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Michiel Maandag is a brand advisor and coach. He is the founder of monday brand advisor. While coaching and training businesses, he realized that creating brands that people love is not talked about enough. His ambition is to change that.

Based on his experience working with global brands and international marketing, Michiel has invented unique and highly effective methods to help create and maintain winning brands. This, and his passion to make the complex simple, has directly led to the ideas in The Only Book You Will Ever Need on Branding.

Michiel is Dutch and lives in the Netherlands with his Finnish wife and their daughter.

 

Read more at www.michielmaandag.com or reach him at
michiel@mondaybrand.com
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Liisa Puolakka is a director of research and strategy at ChauhanStudio, a boutique industrial design practise. She is former head of Nokia’s global brand identity.

When Michiel Maandag, a colleague during her time at Nokia, got in touch to suggest writing a book together, she jumped at the opportunity. She is allergic to marketing jargon and complex models, always driven to find a different, unique angle to things – like this no-nonsense brand book for businesses. A fashion designer by degree, she illustrates for fun. Her next big goal is to launch a baby toy brand that meticulously follows all the guidance of The Only Book You Will Ever Need on Branding!

Liisa is Finnish and lives in London with her husband and two daughters.

 

Reach her at liisa@liisapuolakka.com
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This book is about how – not why.
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Read it and branding will be a breeze.


1

A GOOD
BRAND
MAKES GOOD
BUSINESS



 

 

Whatever you are selling – a product, an experience, a cause – there needs to be something that captures and marks everything you do, so people can talk about ‘it’, recognize ‘it’ and buy ‘it’.

That ’it’ is your brand.

You cannot sell or promote without a brand.

It is that important.
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2

WHAT IS A
BRAND?



 

A BRAND IS A NAME THAT, IN THE MIND OF A CONSUMER, IS ATTACHED TO A PRODUCT CATEGORY.



 

 

In the mind of the consumer, Heinz is attached to the ketchup category.
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In the mind of the consumer, Coca-Cola is attached to the cola drink category.
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In the mind of the consumer, WhatsApp is attached to the free texting category.
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In the mind of the consumer, Google is attached to the search category.
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HOW DO YOU GET YOUR BRAND ATTACHED TO A PRODUCT CATEGORY IN THE MIND OF A CONSUMER?



 

 

This is what the rest of the book will tell you...


3

HOW TO
POSITION
YOUR
BRAND



 

 

You position your brand by defining who it is for and what it does.

Like this:

Coca-Cola is the only cola drink that helps everyone to experience the authentic cola taste, so that they feel refreshed in their mind, body and spirit.
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THE BRAND
POSITIONING
FORMULA:
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A brand has one positioning.

A brand has one positioning statement.

Once established, you have to stick with it, because even if you don’t, your consumers will...
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For example, the Volkswagen Group bought Skoda in 1991, an automobile manufacturer based in the Czech Republic.

It has been busy ever since changing the brand positioning of Skoda away from what was established in the mind of European consumers as ‘a very low quality vehicle, completely lacking the credibility of a modern car brand’.

Why? What value to the new car did the brand name Skoda add?

It would have been much easier and much cheaper to create a new brand without the bad history and with a name that would add a positive perception of origin. Cars from Germany versus cars from the Czech Republic are perceived very differently.

It is not what you say your brand is, it is what consumers say it is. There is no point fighting an established consumer perception.
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4

WHAT IS
YOUR
PRODUCT
CATEGORY?



 

 

You must attach your brand to a product category to give it meaning. Without a clear category it is hard to say what you are.

Facebook is a social network.

Heinz is a ketchup.

iPhone is a smartphone.
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IF YOU DON’T TELL WHAT YOUR PRODUCT CATEGORY IS, THEN OTHERS WILL.



 

 

With the introduction of the Galaxy Note in 2011, Samsung left the product category out from the advertisement. To describe the product Samsung used the headline: ‘Phone? Tablet? It’s Galaxy Note!’.

As a result, bloggers had to invent the category name. The term phablet was born.
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Clearly say what you are, so people can talk about you without having to invent a category name for you.

Journalist:

‘Today we are with the founder of WhatsApp, the number one free messaging app...’

User:

‘I use	a free messaging app for that, check out WhatsApp.’

Wikipedia.org:

‘The iPad is a line of tablet computers designed and marketed by Apple Inc.’

‘Smart Automobile is an automotive branch of Daimler AG that specialises in manufacturing microcars.’


5

ATTACH
YOUR BRAND
TO ONE
CATEGORY



 

 

A brand is strongest in the mind of the consumer when it has only one meaning.

Mitsubishi uses one brand name for all of its product categories. So, what is Mitsubishi?

It is a brand that stands for anything from IT services to cars, to water and power business, to metals and chemicals. For a consumer it is unclear what Mitsubishi is.

Mercedes-Benz is still in the mind of the consumer a luxury German car, but for how long?

In the UK the cheapest cars they now offer start from £20,715 – the price level of Toyotas – well below luxury car brand prices. This makes Mercedes-Benz’s positioning vulnerable and leaves room for a real and focused luxury car brand to step in.



 

IN THE MIND OF THE CONSUMER, A BRAND THAT DOES JUST ONE THING REALLY WELL IS MORE CREDIBLE THAN A BRAND THAT DOES EVERYTHING.



 

 

Mitsubishi would be much more credible in chemicals, if that were the only thing they did.

Mercedez-Benz would not risk losing their credibility as a luxury German car, if they stuck to making expensive cars.

Would you prefer to take your BMW to the KwikFit body shop or the brand approved one?
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FOCUS



 

 

It helps to define the product category by narrowing down until you find the one thing that is unique, real and that your brand can truly own.

This way you can come up with a completely new category, and being the first, the inventor, gives you a great competitive advantage.

For example, the Toyota corporation invented the luxury Japanese car category, when they launched Lexus. They narrowed down from Japanese cars to luxury Japanese cars, a unique product category nobody owned or occupied.
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In the mind of the mass consumer:

Dyson invented the bagless vacuum cleaner category.

Google invented the search category.

Tesla invented the luxury electric car category.

Ella’s Kitchen invented the baby food pouches category.

Uber invented the mobile-app-based taxi service category.

Vanessa Mae invented the violin-techno-acoustic-fusion category.



 

You know that you own a category in the mind of the consumers, when your brand becomes synonymous with it.

For example: ‘Google it!’
For searching the Internet

‘Do you have the thermos?’
For a vacuum flask

‘Just photoshop it!’
For photo manipulation

‘Could you hand me a band-aid?’
For a plaster

‘Please could you hoover here?’
For vacuum cleaning

However, even though the adopted word stays in the language, this is no guarantee of the future sales. Many leading brands have lost their relevance due to products that failed to evolve and meet the future requirements of their customers.
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