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How people are going to recognize your movement, your idea, your business. 

 

- When it comes to branding, people tend to think of brands, such as Apple, Shell, Greenpeace, 

the World Wildlife Fund, etc. 

- Brands aren’t just something that surrounds the legal aspect. It could be positively associated 

topics, faces, etc. and these associations make for how we perceive certain things. Different 

people have different associations with different brands. 

- When considering your brand, it’s not just your perspective but also your audiences’. 

- In talking about brands, we’re going to use the American Flag as an example, in which case, we 

draw it… 

 
- People think very different things when the terms, “America” or “United States of America” are 

uttered. 

- There is context, however, which is very important. A brand will always be perceived differently 

according to context. 

- In this class, the name of the brand is USA. With us, it’s our movement, idea, or business. 

- In Valhalla, it’s Norse mythology where those who fight valiantly will go to it, a paradise. 

Embraced by Marc’s movement, they took on its symbolism, their paradise being the 

sustainable environment they wish to achieve. 

- In America, there are keywords: “freedom,” “opportunity,” “dream,” “fight,” “God… ” 

 
- In Valhalla, there are keywords: “sustainability,” “community,” “knowledge,” and “action,” 

words that represent what Valhalla is all about. 

- In Canada, people would think things like maple syrup, Niagara Falls, beavers, etc. associating all 

sorts of things in the brand perception before even interacting with the brand. 
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Your flag: 

- Now, instead of USA, let’s use your own brand for your business, movement, or idea. 

o What are the main things about your brand? 

o What are the things you would like to be associated with you? 

- When we say “hamburger,” what comes to mind? It might be Burger King, A&W, McDonalds, 

Wendy’s, etc. When we say “phone,” it might be iPhone, Android, Samsung, etc. When it’s 

“laptop,” we might say Dell, Apple, etc. 

- The same thing goes with idea. With Marc, he has branded himself with things like 

sustainability, community, etc. When there’s a conference and Marc is not there but somebody 

remembers Marc, that person would likely mention Marc and say he or she knows him to be 

somebody engaged in sustainability and community. This happens all the time because Marc 

represents a number of keywords in other people. 

- The consistency part comes in, because though you might be associated with key ideas at a 

certain time, it fades if your story is not told consistently. 

- Branding needs to stick. It’s like throwing it onto a wall and seeing what sticks. Logos, identities, 

colors, words, that tell the brand must stick. 

- Thinking back to America, it has the values, namely freedom, opportunity, the dream, etc., in 

addition to the colors, red, white and blue. 

- The current US President used certain words that make us understand what he’s all about: 

“hope” and “change,” the blue and the black. 

- When you eat in a restaurant, you don’t remember the food you ate as much as you remember 

that restaurant’s tagline. 

- These keywords should be stuck with you, such that when you are mentioned, they must 

automatically be associated with you. 

 

For our challenge: 

- We should come up with at least three key words, values that should be associated with our 

movement, business, idea, and ultimately ourselves. 

- Also make use of colors. If you’re in the orange juice line, chances are you’re going to use 

orange. If you’re in Valhalla, chances are you’re green. 

- Remember simplicity. Branding should be very simple. Complicating it with too many details, 

colors, etc. will not help. Use simple words, values, colors that are extremely clear to the person 

that fit your brand. 

- Come up with the values of your company, as well as the colors that you will use to associate 

with it. In Valhalla’s case, green is for the environment and red is for action. 

 

Keeping the clarity and integrity of your brand: 

- While changes and variations in your brand may take place, it’s fine as long as its clarity and 

integrity is maintained. If the US flag gets a radical variation in any of its colors and symbols, it 

might confuse its viewer, compromising the brand’s integrity. 

- With lots of information that bombard people daily, think of how your brand will stand out. 
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- Your brand should always have the same feel wherever it’s shown. If there were a different font 

on its words each time it’s displayed, that’s going to be off. Consistency in a thing as little as the 

font will maintain integrity. 

- Humans are a creature of habit. If your audience gains comfort in your brand, chances are 

they’re going to automatically choose you the moment they need the thing you offer. We, 

humans, usually go for what we instantly know to be comfortable. 

- In marketing, it’s usually the brands that are simple that make it, not the complicated ones. 

- The clearer and more concise you are in your brand, the simpler it is going to be for you; and the 

more you show your brand, the more people are going to associate its values to you. 

- You are in control of your brand through your story and your documentation. You are in control 

of the association. If you post a bunch of things involving dreaming, chances are you’re going to 

be associated with dreaming. 

- Now you don’t really have to consciously create meaning out of nothing in making your brand. 

Attaching yourself to already existing conditions of things can help you in your brand-making. 

- You have control over the platforms you could use: website, social media, the different 

associations, and ultimately the message. At such a launching point as this, you have control 

over a lot of things. Clean slate, if you want to call it that. Your decisions aren’t the stuff of front 

pages yet. In essence, you’re starting afresh. And at this point, you still have the opportunity to 

try out different kinds of things; and one of the good ways to go about this “launch” is to go 

around and ask people, your audience. 

- More so, ask your unsuspecting audience, as they are the ones who will cause your brand to 

catapult. 

 

Positive and negative environments: 

- Build your brand is not all an upward positive trend, as there will always be the negative 

environment. 

- There are stigmas out there and stereotypes. 

o In Valhalla, when we say the word “community,” the stereotype is “cult.” 

o When we say “sustainability,” you have “hippies.” 

o When it comes to “social entrepreneur,” people think, “Oh, they’re broke.” 

- There are stigmas around which you’re going to have to understand how to navigate. 

- It’s not all about being clear and knowing what your brand stands for but also making sure that 

your message is not thwarted towards the other side. 

- Your brand can be open to misunderstanding if you’re not careful. And if there were any such 

misunderstanding, chances are your brand wasn’t simple or clear enough, or did not really had 

that much integrity. You are in control of your identity. 

- It’s like a book. You need a great book cover. You need to get people to read it through catch 

lines. In your case, you should make things match your brand. 

 

The effort that goes into branding: 

- Branding is not a science as much as it is an art. 

- Branding evolves based on the trends. 
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- While your brand should have some flexibility, that flexibility should not come at the expense of 

its integrity. 

- McDonalds, though having evolved, still has its recognizable logo. 

- Paying the whole thing some real thought counts. There is such a thing called “marketing 

research,” which involves rigorous study of your audience and many other factors surrounding 

your brand. 

- “Brand positioning” is a thing. People spend millions on it. 

- In the same way an individual, a book, a flag, a website, can have identity, what you want is to 

find a complete picture. 

- Before you start painting a canvass, you have to really understand your canvass as a whole. Plus, 

you just don’t look at your canvass. Rather, you have to understand where the whole thing is 

going. What are you painting? Where are you hanging it up? It’s one thing for it to hang in a 

prison facility, another if it’s to be hung in the office of the president. 

- Don’t just paint just for painting. Consider the person who will view the painting. Consider the 

environment where the painting is hung. What will they feel, looking at that painting? What 

words will come up in their minds? That is branding at its core and it doesn’t have to be 

complicated or expensive. 

- Your brand is what you want people to associate you to. 

- There are words you would want people to associate with you. Use those words on your tagline. 

Use those words on your story. 

- Go back to your story and if you don’t find those words you want associated with you, put them 

there. 

 

More on branding: 

- In Valhalla, they didn’t know what to call it at first. Coming up with “Valhalla” came with the 

idea that this is something one can say in any language. It has a rich history a lot of people 

around the world are familiar with, and they’ve related their story with the mythic world, in 

such a way that they themselves are in the process of building their own Valhalla of ideals. 

- It is highly suggested that the brand be made as simple and straightforward as possible. 

- Look at politicians. They maintain a certain level of vagueness. They are hardly ever specific 

about their programs. 

- Don’t get stuck with words. Other people are not really out there to read. Put in the visuals for 

that. What images would you like associated with you? 

- Get into good layout and sequences. There’s a reason why there’s one introductory scene in a 

show like Game of Thrones before the intro credits roll in. 

 

Wrap up/reminder for this week’s Challenge: 

- Design your flag for your brand. Be simple and clear. 

- Have the name of your brand on top of the flag. 

- Have the words you want associated with your brand. 

- Find a logo or an icon for each one of those words. 
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- Pick the colors, the feeling, and the different layouts of that brand over different places. If it’s 

social media, you may have your newsletters. If it’s a website, go over other websites and 

observe them. Pick a theme for your own site. 


