
Authenticity.





No wonder people are 
skeptical about branding.



Claude Hopkins, Jack Trout, P&G, differentiation.

R.I.P. “The Big Three” (1948 – 1986).

The internet, social media, transparency.

The age of authenticity.

The birth of brand purpose.



The Golden Circle

What

How

Why

Every organization on the planet knows WHAT they do. These are 
the products they sell or the services they offer.

Some organizations know HOW they do it. These are the things 
that make them special or set them apart from their competition.

Very few organizations know WHY they do what they do. WHY is not 
about making money—that is the result. WHY is a purpose, cause 
or belief. It’s the very reason your organization exists.



The fifth “P” 
in marketing.

1. Product

2. Price

3. Place

4. Promotion

5. Purpose

Purpose is:



What’s your cause?
Values drive the value.
Image Reality is everything.



Unilever CMO Keith Weed has also publicly stated that the highest-performing brands in their portfolio 

(growing at twice the speed of the others) are purpose-driven brands.

Purpose-driven brands outperform 
their competitors on multiple levels.

Having a clear and compelling brand Purpose isn’t 
some hippy-dippy, cosmic ideal. Jim Stengel, the 
former CMO of Procter & Gamble, completed a

What’s more, it revealed that:

• The 50 highest-performing businesses are the ones driven by ‘brand ideals’

• These 50 businesses grew three times faster than their competitors

• An investment in them would have been 400 percent more profitable than an investment in the S&P 500.

10-year study of 50,000 brands that found brands 
centered around improving people’s lives beat their 
category competitors by significant margins.

http://www.campaignlive.co.uk/article/1345772/unilever-says-brands-purpose-growing-twice-speed-others-portfolio


“To bring 
inspiration to 
every athlete in 
the world.”

“To inspire and 
nurture the human 
spirit .”

“To make the 
world’s information 
universally 
accessible and 
useful.”

“To inspire 
moments of 
optimism and 
happiness.”

“To deliver 
happiness.”



Apple

Why

How

What

With everything we do, we aim to challenge the status quo.

Our products are user friendly, beautifully designed and 
easy to use.

We just happen to make great computers. Want to buy one?



Apple, Think different.



Chipotle

Why

How

What

To cultivate nourished communities where wholesome 
food is enjoyed every day.

We insist on preparing, cooking, and serving nutritious food 
made from natural ingredients and animals that are raised or 
grown with care and with utmost respect for the environment..

Affordable, delicious Mexican food.



Chipotle, Back to the Start



Southwest Airlines

Why

How

What

Connect people to what’s important in their lives.

Safety and reliability, friendly customer service, low costs..

The world’s largest low-cost airline.



Southwest, Adoption



D.A. Davidson



Alignment
1. Business Strategies

2. Products & Services

3. Marketing / Messaging

4. Employees & Culture

5. Brand Experiences

6. Recruiting

The benefit of brand purpose:



Right thoughts.
Right words.
Right action.

Conclusion



“Whether you’re consciously 
telling a brand story or not, your 
prospects are telling themselves 
a story about you.”

If you’re not doing it, someone else is…



vs.



vs.









Branding isn’t bullsh%*t.
(Anymore.)





Done.
Thank you

Ron Clayton

Chief Creative Officer

Grove Marketing

9 Damon Mill Square, Suite 5A3

Concord, Massachusetts 01742
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