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Is ethics the saviour of branding?
By Joshua Jost 

In order to retain credibility, branding needs ethics at its heart

Branding as we know it today is dying. These aren’t just whispers from the 
fringe but discussions in mainstream journals ranging from Wired Magazine 

to the Harvard Business Review. And though they all agree that it doesn’t 
work anymore, what they disagree on is the solution, with options ranging 
from customer experience to brand ambassadorship to micro-branding to, of 
course, sustainability. But these all fail to strike at the root of the problem.

Identity without behaviour
The problem is that branding as a concept is inherently flawed. It was a 
cosmetic exercise that arose in the advertising age. But now the internet has 
flooded the world with glossy, meaningless brands and it’s often difficult to 
tell whether that sleek website belongs to a brick-and-mortar company or a 
kid sitting in his mother’s spare bedroom. What’s more, branding is now so 
profuse that it has actually hit pop culture and even individuals are talking 
about building their own ‘personal brand’.
Go back a hundred years ago or so and companies didn’t talk about branding. 
They didn’t even have branding departments. Instead, they talked about their 
values and ideals. The brand was the name they built for themselves by their 
hard earned reputation. But with the advertising age identity was detached 
from behaviour and reputation, and instead became about image.
The Greeks, who spent considerable time contemplating identity, would have 
been appalled at the thought of uncoupling these two. They believed that 
one’s identity was actually defined by one’s behaviour. As a matter of fact, the 
Greek word for character was ethos which expressed the ’spirit’ or nature of 
something. Ethos was a military term that literally meant ‘the place of habit’ 
and referred to the stables where, by habit, they trained horses for war.
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Ethics without purpose
The other shock to the Greeks would be our common view of ethics as merely a 
determination of wrong from right. For them, ethics was about cultivating one’s 
ideals into a positive and fruitful reality. In other words, ethics was about how to 
live life to its fullest potential. If the ancient Greeks ran corporations today they 
would have a chief philosopher sitting at the boardroom table advising on how 
to strategically guide the corporation toward greater health and well-being.
The problem is that our disunified approach to identity leaves us with 
organisations that are schizophrenic, split between crafting grand appearances 
on one hand and self-defeating behaviour on the other. They define their 
image in the marketing department where it is merely seen as an instrument 
of growth, and they monitor their behaviour in the legal department just to 
ensure they don’t get into trouble. Of course ethics has gained more credence 
lately under the guise of social responsibility, but it still remains on the fringe 
in most companies and doesn’t get close enough to the heart to really affect 
behaviour.

Is it time to ‘rebrand’ branding?
For branding to work again it needs to evolve into a more unified approach 
that remarries image and behaviour so that it shapes the entire DNA of an 
organisation and truly brings the ideals and aspirations to life. In other words, 
what we do needs to match what we say.
Visit any Disney theme park or the headquarters of Pixar and you will find 
companies that live and breathe their brand. For them, the brand is not merely 
a means of promotion, it’s an entire way of life. Nearly every aspect of their 
corporate culture has been shaped and guided by their ideals. When you enter 
a disney park, every little detail, literally every Mickey-eared cornice, every cast 
member’s ‘have a magical day’ and every hidden film or historical reference 
point to an organisation that is not just building ‘an experience’ they are the 
living embodiment their ideals.
What makes iconic brands so truly iconic is their absolute passion for their 
brand as a way of life. I call this approach ‘brand religion’. I don’t use religion 
here in any spiritual sense, but rather in how religions create a way of life by 
giving us shared stories, values, symbols, codes and rituals.
Furthermore, iconic brands often have a religious effect on their customers, 
and some even blatantly borrow from religion. Apple purposefully designs its 
stores to look like cathedrals to inspire awe in their customers and a study 
conducted by the BBC found that customers showed the same response 
when viewing images of an Apple product, as when viewing images of a deity. 
It’s no joke when they call it a cult following: for the people that work at these 
companies and the customers who buy their products, the brand is a religion.
‘Branding’ alone cannot produce this kind of passion. You have to care deeply 
about your identity to invest the time and money to craft the painstaking details 
that bring the brand to life. But even if you aren’t quite driven to the level of 
Disney-passion, these same ideas can still dramatically transform your work 
environment from a lifeless machine to a burgeoning community.
But doing this requires an organisational change. No longer can the invention 
of image and the management of behaviour sit in disparate departments. They 
need to work as a whole and to do that they need people who see the big 
picture from end to end.

The problem is 
that our disunified 

approach 
to identity 

leaves us with 
organisations that 
are schizophrenic, 

split between 
crafting grand 

appearances on 
one hand and 
self-defeating 

behaviour on the 
other



4

Communications & Branding Ethical Corporation | December 2014

The answer we have been looking for
The solution, therefore, is to bring the gurus of branding and ethics into one 
team to ensure that the brand’s story and ideals are continuously developed, 
communicated and, most importantly, realised.
Often organisations fail to challenge their ideals and fall into a rut of creativity. 
This is why Disney had to acquire Pixar. They had stopped cultivating their 
values after Walt’s passing and Pixar were actually living Disney values better 
than Disney.
The aim of a holistic identity department would be to counter this atrophy and 
challenge the company to find new ways of expressing its ideals, ways that 
help it to stay at the forefront of its markets. As an example I often suggest 
that if Microsoft developed office furniture, no one would be interested. But if 
Apple designed office furniture we would all be intrigued and some of us even 
euphoric. This is because Apple’s deep investment in its values has produced 
such a radical way of engaging with the world that they can move into virtually 
any crowded market space and lead radical change. That is the power of 
ethos!

The key benefits of this approach:

Branding becomes more about education and less about sales

With branding detached from the marketing department, it shifts its focus from 
merely trying to create ‘brand awareness’ to building a culture that is rich with 
the brand’s ideals so that it shapes and inspires every decision. Coincidently, 
Steve Jobs hated the term branding because he felt that it should be about 
informing customers not convincing them.

Brand ideals become less ethereal and more practical

Often companies develop values statements that have little practical connection 
to the world the brand inhabits. They are what I call ‘boardroom values’ 
because they look nice on a boardroom plaque, but don’t actually impact the 
real decision making in the organisation. But with a holistic approach to identity 
the brand’s values will by necessity become more practical and meaningful.

Social responsibility comes to the heart of the organisation

When behaviour becomes central to the corporate identity, it ceases to be a 
fringe exercise and instead moves to the heart of the organisation. The brand’s 
assets (it’s logo, strap lines, and other intellectual property) would become 
the responsibility of the identity department, allowing them to safeguard their 
usage to protect its identity.

Ethics becomes a positive conversation

Ethics becomes an opportunity for companies to dramatically differentiate 
themselves. Brands like Wholefoods have shown us that not only is this possible, 
it’s highly effective. This doesn’t eliminate the discussion of responsibility, it 
adds to it. Put another way, you can try and quit smoking because you don’t 
want lung cancer, or you can do it because you want to climb Everest. Purpose 
is much more motivating than pain.

But if Apple designed 
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Staff engagement becomes stronger

Deepening your understanding of ‘why you matter’ helps your employees 
understand why they matter. Disney staff aren’t merely hired hands filling 
drinks, monitoring queues and sweeping streets, they are all ‘actors’ working 
to bring the brand experience to life for every customer. And every customer 
matters because they aren’t just paying wage bills, they are eager participants 
in the brand’s grand performance.

Conclusion
Of course none of this offers a cast-iron guarantee that a company will become 
truly ethical. Abuse of this is not just a possibility; it’s a strong likelihood. But it 
does give us an opportunity to lead the most pressing business conversation 
today by offering the win-win that CEOs have been looking for: ‘how do I 
succeed not just in spite of, but rather because of my humanity?’

12 ideas to create an effective 
communications strategy
By Liam Dowd

Liam Dowd, Ethical Corporation manager, offers some thoughts 
on ways that companies can build an authentic and effective 
communications strategy 

Disney staff aren’t 
merely hired hands 

filling drinks, 
monitoring queues 

and sweeping 
streets, they are 

all ‘actors’ working 
to bring the brand 

experience to life for 
every customer.



6

Communications & Branding Ethical Corporation | December 2014

In a recent webinar 71% of the listeners stated they didn’t have an effective 
engagement strategy. This is a worrying finding as communicating to and 

engaging with stakeholders is a critical area to all organisations.
In light of this, below are some tips on how to create an effective communications 
strategy.

1) Stop, Look and Listen
Before starting on a communications roadmap you need to stop and look 
at what matters most to your company. Considerable time should be spent 
discovering ways that you can create shared value and set the trends.
You should then listen to what are the key issues to your stakeholders and 
ensure it all matches. The last thing you want to do is to build a thought 
leadership strategy that has little importance to your key stakeholders.

2) Set SMART communications goals
Create a sustainable communications strategy that has a clear beginning and 
end. Be ambitious in what you want to achieve and the timeframe to achieve it. 
This will help you know if you’ve achieved your desired results and also help 
report your success to the C-Suite.

3) Know thy stakeholders
Before you start communicating to your stakeholders discover what information 
matters most to them.
Investors and owners will be more interested about the costs and return of 
your sustainability initiatives. In contrast NGOs and Governments will most 
likely be more interested in your societal impacts and community investments. 
Spend time learning what matters most to your stakeholders and ensure you 
report upon it to them. This leads on to the next point…

4) Creating your report is just the first phase
Your CSR report will contain a whole wealth of information, in many cases 
100+ pages. However, many stakeholders don’t have the time to shift through 
all the information to find what matters to them.
You need to do the work for them! Creating the report is phase one, phase 
two is dissecting your report into presentable material that works for your 
stakeholder groups. Blog posts, infographics, stat-filled tweets, presentation 
slides, mini-briefings, webinar presentations are just some of the ways you 
should be presenting your report.

5) Don’t be afraid to report the negative
It’s all too easy to try and gloss over the missed targets and only present 
the positive. However, it’s important to be honest about the good and bad. 
Your stakeholders will 1) spot the unreported missed targets and wonder why 
you haven’t reported on them and 2) if you do bring attention to where your 
shortcomings are you can then outline why and how you’re trying to overcome 
them. Your stakeholders will respect you a lot more for this openness and 
transparency.

71% of the listeners 
stated they didn’t 
have an effective 
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6) Continual updates
Many companies now communicate their achievements after 6 months 
and in some cases quarterly. If you do achieve one of your goals, or make 
considerable progress don’t be shy to share it. A lot of your stakeholders will 
be happy to know of your progress in reaching your strategic goals.

7) Measure online sentiment
Have social listening tools in place that can report on sentiment. When you 
do communicate your results, track the sentiment to see if it becomes more 
positive. Work with your marketing and communications team to make sure 
that this data is being tracked and fed into your company’s big data indices.

8) Be holistic in your approach
You should make use of all the channels available to you. Sound, targeted 
communications should encompass all the channels and means of 
communication available, including: representation on committees, one-
on-one meetings with key influencers, roundtable discussions, meeting at 
industry events, dedicated pages on corporate websites, planned social media 
presence, amongst other things.

9) Think Glocal
Stakeholders in one region or country may have different issues, societal 
worries than stakeholders in another region. Ensure your communication 
teams are trained and empowered to communicate the issues that matter 
most to that region. If you don’t know, spend time listening and collating a full 
issue map.
For example, in Europe a company may be expected to offer the best 
possible product, whereas in Africa a focus could be more on supporting local 
development.

10) How do you compare?
A great way to add context to your achievements, and highlight competitive 
advantage, is to outline how your performance ranks alongside your 
competitors. Are you the first company in a particular industry to be listed on 
the DJSI or FTSE4Good?

11) Communicate down the value chain
It’s easy to forget that communicating to suppliers is just as important as 
customers.
Communicating your sustainability achievements and benefits helps suppliers 
understand how they’re contributing to your success. This should hopefully 
inspire them to achieve more and in turn evolve the relationship into more of 
a partnership.

Stakeholders in 
one region or 

country may have 
different issues, 
societal worries 

than stakeholders in 
another region



8

Communications & Branding Ethical Corporation | December 2014

12) Evolve with the times
Sustainability is a fast-moving industry and along with it are the expectations of 
consumers. A few years ago sustainability was only part of the core business 
strategy of a few pioneering companies. Now it’s starting to become an 
expected part of all businesses.
Continually review what matters to you and your stakeholders. Always try to be 
ambitious. Sustainability can take us a long way. It’s important you and your 
company are at the forefront.

Management Spotlight: Christine Diamente, 
Alcatel-Lucent
By Elina Yumasheva

For two years in a row, Alcatel-Lucent has been ranked No 1 in 
the Dow Jones Sustainability Index and is Supersector leader 
for its strategy and performance in the technology sector

Ethical Corporation: How are corporate communications around corporate 
responsibility and sustainability evolving in your business?

Christine Diamente: Corporate Responsibility (CR) and Sustainability 
communications have definitely evolved significantly in the last 4-5 years, 
particularly in the telecoms sector. Where most “CSR” communications in 
the past focused on employee philanthropy activities, today sustainability 
communications targets corporate performance on the economic, 
environmental and social dimensions of sustainability, with clear KPIs, backed 
up with external verification of information. It is seen as a business imperative 
and an industry competitive differentiator.

There are key factors affecting this change:
•     Increasing disclosure obligations in national law or other (eg Grenelle II law 

in France, SEC Dodd Frank Act etc)
•     Increasing importance of CR in customer buying decisions in B2B as well 

as B2C
•     Increasing global attention on sustainable and sustainability-led investments 

by the financial community
•     Increasing importance of CR in company brands to address risks, build 

business and ultimately build reputation

Alcatel-Lucent is at the forefront 
of global communications, 
providing products and 
innovations in IP and cloud 
networking, as well as ultra-
broadband fixed and wireless 
access to service providers and 
their customers, enterprises 
and institutions throughout the 
world.
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•     Rise of social media and open nature of telecommunications enabling any 
individual to access information and provide input/questions instantaneously on 
CR/Sustainability (eg traceability of products, human rights, energy efficiency, 
carbon emissions etc)

•     Subsequent development of more expert and detailed content via CR reports 
following well recognized global frameworks (GRI, UN Global Compact etc.)

•     More credibility by incorporating external vertification of information by third 
parties

In many leading companies, these are now two separate activities: the former 
focused on promoting key facts and initiatives from the CR/Sustainability Report 
and latter focused on producing targeted reports mostly for customers and 
financial analysts.
There is also more multilateral and open dialogue with key stakeholders including 
financial analysts, customers, NGOs and civil society. Due to the very nature of 
ICT and telecommunications, social media and open communications channels 
are just as essential as formal reporting.
Companies therefore need to have a comprehensive CR communications 
strategy which includes performance reporting, website, social media (Twitter, 
Blog, YouTube etc) as well as proactive stakeholder dialogue with key actors 
relevant to the business. They are two separate disciplines that definitely work 
hand in hand.

Ethical Corporation: Is there, in business generally, too much of a disconnect 
between reporting and communications teams? If so, why?

Christine Diamente: “If” there is a disconnect and this is not always the case, it 
is most likely due to the variety of audiences addressed by CR and sustainability 
communications. On the one hand, CR/Sustainability Reporting is seeing a 
huge content increase and is becoming much more an expert report to comply 
with national legal obligations and global frameworks. This information targets 
analysts, experts and customers. On the other hand, broader audiences want 
more “mainstream information” that can be too high level for experts audiences.
It is therefore essential both groups work hand in hand to ensure a successful 
CR/sustainability communications strategy towards all stakeholders as would 
any other aspect of a company.

Ethical Corporation: Does your company do tailored sustainability and CR 
messaging to different groups, if so, can you give us some examples?

Christine Diamente: Our company sustainability messaging at large is tailored 
for the customer and analyst community via our website, our Sustainability Report 
as well as our Corporate Reporting Portal.
We also produce a quick “highlights video” on our annual performance which 
targets employees, media and general public sectors. This is complemented by 
social media such as blogging, tweeting and youTube content (video, podcasts 
etc) which also targets less specialist audiences.
More on www.alcatel-lucent.com/sustainability
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Ethical Corporation: What’s your view on integrated reporting? Trojan horse, 
trojan pony, or neither?

Christine Diamente: Integrated Reporting is a very loosely used term by an 
increasing number of stakeholders. For Alcatel-Lucent, we have taken a step 
forward on integrated reporting by focusing our main sustainability information 
in our Annual Financial Report (20F) as per French Law Grenelle II requirements 
alongside our key company business indicators.
Moving forward, we will continue to focus our efforts on our legal obligations 
as well as catering our information to respond to our customer requirements 
as well as the investor community. Our sustainability communications is a key 
part of our business, an industry and competitive differentiator. It is part of our 
innovation and our reputation as a leading company in this space.

Tinselled halos: Why corporate social 
campaigns fail and 5 steps to put them 
right
By Joshua Jost 

Companies need to recognise the difference between their 
social responsibility and their social cause if they want to build 
a successful social campaign

We will continue to 
focus our efforts on 
our legal obligations 
as well as catering 
our information 
to respond to 
our customer 
requirements as 
well as the investor 
community



11

Communications & Branding Ethical Corporation | December 2014

In spite of my passionate belief that companies can and should care, I must 
confess to holding Dawkins-like scepticism at the CSR campaigns of most 
corporations. I suppose I should be happy about the little wins—commitments to 
greater recycling or fairer supplier relations, better working conditions or fewer 
carbon emissions. But the idea that they have to build a social media ‘campaign’ 
to say ‘look how good we are’ seems to undermine the entire credibility of the 
campaign.
What it says to me is not so much ‘we care about our planet’ or ‘we care about 
people’ but rather ‘we care about not losing customers’. Which makes me wonder, 
if they have to tell people about their ‘goodness’ do they really care in the first 
place? Is it all just a bit of corporate greenwashing?
Yet there are brands that care and I believe them. I have no trouble believing that 
Richard Branson is truly passionate about entrepreneurialism and his investment 
in helping young promising entrepreneurs to get a leg up is driven by more than 
just a desire to find the ’next best opportunity.’
A couple of years ago I visited the AGM for Triodos Bank, an organisation 
established to bring ethics back to banking. The meeting was like an evangelistic 
rally short of an organ and a swaying choir. Over the course of a day they excitedly 
showcased dozens of businesses that they had invested in that were making a 
huge impact on towns and communities around the world.
One such project was an agricultural company in India setup to buy farmland 
from struggling bankrupt farmers and then rehire them to farm the same land in a 
joint partnership along with new farm equipment and training in modern farming 
methods. They also built new roads to help them get to markets and schools for 
their children.
A brand like Triodos is not hard to believe in. They aren’t just a social venture, 
they are a true profit-making enterprise with a benevolent heart. But Triodos is not 
entirely different from Barclays Bank when it launched more than two centuries 
ago. As John Freame, the founder of the bank put it, the current generation had 
a duty to instil sound values in the next: “To implant in (young) minds a sense of 
piety and virtue, and to train them up in the best things. This would prove more 
advantageous to children than getting a great deal of riches for them.”
Indeed, Barclays built a great deal of its business off of helping struggling under-
capitalised small businesses. For many they were an absolute god-send. They 
succeeded through doing good.

The pitfalls of social campaigns
The problem with many social campaigns today is that their cause is disunified 
from their brand’s identity. McDonalds was a brand built on creating a great 
dining experience for families with children. Their Ronald McDonald foundation 
was much more believable as a social campaign than their current ‘farm to table’ 
approach. They have never been a brand built on healthy holistic living, so why 
should their social cause be built on that? I don’t visit a local ice cream shop 
expecting to be sold on the health benefits of ice cream. I appreciate it as a rare 
indulgence.
This is not to suggest that they shouldn’t source locally and be fair with their 
farmers. Merely that they shouldn’t build a social campaign about it. Companies 
need to recognise the difference between their social responsibility and their 
social cause.
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Social Responsibility
Social responsibility is something you do merely because it is right. It promotes 
a healthier planet, it creates communities and it builds a better workplace. You 
don’t need to gain brownie points from your customers for this. It’s just part 
of being human. Trying to promote your brand off of this actually makes your 
brand appear more, not less, dishonest.
On the other hand, Apple is doing CSR right. Recently Greenpeace announced 
that they were the ‘greenest’ tech company in the world. All of this came with 
little fanfare on Apple’s part. They never produced ad campaigns to remind us 
about ‘how much they care’. They didn’t involve us in a social cause to ’save 
the planet’. They just did it. In fact Tim Cook had to make a very bold stand 
with a bunch of angry investors over it.

Social Cause
By contrast, the social cause is something the brand should shout about 
because it is how it is working to make the world a better place. Whether that is 
Apple’s passion to help creatives create or Branson’s passion for supporting 
undiscovered talent, the social cause is the very reason the brand exists.
Disney is an example of a company that lost and then regained its passion for 
children. Disney went corporate and became too focused on the bottom line, 
making films merely to meet market demands. But with John Lasseter’s return 
it was able to recapture its child-like wonder and started making films for the 
sheer love of childhood entertainment.
For Disney to support children’s charities and causes is believable. It’s 
consistent with who they are and what they care about. Yes they should also 
care about the environment and the future of the planet, but it’s not only 
pointless to build a social campaign about it, it’s detrimental to the brand’s 
credibility.
As I mentioned in my last post, brands need to look at their identity more 
holistically and I suggested that they should borrow from the principles of 
religion for a more unified and engaging approach to this. Here are my 5 steps 
to building believable campaigns:

1. Start with the brand myth
The foundation of every religion is its story. The myth awakens us to a great 
conflict that must be fought and invites us to participate. In the business world, 
the conflict may not be a physical enemy but rather a false idea or a market 
force and how it is negatively affecting the lives of your customers.
Every great social campaign is a chapter in your own story and, therefore, 
needs to fit with your narrative. If you are a brand that cares about children 
then your CSR campaigns should relate to that. It’s this consistency that gives 
your brand authenticity and helps people believe that you actually do care.

2. Build on your ideals
The myth engages the heart, and so the ideals engage the head. When people 
buy into a religion they aren’t just buying into a story, they are buying into 
a belief about how the world can and ought to be. Thus, religions ‘preach’ 
about values and ideals that they believe can shape a better world. The more 
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inspiring and captivating their ideals, the more people are willing to give up to 
follow their religion.
Your ideals (or values) should explain the things you care most about in the world, 
and make sense in light of your story. Do you care about artists or children or 
entrepreneurs? If so, what ideas do you want them to care about as well? What 
beliefs do you hold about how the world should and could be a better place? 
What is it that gets your workforce out of bed every morning?
As a company, you should be sharing your ideals in more places than just your 
product literature. Speak about them, write about them, advertise them, publicise 
them. Preach them everywhere at all times. There should be no surprise about 
what excites you. If you have nothing to say about how the world can be better, 
people will rightly assume that you don’t care about making it better.

3. Formulate the cause
Because religions share inspiring ideals, formulating a social cause is easy. The 
cause focuses the story and ideals into a specific mission that says ‘here’s how 
we are fighting to see the world become a better place’. Often the mission is to 
change a cultural perspective and establish new behaviours.
Based on the social cause, you can then craft a multitude of social campaigns to 
support it. Think of Nike and their cause to help athletes push their limits. It’s very 
easy for them to take this cause and build campaigns around a multitude of social 
concerns: helping athletes in the developing world, using sport as a means of 
bridging conflict, encouraging women to engage with sport, inspiring the elderly 
to stay active, and so forth. All of this links back to the common cause.

4. Engage with rituals
Religions use rituals as a means of allowing people to participate in the ideals. 
Rituals work by creating habits that ingrain values into our psyche so that they 
become a part of who we are and shape our perspective, our decision making 
and our actions. They can shape how your employees behave, but also how your 
customers connect. If you think of every visit to your store or website as a visit to 
your brand’s cathedral, how does the experience impact on their psyche? What 
ideals are being shared with them through the experience?
Brands that believe in their ideals will craft and shape every aspect of the customer 
experience to reflect their beliefs. Consider Apple’s passion for elegant simplicity, 
it doesn’t just affect their product design, it affects their packaging, their stores, 
their website and their sales process.
Many companies focus too much on trying to make life ‘easy’ for their clients or 
staff. Don’t make it easy, make it meaningful. Let your purchasing experience or 
your social campaigns allow them to connect deeply to your values and celebrate 
them with you through their action. We wouldn’t know about ALS if it didn’t involve 
the ‘Ice Bucket Challenge’. People needed to act in order to feel connected 
enough to the campaign to give.
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5. Protect your beliefs
Religions use codes and covenants to protect their ideals. This process of 
commitment creates a binding effect that connects people together by 
agreeing to standards of behaviour. This commitment has a binding effect that 
can foster deep trust and loyalty amongst followers.
Many companies have invested millions in social campaigns only to lose all of 
their hard-won social capital in a moment of bad press. Therefore, your brand 
codes and promises are where you mitigate this risk and demonstrate the 
seriousness of your commitment to those you work with. Thus it is here that 
you can talk about your corporate responsibility and ideas like ‘fair trade’ or 
‘living wage’ or ‘environmental concern’ without losing credibility.
As mentioned above, however, don’t broadcast how hard you work to meet 
your commitments, let others do it for you.

Brands that matter
When your brand shares inspiring ideals every purchase becomes a ritual 
for your customers, allowing them to celebrate your ideals with you. It allows 
them to feel that they are ‘part of the club’ and through their purchase, helping 
to make the world better. This may sound airy-fairy but supermarkets, car 
manufacturers, airlines, and PC makers have created armies of fiercely loyal 
customers who believed that ‘their brand’ was taking on the market on their 
behalf.
And today the world is begging for companies that they can again believe in, 
companies that restore their belief in banking and finance, energy, transport, 
politics, policing, and more. They need brands that have authentic religions 
and build believable causes. They need brands that are willing to stand up 
and believe in something. They need brands that matter.
Be a brand that matters.
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