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BRAND FIRST
...RIGHT AFTER I DO 
THIS OTHER THING

No matter what size your company or organization, creating 
a strong brand is the one place where marketers can make 
the biggest difference in long-term value. And it’s the one 
thing no one seems to have time for.

But we get it: everyone is busy. Marketers are all wearing 
multiple hats and pulling cross-divisional shifts to keep the 
department moving. The good news is that it is moving. 
Marketing has more budget, respect, and responsibilities 
than ever before. The bad news is that too many times 
marketers are forgetting their single most important 
responsibility—the brand.

BLAME IT ON TECHNOLOGY
In between the new technology implementations, latest 
social platform and a plethora of digital opportunities, the 
brand is getting shoved to the side. Marketers recognize 
that it’s important, but still the brand doesn’t get the urgency 
and attention that it requires. Maybe it’s because it doesn’t 
have a deadline. Maybe it’s because it’s difficult to measure 
and the payoff seems distant. The fact is that marketers 
should lead with their brand in mind and take an approach 
that is Brand First.

Why Are Marketers 
Ignoring Their Brand?



Brand First is our guiding principle to ultimately 
differentiate organizations and create long-term value. 
When an organization takes a Brand First approach they’ll 
understand and know their brand completely. Every 
action will originate with that knowledge of the brand and 
then feed back to it. That’s how the best brands are able 
to evolve over time without losing their identity, while 
increasing their power and value.

FIVE ADVANTAGES OF A 
BRAND FIRST APPROACH
A Brand First approach touches every aspect of the 
organization, but especially impacts it in these five ways:

1.  Alignment with Brand Purpose 
2. Unification across the Enterprise 
3. Promotes Agility 
4. Enables Customer Engagement Optimization 
5. Builds Long-Term Value

 
What Is Brand First?

The best brands are able to 
evolve over time without 
losing their identity.



BRAND FIRST REALIGNS THE 
COMPANY WITH ITS PURPOSE
Your brand purpose is your ultimate “why.” It’s the reason you 
got in business, the ultimate need you serve for your clients. 
Sales and profits are important, and of course you need 
revenue to stay in business. But that’s not the why.  
Too often companies stray from their purpose, and ignore 
their brand because of it. They concentrate on sales, cutting 
cost, or new technology. Those things aren’t your brand.

BRANDS THAT HAVE A PURPOSE 
HAVE TWO CRITICAL THINGS 
THAT ENSURE THEIR LONGEVITY: 
1) an identifiable contribution to the culture  
2) a measurable contribution to the business (more on this later)

Identification of both together is how truly strategic growth 
happens and perpetuates itself. And when an organization  
firmly knows their purpose, they’ll also know their brand and  
it will serve as guiding touchstone. 

Why Brand First?

Brand First ensures 
that organizations 
will never lose sight 
of their purpose.

Your brand purpose is 
your ultimate

“WHY”



THE RESULT
The result was a comprehensive effort, Rethink School 
Meals, that included educational materials and highlighted 
a School Meal Hero program that showcased local heroes 
who craft school meals. Schools and students are invited 
to nominate food service employees for the award, 
highlighting the good being done and keeping everyone 
true to their original why and purpose. 

When you talk about the food served in local schools, there 
are a lot of negative perceptions. Tasteless and unhealthy 
served by people that don’t care is a common refrain. That’s 
not the reality and not why anyone associated with school 
meals, from the suppliers to servers, get up in the morning. 
Many are very passionate about the meals they serve, and 
want to make the school meal experience a highlight of the 
students’ day.

Conagra Foodservice™ recognized this disconnect worked 
to create a strategic rebranding of the school lunch 
experience that aligned with their purpose and that would 
simultaneously position the brand as a valuable consultant 
to schools across America. It would reconnect everyone 
involved with their purpose—serving great meals at school.

EXAMPLE: 

Rethink School Meals

http://www.wilsonadv.com/lunch-heroes/
http://www.wilsonadv.com/lunch-heroes/
http://www.wilsonadv.com/lunch-heroes/
http://www.wilsonadv.com/lunch-heroes/


When the organization takes a Brand First approach it 
becomes clear to everyone in the organization what their 
purpose is, why they are here, and how they can support 
the brand and cause. It gives them something to believe in. 
As Elon Musk said, “Putting in long hours for a corporation 
is hard. Putting in long hours for a cause is easy.”

When we talk about unification we’re not just talking 
about standardization of the brand’s image, but how data 
and information about customers are used across the 
organization, and how associates within the company 
discuss the brand. 

When organizations aren’t Brand First, people and 
departments get caught up with what they think the brand 
means and what they identify as their responsibilities. 
Often they aren’t sure or don’t realize how they are 
connected to and build the brand. Or worse, ignore the 
brand in search of immediate gains that shortchange the 
future of the brand. Silos get created and the organization 
starts being pulled apart by the divergent paths. 

Brand First Unifies 
the Brand across  
the Organization

Searching for immediate 
gains can shortchange the 
future of your brand.

https://www.reuters.com/article/us-tesla-patents/tesla-motors-to-share-patents-to-spur-electric-car-development-idUSKBN0EN23J20140612


THE RESULT
The result was the revelation of a unique and consistent 
voice for the brand with a powerful rallying cry, “This is 
how we mortgage.” It defined the team at myCUmortgage 
for what they are: experts obsessed with the American 
dream of homeownership. The brand reveal got roaring, 
companywide cheers and applause, and great feedback 
from myCUmortgage partners going into the market. 

THIS IS HOW WE MORTGAGE 
The pros at myCUmortgage had the mortgage solutions, 
technology, and expertise to provide credit unions with 
the ability to get more members into new homes. But 
their message wasn’t resonating with potential partners 
and associates weren’t communicating the message 
consistently. To grow their business, myCUmortgage 
needed a compelling way to share who they were with 
the world.

To bring everyone together, myCUmortgage developed 
an integrated branding program that put the strategic 
differentiation for their brand front and center. Over the 
course of several months, Wilson Advertising spoke with 
myCUmortgage leadership, team members, and partner 
credit unions (the target audience) to complete a detailed 
brand assessment.

EXAMPLE: 

myCUmortgage®

http://www.wilsonadv.com/our-work/mycu-mortgage/


The speed of markets and communications requires that 
organizations be able to make quick and smart decisions —
to be agile. They need to be able to act and evaluate in 
small iterations. Then they need the ability to scale up or 
down based on results with their audience and markets.

Being Brand First ensures that organizations know their 
brand purpose and are close to their audience. That 
provides a foundation to make reasonable assumptions  
of where they need to stretch in order to grow. Likewise, 
that strong foundation ensures that there is a place to fall 
back to and reconsider when things don’t go as planned. 
This ability enables Brand First organizations to take 
advantage of fleeting opportunities as they arise and 
evolve with their audiences without dramatic shifts that 
could alienate customers. It inherently future-proofs and 
moves the brand forward.

Brand First Promotes 
Agile Tendencies and 
Future-Proofs the 
Organization

Strong brands are a 
foundation for growth,  
Brand First keeps you  
on the path. 



THE RESULT
When the Eagles actually did win, the result was an official 
“Philly Philly Day” parade. “It was the most successful 
marketing campaign we’ve ever done,” Chueiri said, noting 
volumes grew 30% in Philadelphia alone. All in alignment 
with their brand approach of providing memorable events 
and experiences. 

WORD ON THE STREET
Big-name beer brands wouldn’t be top of mind when you 
think of agile marketing. Big yearly planned media buys, 
over-the-top creative productions, and saturation have 
been the norm for years. But when you’re Brand First 
you’re better able to see opportunities and react when they 
present themselves. That’s exactly what Bud Light was able 
to do, as it looked to capitalize on events and experiences. 

During the 2017–18 NFL season, the nonsensical phrase 
from the Bud Light “Dilly Dilly” campaign took hold across 
the nation, and Philadelphians quickly co-opted it to “Philly 
Philly.” Early on, Philadelphia Eagles player Lane Johnson 
was on social media and promised “beer for everyone” 
if the Eagles won the championship. Bud Light jumped in 
with their support.

EXAMPLE: 

Bud Light®

Bud Light is not a current client of Wilson Advertising and the agency did not contribute to this campaign.

(https:/www.marketingdive.com/news/inside-anheuser-buschs-playbook-for-revitalizing-power-brands-like-bud-lig/538611


The marketing landscape has changed dramatically as 
technology has grabbed a central role. Where not too 
long ago the technology options were straightforward, the 
number of players in the game now is mind-numbing. In 
fact, one study found that “90% of marketers struggle to 
identify the right technologies to serve as an extension of 
their brand.”

Customer Engagement Optimization bridges this gap.  
It occurs when your brand personality, voice, and values 
are aligned with the technology and platforms used to 
communicate that personality. It moves beyond the  
front-end applications you might know as multi-channel, 
or opti-channel, to include the backend of the systems 
working and stretching across the enterprise. But it’s true: 
if you don’t have a clear understanding of your brand, you 
won’t be able to select the proper technology to convey 
your message to any of your audiences, external, internal, 
or otherwise. In other words, you might be in the right 
room, but not have seat at the table. The result is that no 
one will hear you.

Brand First Enables 
Customer Engagement 
Optimization

Today’s marketing challenge? 
Matching technology to  
the brand personality  
and values.

http://www.wilsonadv.com/2018/04/brand-marketers-biggest-challenge-is-not-about-brand/
http://www.wilsonadv.com/2018/04/brand-marketers-biggest-challenge-is-not-about-brand/
http://www.wilsonadv.com/2018/03/customer-engagement-optimization-the-next-step-for-brands/


THE RESULT
The result is a Brand First approach that aligns the Orvis  
voice with their technology for optimized Customer 
Engagement Optimization. “It’s simple, if all of our  
channels are in alignment, our brand message will be 
louder and heard by many more consumers,” said  
Bill Reed, Director of Wholesale at Orvis.

THE PERFECT CAST
As a company that began in 1856 to offer superior fly-fishing 
equipment, Orvis has seen dramatic changes in their audience. 
But two things haven’t changed. Their purpose has always been 
to help and guide people to a life outdoors. From contributing 
to conservation, to educational programs and schools, to travel 
and more, they’ve been a trusted resource. And they’ve always 
prided themselves on customer satisfaction and service. 

Today, their primary audience is not on the front edge of 
technology, but they are relatively early adopters. To meet their 
audience wherever they are has required moving in step with 
technology and expectations. For example, their retail stores 
are invaluable in the highly tactile nature of their business. 
They’ve employed technology to identify who’s a new customer 
and who’s a raving fan the moment they step in the door. The 
technology they call their “endless aisle” tool bridges a critical 
gap in web and mobile transactions in the store. Tablets enable 
employees to order any out-of-stock products and conduct both 
in-store and online sales in a single transaction. 

EXAMPLE: 

Orvis®

Orvis is not a current or prior client of Wilson Advertising. 

https://blog.promoboxx.com/orvis-puts-local-retailers-first/
https://www.orvis.com/s/about-the-orvis-company/261
https://www.shopify.com/enterprise/10-examples-of-outstanding-omnichannel-brands


There has been much talk about marketing’s contribution 
to the bottom line of a business. Most of the voices in 
the conversation center around different variations and 
definitions of some sort of ROI. But the real validation of 
a Brand First approach and why it should be utilized is 
because it’s the only true way to build increased and long-
term value for the organization and its investors. In report 
after report, strong brands deliver superior shareholder 
returns, outperforming the S&P 500 index and the MSCI 
World index. All of the talk about e-commerce eroding the 
value of brands, has not been reflected in the real world. 
In fact, if anything, brands are more valuable. 

A Brand First approach creates a more valuable brand and 
enables you to charge a premium (13% by one account) 
and increases your power to growth (four times more 
likely to grow value share during the next 12 months). That 
instantly increases your revenue. Most importantly, that 
will enhance your long-term revenue potential—which is 
what investors and stakeholders should really care about. 
And it comes down to the brand.

Brand First Builds  
Real Long-Term  
Company Value

In report after report,  
strong brands deliver 
superior returns. 

https://www.economist.com/business/2014/08/30/what-are-brands-for
https://www.marketwatch.com/story/brands-that-make-consumers-emotional-outperform-the-sp-500-over-time-2015-10-06
http://www.millwardbrown.com/mb-global/what-we-do/brand/brand-equity/meaningfully-different-framework
http://www.millwardbrown.com/mb-global/what-we-do/brand/brand-equity/meaningfully-different-framework
http://www.millwardbrown.com/mb-global/what-we-do/brand/brand-equity/meaningfully-different-framework


THE RESULT
After the rebranding, everyone took notice, including a much 
larger competitor. Soon afterward, the competitor acquired 
Keir Educational Resources at a premium as a complement 
to their offering. They continue to use the new branding 
because of the strength of their new presence. 

A LESSON ON EDUCATIONAL 
RETURNS
Keir Educational Resources was founded in 1968 to create 
educational supplements to help students studying for the 
Chartered Life Underwriter (CLU) designation. Over the years, 
these supplements expanded to provide courses for other 
insurance professionals and designations in the industry. 
However, as new competitors entered the industry, it became 
difficult to compete for this niche audience. The Keir brand 
needed to keep pace with changing times.

Keir began the process with a full Brand Audit, including an 
evaluation of their current marketing strategy and materials. 
It was evident that Keir needed to position itself as a modern 
educational brand across the board to create a truly unique 
and valuable experience for their students.

EXAMPLE: 

Keir Educational Resources 

http://www.wilsonadv.com/our-work/keir/
http://www.wilsonadv.com/our-work/keir/


Hopefully it’s clear at this point how a Brand First approach 
is necessary for long-term success. The brand is and 
should be the foundation for your company going forward. 
Being Brand First, while requiring more discipline initially, 
actually makes the job of marketers simpler. It provides 
a series of filters for all types of decision making from 
technology to audience evolution. It enables marketers to 
seize opportunities with confidence. And, critically, it builds 
value that gives companies an enhanced position in every 
market place. That’s the ultimate goal for brands that strive 
to live forever. 

SOURCES:

If You Won’t Put 
Your Brand First, 
Eventually Everyone 
Else Will Put It Last

http://www.wilsonadv.com/lunch-heroes/

https://www.reuters.com/article/us-tesla-patents/tesla-motors-to-share-patents-to-spur-electric-car-development-
idUSKBN0EN23J20140612 

http://www.wilsonadv.com/our-work/mycu-mortgage/ 

https://www.marketingdive.com/news/inside-anheuser-buschs-playbook-for-revitalizing-power-brands-like-bud-lig/538611/

http://www.wilsonadv.com/2018/04/brand-marketers-biggest-challenge-is-not-about-brand/ 

https://www.orvis.com/s/about-the-orvis-company/261 

https://www.shopify.com/enterprise/10-examples-of-outstanding-omnichannel-brands 

https://blog.promoboxx.com/orvis-puts-local-retailers-first/

https://www.marketwatch.com/story/brands-that-make-consumers-emotional-outperform-the-sp-500-over-time-2015-10-06 

https://www.economist.com/business/2014/08/30/what-are-brands-for 

http://www.millwardbrown.com/mb-global/what-we-do/brand/brand-equity/meaningfully-different-framework 

http://www.wilsonadv.com/our-work/keir/ 

Brand First makes the job  
of marketers simpler.

All trademarked names are the sole property of their respective companies. 



GET IN TOUCH

For more than eighteen years, top brands have come to us for  
bold ideas, exceptional campaign execution, and measurable results.  
We believe that with smart strategy and the right creative partner,  
great brands can live forever. Discover how brands find renewed growth, even 

during times of dramatic change, by following 
these five steps.

We Believe Great Brands Can  
Live Forever

Fresh Direction 
for Renewed 
Growth

SEE OUR WORK

GET THE FIVE GATES EBOOK

ARE YOU READY TO LEAD 

BRAND FIRST?
WILSONADV.COM

http://www.wilsonadv.com/contact-us/
http://www.wilsonadv.com/our-work/
http://www.wilsonadv.com/five-gates-of-branding/

