














SUSTAINABLE

Protecting people
and the planet

Increasingly we are seeing the marginalisation of
companies and organisations stuck in the old economic
paradigm of ‘profit at any cost’, operating with the sole
purpose of protecting stock prices and maintaining
shareholder value.

The Brands of tomorrow are about progress; making
this world a better place for everyone. Creating wealth
and value for a forward moving society, in ways that
protect the environment for future generations; whilst
at the same time, generating returns for its investors.
These are the brands that people want to invest in!

We're not talking about token gestures to keep bloggers
away, or side projects aimed at alleviating any notions
of guilt. It’s about a brand built upon respect; respecting
the world we live in, and respecting society. Profit should
not come at the expense of people or the planet, but be
intrinsically linked to well-being and sustainability.
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The Industrial Age has been about generating wealth
by plundering our planet’s natural resources for profit.
The average 10 Ibs laptop computer requires 40,000 lbs
of raw materials to produce. It doesn’t require you to be
a genius to see this is not sustainable.

Doing good should not just be seen as the work

of charity and not-for-profits. Business can be an
incredible force for good, and any plans for a more
sustainable and healthy world must have business as
part of the answer.

In a 2013 survey of the Best Global Green Brands?,

the top three green brands were car manufacturers.
Companies and industries which were once perceived
to be part of the problem are taking it upon themselves
to be part of the solution, taking seriously their
responsibility to society and the environment.

Sustainability is no longer a ‘nice-to-have’, it is a core
value at the heart of a brand in the 21st century. Any
brand which negates its responsibility to society and
the environment will find itself left behind.

2. Interbrand | Best Global Green Brands 2013
http://www.interbrand.com/en/best-global-
brands/Best-Global-Green-Brands/2013/Best-
Global-Green-Brands-2013.aspx
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“WE'RE NOT AT THE

10P OF THIS UTTLE HILL
CALLED CORPORATE
S0CIAL RESPONSIBILITY,
WERE AT THE BOTTOM
OF THIS BIG MOUNTAIN
CALLED SUSTAINABILITY.”






50CIAL

Valuing the relationships
and connections people
have with your brand

Brands by their very definition are social; the
relationship between your services and the people
who use them. To be a socially empowered brand is to
place people at the centre of your brand experience. It
is the recognition that people’s opinions matter, and
that human beings are the most valuable resource
your brand has.

People talk. Talk can go further, faster and wider than
ever before, with the increasing global capacity of the
Internet and the integration of Social Media into our
daily lives. In this hyper-connected world, we have

a choice; to be the subject of the conversation or the
facilitator of the conversation. When people have a
strong opinion and feel they aren’t being listened to,
it can create a volatile reaction — causing irreparable
damage to your brand. But when you become the
facilitator of the conversation — when people know
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their voices are being heard, valued, and acted upon —
that critique can be turned into a constructive and
positive contribution, and in turn, convert critics into
brand ambassadors.

Innocent Drinks famously started by selling fruit
smoothies at a Jazz festival. They posed the question

to people; ‘Should we give up our jobs to make these
smoothies?” Once people had finished their drinks, they
were asked to place their empty bottles into one of two
bins; one bin for YES, another bin for NO. The YES bin
overwhelmingly won, and Innocent never looked back.

Innocent are a brand that take social empowerment
seriously. They are not afraid to ask people’s opinions,
and people are not afraid to give them. This philosophy
— that the views of people matter — is one of the

central reasons why Innocent isn’t just another drinks
company, but one loved by its consumers.

Becoming the facilitator of the conversation may seem
like a scary proposition. We may hear something we
didn’t anticipate, or we may not like what we hear. But
if we are really afraid of what people think of us, then
maybe we have more serious problems than we’d like
to admit.
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“WE LOVE OUR CONSUMERS,
WITHOUT THEM, WE'D JUST
HAVE A VERY EXPENSIVE
HOBBY. A5 SUCH, WE WANI
10 KNOW WHAT WE CAN DO
10 MAKE OURSELVES A BETTER
COMPANY FOR THEM. 50 WE
DO EVERYTHING WE CANT0
KEEP THE DIALOGUE GOING.”
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SIMPLE

Digging through complexity
to deliver useful, relevant or
entertaining experiences

There is a common misconception out there; that
simplicity is easy, when in fact it’s really, really hard.
It’s much easier to add to what already exists, than it
is to start over.

The path towards simplicity starts with empathy.
Only by putting ourselves in the shoes of our
consumers can we begin to understand what truly
adds value, and what just gets in the way. By choosing
simplicity, we put the needs of our users before our
own ego, digging through complexity to deliver useful,
relevant or entertaining experiences.

Simplicity is a highly valuable and desirable brand
asset, one that rewards significantly. Studies3 show that
brands which score highly for simplicity out-perform
the market by 99% with players such as Google,
Amazon, Virgin Atlantic and Ikea leading the way.
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It would be a mistake to confuse simple for basic.
People are willing to pay a premium for simplicity and
are becoming increasingly frustrated by overly complex
experiences and a perceived lack of clarity.

Apple are a brand that have built an empire on the
value of simplicity. Their devices have a reputation for
being easy to use, and beautifully designed. Yet Apple
products are always powerful, smart, sophisticated, and
built upon cutting-edge technology. Apple’s obsession
with simplicity is often in stark contrast to their rivals

- Microsoft, Intel and Dell - and took them from the
brink of bankruptcy to the most valuable company in
the world.

Simplicity requires focus and commitment to the things
that really matter, with a thousand no’s for every yes.
Just because you can do something doesn’t mean you
should. It takes courage to fight for simplicity when the
path of least resistance perpetuates complexity.

3. Siegel+Gale | Global Brand Simplicity Index 2012
http://www.siegelgale.com/white_paper/2012-
global-brand-simplicity-index-united-kingdom/
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“SIMPLICITY ISN'T JUST A
VISUAL STYLE. IT'S NOT JuST
MINIMAUISM OR THE ABSENCE
OF CLUTTER. IT INVOLVES
DIGGING THROUGH THE DEPTH
OF THE COMPLEXITY. 10 BE
TRULY SIMPLE, Y0U HAVE T0
GO REALLY DEEP.”






AUTHENTIC

Speaking and acting
everyday with purpose
and integrity

Authenticity is a commitment and an unwillingness

to compromise on the things that truly matter to you.
Authenticity puts values before profits, and long-term
vision before short-term gains. It’s easy to be Authentic
in the 99%, when things are going great. But, it’s in the
1% - when things get really tough - that people see what
you’re made of.

To be authentic, you first have to understand clearly
what your brand purpose is; what you're here to do,
and why you do it. Authenticity is when your purpose
drives behaviour, rather than money.

Business is often a relationship of compromises.
Therefore, it is vital to decide in advance where you are
able to compromise and make concessions, and what
are your non-negotiables. Where can you be flexible in
order to do business, and where must you take a stand
to defend the integrity of your brand.
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You cannot departmentalise authenticity. Either your
whole organisation is true to your brand values, or it’s
not. How can you be unwilling to compromise, and
then use suppliers which operate in total conflict with
your non-negotiables? The bigger you are, the harder
you have to work to protect your authenticity.

Authenticity requires sacrifice. Sometime opportunities
are put before us, which look really good on the surface,
but come with strings attached. Making short-term
decisions that compromise your core values, can have

a catastrophic effect on the integrity of your brand.
Authenticity is the courage to say ‘No’, because you
have already said ‘YES’ to something bigger and truer
to the fabric of who you are.

Trust; so hard to build, so quick to go. The cornerstone
of a trusting relationship is authenticity. If you’re asking
how can we become more authentic in order to get
people to trust you, you're asking the wrong question.
Authenticity is not something you can turn on-or-off;
it’s a track record, a tradition, a heritage. We can look
back at where you've come from and see a pattern
emerge which is lived out every day.

When we talk about something being authentic, we’re
usually talking about something that has been around a
long time and has stayed true to its greatness, the thing
that makes it special. Its shape may have changed over
the years, but the core truth has remained the same;
you are buying a legacy. There is enormous value in a
brand with legacy. Authenticity is not something you
can buy off a shelf, it has to be earned.
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“THE MOST AUTHENTIC
COMPANIES ARE THOSE
WHERE THERE 15 NO GAP
BETWEEN THE PURPOSE OF
YOUR COMPANY AND ITS
ACTIONS, NO GAP BETWEEN
WHATIT ASPIRES 10 BE AND
HOW IT ACTS EVERY DAY.”
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Strategic



CCT CREATIVE

A graphic design practice and
consultancy, specialising in
Brand Identity Design

CCT Creative has been working closely with brands
and leaders since 2005, helping businesses and
organisations with a mix of strategic thinking and
creative expression through graphic design.

“I believe that creativity and strategy are not opposing
forces, but dance partners. When great leaders and
great designers come together, it can lead to all sorts
of exciting possibilities.

If you have a business or
organisation which needs help
with its branding or identity,
please get it touch; it would be
a pleasure to meet you.”

Andy Cogdon
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HELPING VISIONARY LEADERS
SHAPE AUTHENTIC BRANDS
WITH CREATIVE IDEAS
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