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In this primer we discuss the 
principles of how to think about 
Brand Essence and we introduce 
a framework that can help brand 
teams crystallize it. 

We then illustrate the Brand 
Essence framework with a few 
application examples and we 
discuss how a Brand Essence 
workshop can help teams to 
quickly converge on a shared 

and clear direction for the brand.

GROWTH THROUGH BRANDING EXCELLENCE



DEFINING THE BRAND ESSENCE IS KEY TO 

BRAND’S SUCCESS

 A clear definition of your Brand 
Essence helps you set the direction 
for your brand building activities 
and provides a frame of reference 
for brand communication.

 It gives guidance to internal and 

external teams on how to "be true" 
to your brand.

 It gives you a reference to judge 
messaging and creativity, to 
evaluate line extensions and new 
product development.
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What Elements Should Be Captured In Your Brand Essence One-Pager?

 Your Brand Essence should 
be able to capture in a 
simple way the articulated 
set of elements that build up 
what you want your brand to 
stand for in the minds of 
consumers.

 These elements should 
include:

− The consumer element: 
a specific customer 
insights, a core human 
truth or an 
unresolved underlying 
tension that your brand 
helps to address

− The brand functional 
benefits, needed to 
support its promise

− The specific emotional 
benefits that you want 
your brand to deliver

− The RTB that should be 
communicated to 
sustain your chosen 
positioning

− A sharp point of 
difference that your 
brand can own to forge 
customer perceptions on 
its value and 
distinctiveness

− Your brand’s values, 
beliefs and character 
elements

− The symbolic meaning 
and classic archetype at 
the basis of how you 
want customers to 
profoundly connect with 
the brand and create 
an enduring bond with it

 The Brand Essence is normally 
captured in a one-page 
document, a sort of identity 
card for the brand, that is 
used to align all internal 
stakeholders on brand 
identity, to evaluate creative 
ideas, to inform decisions 
about media mix and 
touchpoints. And is also a 
key component agency 
briefs.

THE POWER OF BRAND 

ARCHETYPES TO CREATE 

CONSUMER BONDS

Many brands are just entities we 
have a utilitarian relationship with: 
they give us some benefit in 

exchange for money. 

But for some brands we feel 
connection, loyalty and true 

passion. They are able to connect 
with us on a deeper level.

Brands we feel such a bond with 
are often built with a solid 
alignment to an archetype.

Archetypes have their roots 
in Greek Mythology and are 
grounded in decades of 
psychological research. 
Psychologist Carl Jung coined the 
term in the early 20th century.

The 12 archetypes most commonly 
used for successful brand building 

are: the Hero (Nike); the Ruler
(Mercedes-Benz); the Sage (BBC); 
the Creator (Apple); the Magician
(Red Bull); the Jester (M&Ms); the 
Explorer (Marlboro); the Rebel
(Harley-Davidson); the Lover
(Magnum); the Innocent (Dove); 
the Nurturer (Johnson’s Baby); the 
Everyman (IKEA).

https://www.edgeplus-consulting.com/gilda-sala/


A COMPREHENSIVE FRAMEWORK TO 

CAPTURE BRAND ESSENCE

 There are several alternative frameworks that you can use to define your Brand 

Essence.  Here is the one we normally use in our workshops:
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CONSUMER TARGET: Who chooses our brand, 

on which consumption occasions, to satisfy 

which needs / objectives

BRAND INSIGHT: The inner consumer 

truth on which the brand is based

Often expressed as a tension 

or as an unmet need

CHARACTER AND 

TONALITY: 

The brand's character

and its "tone of voice"

DISTINCTIVE ASSETS:

The brand’s tangible communication codes 

that remain consistent over time

REASON TO BELIEVE (RTB): What makes it 

credible that the brand can offer the 
promised benefits / advantages

BENEFITS: What the 

brand provides 

consumers with to solve 

their problem or improve 

their life

They are divided into: 

functional benefits and 

emotional benefits

PURPOSE AND BELIEFS: The sense of mission of 

the brand, its beliefs, its role in people's lives

ARCHETYPE: The personality archetype 

that puts you in deep contact with the 

brand.

There are 12 main archetypes, 

theorized by Carl Jung as 
universal models of the 

collective unconscious

WHAT CHARACTERIZES THE BRAND PERSONA? WHAT IS THE BRAND POSITIONING?

WHAT IS BRAND’S ROLE IN THE WORLD? WHAT NEEDS DOES THE BRAND ADDRESS?

 The framework should be filled-in proceeding clockwise: 
− 1st STEP: Target and Insight; 

− 2nd STEP: Benefits and RTB; 

− 3rs STEP: Character, Tonality and Assets;

− 4th STEP: Purpose, Beliefs and Archetype
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ESSENCE: What the brand stands for in one 
single sentence



EXAMPLES OF FRAMEWORK APPLICATION:

COCA COLA – BMW
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THE COCA COLA BRAND

THE BMW BRAND

WHAT CHARACTERIZES THE BRAND PERSONA?

PURPOSE: To refresh the world, inspiring moments of optimism 

and uplift. BELIEFS: there is always good in people and in life

WHAT IS BRAND’S ROLE IN THE WORLD?

CONSUMER TARGET: Family with kids, primarily mid-low income

BRAND INSIGHT: You do not need money to be happy

COMMUNICATION TERRITORY: Happiness, family, 

home

DISTINCTIVE ASSETS: Red, white, black colors; Retro brand 

logo; Distinctively shaped bottle

REASON TO BELIEVE (RTB): Most loved and drunk ever, 

thanks to its secret formula

EMOTIONAL BENEFIT: Happiness is on the 

table when you are with the people you 

love

ARCHETYPE: The Child (or: the Optimist / the Innocent).

The Child bursts with energy and positive attitudes.

He is an eternal optimist who believes in the

goodness of humanity and is open to possibilities. 

He pursues simplicity and happiness

WHAT IS THE BRAND POSITIONING?

WHAT NEEDS DOES THE BRAND ADDRESS?

FUNCTIONAL BENEFIT: An explosion of taste 

and freshness

CHARACTER:  Optimistic, do-gooder, jovial, 

social, dreamer. 

BRAND ESSENCE: A gulp of happiness!

CONSUMER TARGET: Men with high income and socio cultural level, 

that enjoying driving premium and superior automobiles and 

want to spend their hard earned money.

BRAND INSIGHT: Drive is not only a 

matter of reaching a place.

CHARACTER: Winner, Passionate, 

Sporty

DISTINCTIVE ASSETS: Sportive, aerodynamic design. Black and 

blue logo. Masculine colors and shapes. “The ultimate driving 

machine” claim.

REASON TO BELIEVE (RTB): Perfect combination 

of dynamic, sporty performance, 

ground-breaking innovations and breath-taking design.

BENEFITS: Sheer pleasure of driving, 

that delivers emotion, enthusiasm, fascination 

and thrills

PURPOSE / BELIEFS: 

Life should not be lived in half terms. Always aspire to lead!

ARCHETYPE: The Hero.

It gives the strength to excel in the most 

demanding adventures. It inspires others, making 

them feel able to rise to the challenge, strong, 

competent and capable of leaving a mark.

WHAT CHARACTERIZES THE BRAND PERSONA? WHAT IS THE BRAND POSITIONING?

WHAT IS BRAND’S ROLE IN THE WORLD? WHAT NEEDS DOES THE BRAND ADDRESS?

COMMUNICATION TERRITORY: Speed, racing, 

exclusivity, technology, innovation

BRAND ESSENCE: “Sheer driving pleasure”
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EXAMPLES OF FRAMEWORK APPLICATION:

IKEA – APPLE
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THE IKEA BRAND

THE APPLE BRAND

WHAT CHARACTERIZES THE BRAND PERSONA?

PURPOSE: Create a better everyday life for the many people 

(not just the few). BELIEFS: Everyone is created equal

WHAT IS BRAND’S ROLE IN THE WORLD?

CONSUMER TARGET: Contemporary, smart people who want to 

(re)furnish their house with a low budget

BRAND INSIGHT: The place you live in can be cozy 

and cool… also with a little budget

COMMUNICATION TERRITORY: House, family

DISTINCTIVE ASSETS: Blue and yellow (Swedish flag) colors, 

simple design REASON TO BELIEVE (RTB): Design starts with a price tag. 

Function and form go hand-in-hand

EMOTIONAL BENEFIT: The enjoyment to 

express yourself at reasonable prices

ARCHETYPE: The Everyman (“Just one of us”).

The everyman’s desire is to connect with others. 

He places importance in belonging, empathy, 

democracy. He values the loving atmosphere in 

homes and the friendly connection between 

close people and beloved items.

WHAT IS THE BRAND POSITIONING?

WHAT NEEDS DOES THE BRAND ADDRESS?

FUNCTIONAL BENEFIT: Affordable, innovative and 

functional home design

CHARACTER:  Friendly, democratic, down-to-

earth, joyful

BRAND ESSENCE: We transform the homes of everyday consumers

CONSUMER TARGET: Well-off individuals, willing to pay extra for 

technology with advanced design, functions and capabilities.

Lovers of lifestyle icons, willing to pay to get the best.

BRAND INSIGHT: I buy expensive 

items not to impress others, but as a 

mean of self-expression, to 

demonstrate to myself my taste 

and high quality standards 

CHARACTER: Smart; Innovative; 

Cool & trendy; Nonconformist

DISTINCTIVE ASSETS: Logo with a bitten apple; 

white, silver and black colors; extreme design simplicity. 

REASON TO BELIEVE (RTB): Iconic design; 

Simplicity of use; Superb user interfaces; Top performance

EMOTIONAL BENEFITS: Feel cool and different; 

Be part of a community experiencing lifestyle, 

imagination, liberty and closeness to the future.

WHAT CHARACTERIZES THE BRAND PERSONA? WHAT IS THE BRAND POSITIONING?

WHAT IS BRAND’S ROLE IN THE WORLD? WHAT NEEDS DOES THE BRAND ADDRESS?

PURPOSE: We contribute to society by bringing visions into being.

BELIEFS: We value imagination, innovation, self-expression and

liberty regained. We believe in dismantling old systems and 

creating something new in their place 

ARCHETYPE: The Creator.

Creator brands allow people to tap into their 

potential and re-invent themselves: their minds, 

personalities, ambitions, and dreams.

BRAND ESSENCE: Think different!

FUNCTIONAL BENEFIT: Exceptionally pleasant to use
COMMUNICATION TERRITORIES: Style, Performance, 

Simplicity, Elegance

14

23

14

23



BRAND ARCHETYPES

DEFINITIONS AND EXAMPLES
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 Brand archetypes are at the basis of what 

makes us connect with brands, letting us think 

we’ve always known them

 Archetypes are personality characters rooted 

in Greek Mythology, and have been used in 
storytelling for centuries. Today they are largely 

used in movies and advertising (e.g. The Sage 
 Yoda; The Hero  Gladiator; The Explorer 

Indiana Jones; The Rebel  Jack Sparrow; …)

 Archetypes correspond to basic human 

desires. They are instinctive and primitive. And 
we all relate to them. 

Each basic human desire matches with a 
specific archetype (e.g. Liberation The Rebel; 

Intimacy  The Lover; Enjoyment  The Jester; 

Belonging  The Everyman; …)

About Archetypes:

Ask your team to reflect on your brand’s archetype and to spell it out clearly.

This will massively improve the power of your communication!



ORGANIZING A WORKSHOP TO GET 

ALIGNMENT ON YOUR BRAND ESSENCE
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WORKSHOP OBJECTIVE

Build a view of the brand that is shared 

among all relevant stakeholders within the 

company RECOMMENDED STEPS

WORKSHOP OUTPUT

A one-page brand essence document that 

specifies the consumer target, the insight, as 

well as all the elements of the brand 

essence and positioning

A BRAND ESSENCE WORKSHOP HELPS YOU 

SET THE DIRECTION FOR YOUR BRAND AND CAPTURE ITS TRUE MEANING

This document has a series of important uses

for the company:

‒ Aligning all internal employees on the 

brand identity

‒ Serving as a key component of agency 

briefs

‒ Helping to assess creative ideas

‒ Informing decisions about media mix

and touchpoints

A TWO-DAYS facilitated and interactive session,

in which the team agrees upon all relevant aspects that build 

the equity of the brand

1
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Workshop 

Preparation

1st Day of 

Workshop

2nd Day of 

Workshop

 Carry-out an internal brand audit with all relevant 

stakeholders to collect inputs regarding their brand 

vision and perceived challenges

 Share material / questionnaire to stimulate reflection in 

advance to the workshop

 Invite all relevant internal stakeholders and a number 

of external thinkers (e.g. agency strategic planners 

and creatives)

 Share ideas, discuss and reach consensus on: Target, 

Insight, Functional Benefit, RTB

 Share ideas, discuss and reach consensus on: 

Emotional Benefit, Brand Character and 

Communication Territories, Essence, Beliefs, Archetype

 The brand identity one-pager is shared at the end of 

the day, so it can immediately be used for 

communication development

Edge+ Consulting has a long experience in the organization and facilitation brand essence workshops



ABOUT EDGE+ MANAGEMENT 

CONSULTING
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Top-Tier Senior Consultants

that Create Impact

GILDA SALA

Gilda has 25 years of experience in 

strategy, marketing and innovation 

consulting.

Her work focuses on helping clients 

achieve organic growth. 

She has led more than 100 projects 

for major global corporations, with a 

long track-record of measurable 

impact on the top-line.

She works in different geographies 

throughout Europe and in the US.

Prior to starting her consulting 

practice, Gilda worked for more than 

15 years with primary strategy 
consulting companies, such as 

Monitor Deloitte, Bain & Company, 

Roland Berger Strategy Consultants.

EDGE+ MANAGEMENT CONSULTING

 Edge+ is a boutique advisory of senior consultants with extensive previous 
experience in primary international consulting companies or in C-Level 
managerial roles

 Our teams are lean and senior-heavy, mostly staffed with experienced 
resources with 15+ years in their field

‒ This allows us to be immediately productive and to deliver top-quality results 
in a short time

A LONG TRACK RECORD OF IMPACT

 We have a long track-record of measurable impact

‒ Significant influence on revenue acceleration  we have consistently 

supported clients to exceed their growth targets

‒ Sustained performance improvement

‒ Successful cultural change in organizations

FLEXIBLE MODEL AND PROJECT DESIGN THAT MEETS YOUR BUDGET

 Our flexible model ensures that our clients get exactly the support they 
need. No unnecessary analyses and no heavy teams

 We work with clients to design project plans that meet their budget, leveraging 

client’s internal resources and our consulting network



edge+
management consulting

www.edgeplusconsulting.com

Contacts: Gilda Sala 

gilda.sala@edgeplus.it – tel: + +39 335 6140396 

Piazza San Fedele 4, 20121 – MILANO ITALY
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