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Identity 77

If there’s one thing I heard while putting together COVER STORY

this issue of THE HUB, it’s that brand identity is not The Green Team

always what we think it is.
For Ann Hand of BP, brand identity means making

the retail experience “a little better.” An exclusive Q&A
innovations than it is about small, incremental points interview by Tim Manners.

Brand identity can be less about big, amazing

of difference. It can be more about how well you

treat your employees than it is about how much you

advertise to your customers.
Brand identity is not as much about how your z i

customers see your brand as it is about how your

customers see themselves. It
. o ROUNDTABLE
Brand ldentlty is more about the wa
isn’ . Eye of the Icon
isn't always what brand plays with other brands y
. °g 2 . . When it comes to iconic status, some brands have it
we think it is, than how it plays on its own. while others never will. A discussion featuring Andrea
Even the strongest, most Spiegel of JetBlue, Joe Tripodi of Allstate Insurance,
iconic brand identity can be copied, corrupted or Kellie Krug of Visa U.S.A. and Zain Raj of Euro
stolen. Even the weakest can find its voice. IS Oty

Television commercials may make a brand’s

image, but it’s the brand experience that makes its
identity. Maybe you can’t judge a book by its cover,
but a brand’s identity is totally wrapped up in its 8
packaging.
A brand’s identity is built by listening to your RESEARCH REPORT

customers, but not by letting them do all the talking. The Powe Y Of P ack aging

It's a conversation, and you are leading it. It may Cleaner and simpler is better when building brand

be trendy to say the customer “owns” your brand identity at retail. By Jason Press.
identity. But let’s be honest about it. They really
don’t. You do.
What I heard while pulling together this issue of
THE HUB is that there’s nothing glossy, glamorous 2 7
or glib about building and sustaining a brand’s identity.
It is hard, complicated work. But it’s fun, too. CMO MEMO

What did you hear? Please let me know: The 2 7_Month Plan

tim@hubmagazine.com.
Setting standards is critical to CMO success.
All the best, By Charlie Tarzian.

Tim Manners, Editor-in-Chief
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COOL NEWS

Brand identity drives growth for Burt’s Bees, Dunkin’ Donuts and Harley-
Davidson.

WHITE PAPER

Culture of Shopping | A new study of shopper culture examines the role of
shopping in everyday life. By Meg Kinney.

WHITE PAPER

Ten Years After | It’s been ten years since Tom Peters declared women’s
economic clout, but most marketers are still in the dark. By Dori Molitor.

COMMENTARY

Brands in the Balance | For consumers, being green is not a fad. It’s a
seismic, long-term shift in self-definition and behavior. By Russ Meyer.

FIELD REPORT

Path to Purchase | Forget about brand identity. It’s all about the shopper’s
identity. By Al Wittemen.

WHITE PAPER

Branding at the Core | Five steps to unlock your brand’s identity and unleash
business growth. By Karen Strauss.

COMMENTARY

Micro-Communities | Social networks should take notes from Ian Schrager
and the Delano Hotel. By Bradley Kay.

CASE STUDY

Mega Cultural Connection | Lego’s top competitor changes the game with a
mom-inspired manifesto of creativity for kids. By Scott Goodson.

RESEARCH REPORT

Chain Reaction | How Wal-Mart is changing the supermarket business and
why it means more work for you. By Chris Hoyt.

COOL BOOKS

A roundup of current releases of interest: What Really Matters, A Culture of
Improvement and The Cigarette Century.
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