
TRANSACT ION  VS IN T E R ACTION
THE BRAND RELATIONSHIP



We should build brands the same way we build a friendship. 
E N T R E P R E N E U R  M A G A Z I N E
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WAIT,  SO YOU’RE  SAYING THE  BRAND 
ISN’T  JUST THE  LOGO AND STUFF?



IT ’S  A  WHOLE  NEW WORLD. 
ALL  TECHY AND WHATNOT.



BLAH,  BLAH,  BLAH. . . 
I ’M BIGGER,  I ’M FASTER 

. . .BLAH,  BLAH,  BLAH.

YEAH,  OKAY.
BRING IT,  BUNNY.



DON’T  MIND ME —
I ’M JUST CHILL IN . . .

AND CHANGIN.
OUR JOB IS  TO MAKE CHANGE. 
OUR JOB IS  TO INTERACT WITH 
THEM IN  A  WAY THAT LEAVES 
THEM BETTER THAN WE FOUND 
THEM,  MORE ABLE  TO GET 
WHERE THEY’D  L IKE  TO GO.
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ONE IN  EVERY THREE
SITE  VISITORS SPEND LESS 
THAN 15  SECONDS READING 
ARTICLES THEY LAND ON.

LOOK!  I ’M A 
SQUIRREL ! !



BRANDS BUILD RELATIONSHIPS.
AND ONE MOMENT CAN CHANGE EVERYTHING.



BRANDS CREATE  VALUE .
THROUGH DISCIPLINE 
AND SACRIF ICE .
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“WHAT WILL  YOUR VERSE BE?”

http://business.time.com/2014/01/13/apples-latest-ad-is-probably-going-to-give-you-chills/
https://www.youtube.com/watch?v=Ep2_0WHogRQ
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LOOK FURTHER.



INSPIRED REALISM

in·spired
[in-spahyuh rd]
1.
of extraordinary quality, as if ARISING FROM SOME EXTERNAL 
CREATIVE IMPULSE.
(of a person) exhibiting a creative impulse in the activity specified.

2.
(of air or another substance) that is BREATHED IN.



INSPIRED REALISM

re·al·ism
[ree-uh-liz-uhm]
1.
the ATTITUDE OR PRACTICE OF ACCEPTING A SITUATION AS 
IT IS and being prepared to deal with it accordingly.

2.
the QUALITY OR FACT OF REPRESENTING A PERSON, THING, 
OR SITUATION accurately or in a way that is TRUE TO LIFE. 

3.
the doctrine that universals or abstract CONCEPTS HAVE AN 
OBJECTIVE OR ABSOLUTE EXISTENCE.



INSPIRED REALISM
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If you don’t know where you are going, 
you might wind up someplace else.

Y O G I  B E R R A
N E W  Y O R K  YA N K E E S



ADVANTAGE +  INSPIRATION +  BENEFIT  = 
BRAND POSITIONING PLATFORM

https://youtu.be/2xegsh1CmPU


CREATE  AN UMBRELLA POSITION THAT YOU CAN OWN.

OKAY,  I  GOT IT !
LET ’S  DO THIS .
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BRAND 
PROMISE

POSITIONING

BENEFIT

PERSONALITY

TONE

P.O .D.

REASONS TO BELIEVE

How the 
brand behaves

What the brand 
stands for

Advantage the  
brand offers

Persona traits

Expression 
of character

Proof points 

Claims only the 
brand can make

IT ’S  NOT HARD TO  
MAKE DECISIONS 
ONCE YOU KNOW 
WHAT YOUR 
VALUES ARE . 
R O Y  D I S N E Y
C O - F O U N D E R  O F  W A LT  D I S N E Y  P R O D U C T I O N S











THANK YOU.

A N D R E A  S T O N E 
M A N A G I N G  D I R E C T O R
andrea . s tone@brandjuice .com

E R I N  J O N E S - B L O O D
D I R E C T O R

erin. jones@brandjuice .com


