusiveness.

DISNEY innovation, quality, community, 
storytelling, optimism and decency.

TESLA Always do your best; No forecast is 
perfect, but try anyway. 
Respect and encourage people; 
Always be learning; Respect the 
environment.

SIE

4. BRANDING | THE PILLARS OF A STRONG BRAND

Who do you want to target ? 

What these people want in 

life? What drives them and 

what characterizes their 

personalities? What age group? 

What interests and which news

sources? The more you 

understand your audience 

the easier you can communicate 

together.

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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4. BRANDING | THE PILLARS OF A STRONG BRAND

SAMPLE PROFILE

Millenial Women

Demographics: B. 1980 – 2000
23 to 38 yrs old
Average mariage age 31
4 out of 10 women aged 25 to 34 
have completed university studies. 
44% of women have higher 
educations.

News Sources: primarily online via 
local and International 
newspapers, newsletters & 
instagram feeds

Behavior Traits: Digital natives, 
tech savvy, ambitious, 
achievement-oriented and socially 
conscious and happy to share 
information (good and bad) with 
friends.

Subjects of Interest: civic 
engagement, gender, racial and 
ethnic inequalities, technology as a 
catalyst for change.

Statistics: PEW research center | Eurostat data for 2017 | Deloitte

YOUR AUDIENCE
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4. BRANDING | THE PILLARS OF A STRONG BRAND

How you portray yourself 

through speech, voice, tone 

and language. The vocal 

character traits that define your 

personality must remain 

consistent in order to remain 

credible and reliable. 

Throughout your social media, 

website copy and newsletters, 

your voice must always 

remain the same. 

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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4. BRANDING | THE PILLARS OF A STRONG BRAND

YOUR PERSONALITY

How you portray yourself through 

speech, voice, tone and 

language. The vocal character 

traits that define your personality 

must remain consistent in order 

to remain credible and reliable. 

Throughout your social media, 

website copy and newsletters, 

your voice must always 

remain the same. 

Examples of personality traits: 

Honest, courageous, empathetic, 

diplomatic.
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4. BRANDING | THE PILLARS OF A STRONG BRAND

Reinforcing the 

awareness of your brand 

with a logo that follows 

strict guidelines in terms 

of uses, colors & format.

If you want people to 

recognize you, your logo 

must be used in a 

consistent way 

throughout.

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY
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4. BRANDING | THE PILLARS OF A STRONG BRAND

YOUR VISUAL IDENTITY

Reinforcing the 

awareness of your brand 

with a logo that follows 

strict guidelines in terms 

of uses, colors & format.

If you want people to 

recognize you, your logo 

must be used in a 

consistent way throughout.



BRANDING & COMMUNICATION   |   SOROPTIMIST INTERNATIONAL EUROPE  |  All images subject to © EMILY SAHAKIAN   |   20.04.21  |   22

4. BRANDING | THE PILLARS OF A STRONG BRAND

https://brand.hopkinsmedicine.org/brand/branding-guidelines/logo-guidelines/logo-misuse

•Do not create a custom logo for 
specific purposes. This dilutes our 
identity.
•Do not alter the logo in any way by 
changing or adding elements, or only 
using portions of it.
•Never change the logo’s color or 
orientation.
•Do not redraw the logo in any way.
•Do not change the font.
•Do not delete or substitute the 
word “Medicine.”
•Do not change scale, skew or rotate 
any logo
•Do not change the design of any 
logo
•Do not change or vary the colors of 
any logo
•Do not combine the logo or 
shield/icon with any other design, 
graphic, text or other element
•Do not horizontally or vertically 
distort the logo.
•Do not change the scale of the 
shield.
•Do not change the arrangement of 
the preferred logo lockup.
•Do not change the color of the 
symbol or name.
•Do not outline the symbol or name.
•Do not violate the clear space or 
place the logo within a shape.
•Do not apply a drop shadow.

A classic example of logo guidelines
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5. COMMUNICATION | WHY THIS IS ALL SO IMPORTANT

How do outsiders perceive your brand ? 

SI EMBLEM
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5. BRANDING | DOs AND DON’Ts TO ABIDE BY

Keeping everyone safe with a set of guidelines…

https://contentmarketinginstitute.com/
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5. BRANDING | DOs AND DON’Ts TO ABIDE BY



BRANDING & COMMUNICATION   |   SOROPTIMIST INTERNATIONAL EUROPE  |  All images subject to © EMILY SAHAKIAN   |   20.04.21  |   26

A strong brand checks all these boxes 
whenever it communicates with the outside 
world. It is coherent across all marketing 
and communication platforms. It’s not just 
about a logo but about how the whole is 
perceived from the outside. 

Visual, verbal and emotional 
messages must all align.

A strong brand speaks with one unified 
voice & one image. Clear, easy to adopt 
and easy to seamlessly spread across 
different platforms. 

If your messages aren’t being passed 
along, you’ve missed the mark. 

VISION

MISSION

VALUES

AUDIENCE

PERSONALITY

VISUAL IDENTITY

Do you check all the boxes ?

6. BRANDING | STAYING TRUE TO YOUR IDENTITY
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Part 1 of 2

The
End


