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You’ll find lots of stuff in here.
But at heart it’s simple.

It’s about where to take brands next. 
How to get them there.
And then actually getting them there.
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So let this guide you,  
not blind you.

Seek confidence, not compliance.
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We’re not here to 
just play the game.

We’re here to raise it.

Interbrand Thinking



We’re not here for  
more of the same.

We’re here to create lasting firsts.
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We’re not here to 
politely conform

We’re here to make waves.
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We’re not here  
to deliver decks.

We’re here to turn heads.
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We’re here to create the 
next generation of icons.



Version 2.0

Interbrand 
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Brands are more 
important than ever 
before. However,  
their role has changed 
dramatically.
→

Our clients’ needs have evolved. Our 
ongoing conversations with leaders
from across industries and markets 
show that, at a time of falling 
barriers and technological shifts, 
brands are more important than 
ever before. However, their role 
has changed dramatically.

From creating differentiation 
in an age of abundance, they 
are now key to staying relevant 
in an era of turbulence.

People in much of the world are more
informed, connected and 
demanding than ever before. They 
see through traditional marketing 
and are intrinsically disloyal – 
with plenty of choices at their 
fingertips,they are attracted by 

the new rather than the known.
In addition to this, our competition 
has changed dramatically. The 
category we invented has attracted 
plenty of competitors from a variety 
of fields –  from management 
consultancies to  design outfits, 
from innovation agencies to in-
house client capabilities. It’s 
time for us to reinvent it.

Too many great ideas live and die on 
PowerPoint. 

It’s time to shake up the traditional 
wayof working so that it shakes up 
our client’s structure and culture 
to deliver extraordinary results.

We’re not here to play the game.  
We’re here to raise it.

Why are we reimagining  
our approach?

Quite simply, because the 
world is changing.
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Moving from

Four decades ago, we coined the 
term ‘branding’. Over time, this 
concept has come to identify a 
number of activities and ‘products’ 
required to create, manage 
and evaluate brands – naming, 
positioning, design, and so forth.

We want to keep providing all 
of these, and we want to be 
the absolute best at them.

However, we don’t want to be defined 
by products - for at least two reasons.

First, this makes us more imitable and 
comparable, commoditising our offer.

Secondly, being defined by a range 
of activities confines our role, 
making it limited, delivery-based 
and intermittent -  preventing 

us from having wider, ongoing 
relationships with our clients’ leaders.

Increasingly, great brands are 
not defined by what they do - 
which can quickly evolve - but 
why and how they do things. 

As Interbrand, we must aspire to  
be known for a unique, powerful 
philosophy, and apply that to 
the widest possible range of 
complex business challenges. 

The clearer and sharper our How 
is, the bolder and broader our 
What can be. We want clients to 
increasingly come to us to apply the 
Interbrand way to new challenges. 

We frame this step as the transition
‘from branding to brand thinking’.

to

Moving from branding  
to brand thinking means  
no longer being defined
by a limited number of 
standard services – but  
being known for a unique 
approach to complex  
business challenges.

branding
brand 
thinking
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A What  A How
Visual first   Experience-led
Linear   Cyclical
Makes brand elements communicate  Makes everything communicate  
Promise   Promise and reality
Relevant to experts in the organisation  Relevant to everyone in the organisation 
What’s said when we’re in the room  What’s done when we’re not in the room
Delivers by handing over   Delivers by coaching
Input-based   Outcome-driven
Brand briefs   Business challenges
Responding to briefs   Framing briefs

A standard set of services aimed at  
creating, managing  and valuing brands.

A distinctive way to approach  
business challenges and opportunities.

branding
brand 
thinking
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People are more informed, 
connected and demanding than ever 
before, as the result of a number 
of forces that are likely to continue 
to reshape the way categories 
evolve, businesses compete, and 
people choose – and, therefore, the 
way brands are built and grown.
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rPeople’s 
expectations  
are moving faster 
than businesses.
→

“The one thing I 
constantly hear 
from customers 
is that they want 
more... they 
want things that 
we never even 
considered we 
should have any 
business making” 

INTRODUCTION      •      CONTEXT     •      OUR PHILOSOPHY      •      OUR APPROACH      •      OUR METHODOLOGY      •      ICONIC MOVES      •      BRAND STRENGTH      •      OUR WAY OF WORKING      •      FAQS      •     OUR BEHAVIOURS

For the first time since 
the industrial revolution, 
people’s expectations are 
changing faster than the 
fastest businesses. 

EMILY WEISS,  
FOUNDER AND 
CEO, GLOSSIER
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Empathy to understand shifting 
expectations, Affinity to address 
them, Agility to move at their speed.

The keys to growth

Difference in average Brand Strength 
Score (double digit risers vs double 
digit fallers), by Brand Strength factor
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1/6  
End of  
competitive  
advantage
In the words of Columbia 
School Professor Rita Gunther 
McGrath, “We used to think of 
the competitive environment as 
one of punctuated equilibrium, 
where there were long  periods of 
stability between disruptions.

Now the disruptions are coming 
closer and closer together. The 
competitive environment is in 
perpetual motion… attractive 
opportunities are more visible
to more players, and the resources
needed to go after them are more
available, too.”

Customers are exposed to more 
frequent innovation, deriving from 
a hyperdynamic competition

2/6 
Abundance  
of choice
In global markets, choices – both
in B2B and B2C environments –  
are increasing, and are literally at
our fingertips.

Even if customers know, trust
or even love a brand, exploring
and trying new options has
never been cheaper and quicker.

This creates an erosion of loyalty
as we currently understand it,
whereby brands must keep on
addressing customers’ desire
for what’s new and what’s next.

Customers are used to an abundance 
of options competing for their 
attention and money

Six forces that are changing
the competitive environment
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3/6  
Speed  
of adoption
Speed of innovation has certainly 
increased significantly, but what has 
also risen exponentially is the rate 
at which innovation gets adopted.

Ecosystems have the power 
to propagate and scale the 
adoption of new technologies 
to millions of customers at 
speeds never seen before.

Innovation becomes  part of people’s lives 
very quickly, changing their expectations

4/6 
Shorter  
feedback loops
Smart use of data and artificial
intelligence have set the scene for
what is, in many cases, a virtually
instant, as well as constant,
feedback loop between customer
behaviour and product innovation.

As Amazon founder Jeff Bezos
points out, “One thing I love about
customers is that they are divinely
discontent, their expectations are
never static… they always go up.
Yesterday’s ‘wow’ quickly becomes
today’s ‘ordinary’. I see that cycle of
improvement happening at a faster
rate than ever before.”

Consumers expect new, better  
and different on a daily basis
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5/6  
Inextricability
of brand and 
business
A business, its brand 
and its leadership are 
increasingly inextricable.

Transparency and reduced 
information asymmetry mean that, 
increasingly, brands are about what a 
business is and does, not just what it 
says; and businesses are about trust 
and relationships, not just delivery. 

It’s hard to unbundle the troubled 
times of Facebook into brand, 
business or leadership.

Customers less and less distinguish 
the ‘say’ from the ‘do’

6/6 
Shifting frames
of reference
Consumers’ frames of 
reference are shifting.

The expectation of Uber’s immediacy, 
Spotify’s cornucopia and Netflix’s 
intimacy ripples across every aspect 
of life and line of business, raising the 
threshold of what’s good enough. 

Expecting a mortgage to be 
approved in a few minutes is 
no longer unreasonable.

Customers’ benchmarks stretch way 
beyond a single category
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These three lenses are not disjointed 
perspectives, but the three 
indispensable components of a 
single, interdisciplinary, philosophy.

When we compete on a single lens, 
we face intense competition from
numerous parties. When we show 
an equal, seamlessly integrated 
understanding of all three, we 
are providing a unique, distinct 
approach that can be applied to 
virtually any business challenge.

Each lens may lead to in-depth  
work or may be considered at a  
lighter touch level, depending on 
the challenge, budget and timing. 
What is crucial, however, is that 
each of the three perspectives 
is an integral and decisive 
component of our approach.

For this reason, we have translated 
these lenses into three simple 
principles, which must run across 
every single piece of work we do.

Interbrand Thinking is a business growth 
philosophy that seamlessly combines a  
deep understanding of people, businesses,  
and their interactions, through the lens of 
Human Truths, Economics and Experiences.
→
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What do customers demand, 
now and next? 

We lead with empathy. We understand 
what’s changing about people 
that businesses need to know 
now – to shape their ‘next’.

Human Truths inspires change by ensuring 
the business is in touch and in tune with 
people, to become and stay indispensable. 

We apply the lens of Human Truths  
to surface the deep human truths  
a business needs to know now that  
is going to change its ‘next’. We apply 
this to uncover not just what’s going on, 
but the deep meanings and motivations 
behind it. What we derive are insights that 
are fresh, provocative and generative.

We use a variety of techniques to 
conform to economic and timing 
constraints, ranging from online 
communities to in-person Big Talks, from 
in-depth interviews and vox pops, from 
ethnography to social media analysis.

Is there a powerful insight?

What results are we going 
to see, now and next? 

We build confidence in change by making 
a case for it. We line up the knowns and 
unknowns to determine rewards and risk 
– and focus on the right opportunities.

 
Economics inspires change by ensuring 
the business has the confidence to seize  
marketplace opportunities.

We apply the lens of Economics to  
bring quantitative and commercial logic 
to decision making. It is not just about 
carrying out traditional research, but 
determining the risks and rewards of 
ideas and their likely business impact.

Our Economics viewpoint encompasses 
a variety of tools and approaches, from 
quantitative research to concept testing,  
from Brand Strength to business case 
modelling, from customer segmentation to 
the development of consumer dashboards.

Is it going to deliver results?

What moves should we 
make, now and next?

Instead of trying to change what 
people see, we focus on how they 
feel and behave. The ultimate 
test of our work is not what

 
Experiences shape change by ensuring  
the business influences how people 
think, feel and, ultimately, behave.

We apply the lens of Experiences to 
transform insight and intent into actions 
that change and improve the way people 
interact with a brand, a business, or a 
category. We make incremental changes 
that make things better for people, and 
bold moves that create a new normal.
 

Our Experiences viewpoint uses the power 
of design, language and technology to 
create effective networks of interactions 
between brands and customers, 
ensuring that ‘everything communicates’, 
delivering at every moment the right 
combination of desire and utility.

Is it going to change people’s 
perceptions and behaviours?

Our 
Principles

Ask the 

Why 
behind the 

What

Human Truths Economics
Do the 

Maths
Experiences

Design for 
Behavioural 
Change

PEOPLE BUSINESS INTERACTIONS

Our clients’ question

Our approach

 

Why it’s important

What it delivers

How it works

 

Work quality question
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Looking at the customer, the 
business and their interactions is a 
simple way to start breaking down 
any type of business challenge or 
opportunity, giving us the permission 
to do new things. For instance, 
we’ve applied our three lenses 
to the full fledge development 
of a start up and to addressing a 
client’s loss in market share.

Our three lenses also provide a way 
to approach traditional challenges 
with a unique and more rounded point 

of view. As an example, applying 
Human Truths, Experiences and 
Economics to a naming process might 
mean listening to, and involving, the 
customer, identifying and shaping the 
key interactions through which the 
name can drive behavioural change, 
and applying modelling to identify 
the name candidate with the highest 
likelihood of delivering returns.

Whether it’s a new or typical 
challenge, our three lenses are our 
unique way of approaching it. 

Use Interbrand 
Thinking’s three lenses 
as the way to approach 
any kind of challenge. 
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The  
Confidence
to make 
Iconic  
Moves
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Interbrand
Thinking

EXPERIENCES
What moves should we 
make, now and next?

HUMAN TRUTHS 
What do customers 
demand, now and next?

ECONOMICS
What results are we going 
to see, now and next?

BUSINESS

Helping clients make more 
informed, and therefore 
less risky, decisions.

INTERACTIONS 
Defining and delivering new ways  
of creating utility and desire,  
changing the competitive landscape.

PEOPLE

Uncovering what  
is going to capture  
people’s imagination.
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First and foremost, within 
accelerating markets where 
customer expectations are 
perpetually moving ahead of 
businesses, any positioning defined 
in a static way is destined to become 
obsolete and lose relevance before 
it is able to make any difference 
in the customer experience.

Secondly, businesses will no longer 
be defined by categories, but by 
customer needs. Needs stay and 
evolve, categories not necessarily; 
it is safe to assume that the need 
to move financial resources 
will outlive banks. The future of 
competition will take place in fluid, 
open arenas such as movement, 
connection and entertainment, 
populated by players with diverse 
business models. Increasingly, 
brands will replace sectors.

Finally, brands can no longer 
be considered as separate from 
businesses; the two have never 
been so inextricable. Transparency
and reduced information asymmetry 
mean that, increasingly, a brand 
is about what you do and are, not 
just what you say; and a business 
is about trust, not just delivery.

All of this means that the 
traditional notion of brand 
positioning – a static, category-
based, abstract construct to be 
checked and reviewed every so 
often – is increasingly inadequate 
to build successful brands.

Today’s fastest growing 
organisations move along 
trajectories that bring the business, 
the brand and the customer 
closer than they’ve ever been.

Beyond  
Positioning
→
Our new approach to brand building 
stems from a simple observation – 
that today positioning is a temporary  
status quo, not a strategic tool.

INTRODUCTION      •      CONTEXT     •      OUR PHILOSOPHY      •      OUR APPROACH      •      OUR METHODOLOGY      •      ICONIC MOVES      •      BRAND STRENGTH      •      OUR WAY OF WORKING      •      FAQS      •     OUR BEHAVIOURS



1
 
Strategy should be less 
about defining what a 
business stands for - and 
more about determining
where it should go next.

3
 
We must therefore establish a 
north star Purpose and set a clear, 
measurable, timebound Ambition 
that inspires a roadmap.

Our new approach to brand building is a radical departure from the  
conventions of branding – so before going into more detail, let’s take  
a quick look at six key changes in our new way of growing businesses.

What are we 
doing differently?

2
 
A business’s most effective moves 
should reflect what it wants to 
be, rather than what it is.

4
 
An ambition cuts through the brand/
business dichotomy, by determining:
-  What customers and human 

truth to address
- Through what interactions   
-  With what business model and results.  

5
 
We don’t only want to change 
what people see, but also what 
they feel, remember and do.

19Interbrand Thinking
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Our 
methodology
→

Departure 
Point
A diagnosis of the 
brand’s current situation 
and how it is likely to 
change, distilled into a 
limited number of shifts.

Purpose

The business’s north 
star: the ultimate 
reason why it exists. 
What it aims to achieve 
in the world and for 
people generally.

Ambition

The objective(s)
the business wants
to achieve within a
given timeframe,
underpinned by KPIs.

Trajectory

A Trajectory defines 
the journey the brand 
must be on to move 
from its Departure 
Point to its Ambition.

Moves

The strategic actions 
that propel the brand 
along its Trajectory 
towards the Ambition.

Feel

The consistent, 
unmistakable sensation 
through which all 
moves are instinctively 
attributed to the brand 
and are connected 
across all channels.

Signatures

Signatures are the key 
memorable and flexible
sensorial assets (from 
graphics to product, 
from verbal to sound 
to space) that create 
distinctiveness 
and coherence.

Behaviours

The way people in  
an organisation act 
as a result of strategy 
and culture.reates an 
attribution of moves 
and interactions.
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The Interbrand Thinking Canvas

Ambition

Departure Point

Trajectory

Purpose 

Iconic
Moves

Moves
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Signatures
Behaviours



What is it?
A diagnosis of the current 
situation and the forces that 
are likely to affect it, seen
through the lenses of 
Human Truths, Experiences 
and Economics.

It answers the question, 
‘What’s going on here?’ 
through a limited number of
challenges and opportunities.

Remarks
-  A Departure Point is more than an 

audit of the status quo – it combines 
multidisciplinary insight and 
foresight to uncover the nexts that 
the business needs to know now. 
 

-  Structuring the Departure Point 
through our three lenses ensures 
we are not missing out on anything, 
providing a deep understanding 
of the brand and its context. 

Departure Point

-  Specifically, each lens looks  
at the business from both  
an external and internal 
perspective, providing 
a very rich analysis.

-  This framework is designed to 
bring together a vast array of 
diverse inputs – quantitative/
qualitative, primary/secondary, 
field/desk, and so forth.

-  This amount of information, 
however, should then be 
condensed into a limited number 
of challenges and opportunities to 
address – the things we want our 
clients to focus on – for example, 
five strategic bets. This summary 
shifts the complexity of reality with 
a simpler story that calls attention 
to its most crucial aspects.

“If snow melts from  
the edges, how do  
we make sure we see  
when this is happening?” 

RITA MCGRATH, 
COLUMBIA BUSINESS SCHOOL
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Approach

This framework provides a guide 
to ensure a thorough and well 
rounded diagnosis of the brand 
and its context. It combines our 
lenses with an internal/external 
and now/next dimension.

It can be used to design work 
plans, as well as structure 
questionnaires, interviews and 
conversations. It also acts as a 
check box to ensure our departure 
point is sufficiently informed.

This framework owes much to the 
4C model (Context, Customer, 
Company, Competition), but 
lends it further detail, breadth, 
as well as a dynamic nature.

Now
Insight
Typically acquired through client 
interviews & material, customer 
listening, ethnography, market 
intelligence and primary research

Next 
Foresight
Typically acquired through  
customer communities, 
industry experts, Big Talks 
and trend analyses

Human Truths

External NEEDS
What types of needs are we 
addressing today, for whom? →

How are trends and weak 
signals likely to change them?

Internal CULTURE
What defines our  
culture today? →

How should our 
culture change?

Experiences

External OFFER
What kind of products, services and 
experiences are we delivering  now? →

How are expectations 
likely to change?

Internal ASSETS
Through what key assets (skills, 
tech, etc.) are we delivering them? →

What assets are likely to 
be critical going forward?

Economics

External ARENA
Whom are we directly and 
indirectly competing with? →

How is our arena 
going to change?

Internal MODEL
How are we currently  
making money? → How might that need 

to change?
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Category 
Competing for  
the same time & money

By addressing  
the same needs & desires 

Through  
the same types of  
products & services 

Space
Competing for  
the same time & money

By addressing  
the same needs & desires 

Through 
different types of  
products & services 

Arena
Competing for  
the same time & money 

By addressing  
different needs & desires  

Through 
different types of  
products & services 

Context
Changes in 
available time & money 
(society & economics)
 
Changes in 
needs & desires 
(culture) 
 
Changes in 
products & services 
(tech & innovation) 

As barriers between sectors 
blur, it is helpful to open up our 
diagnosis to our clients’ wider 
environment. Often the most relevant 
challenges and opportunities 
may come from far beyond the 
immediate competitive space.

For instance, an airline’s competitive 
space may include high speed rail, 
and its arena video conferencing; 
and its future performance will 
be strongly affected  by rising 
environmental concerns.

This framework is a useful 
reference, and can be used 
internally or in client workshops.

Competitive 
Panorama 
Framework

We actually compete with sleep.
 
REED HASTINGS, 
NETFLIX
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What it looks like

Departure Point

Shift no.1 Shift no.2 Shift no.3 Shift no.4 

↓ ↓ ↓ ↓

1.  
NEW 
MEANING

The Italian 
luxury GT, 

2.  
NEW 
INTERACTIONS

With F1 
becoming a 

3.  
NEW 
AUDIENCES

Ferrari is a 
very effective 

4.  
NEW  
FOCUS

Ferrari’s goal 
of playing in 

An example: Ferrari

↓ ↓ ↓ ↓

NOTE: CONFIDENTIAL AND NOT TO BE SHARED OUTSIDE OF INTERBRAND
PART OF THE TEXT DELIBERATELY LEFT OUT.
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DEPARTURE POINT

The Italian luxury GT, racing and sports car par 
excellence, facing a global shift in mindset.
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What is it?
Encapsulated in a concise 
statement, a Purpose defines 
a business’s ultimate reason to 
exist: what it aims to achieve in the 
world and for people generally.

As such, it becomes a north star 
for the business – a metaphor that 
suggests that a Purpose isn’t a 
destination, but a perpetual guide.

A note of caution
At its best, defining an organisation’s 
purpose involves a transformational 
journey that draws from fields such as 
philosophy, psychology and economics. 
Entire careers, organisations and books 
have dealt with and evolved this notion.

These pages can only scratch the surface 
- and look at the concept of purpose 
from a purely strategic and structural 
point of view. A deep collaboration 
with clients and their constituents 
is particularly relevant, and further 
reading is strongly recommended.

Purpose
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What makes a 
strong Purpose

A strong purpose has some 
interconnected qualities. It is:
ROOTED IN AN IRREFUTABLE 
HUMAN TRUTH. 

It should not invite a further 
‘yes... but why?’. Nike’s purpose 
to “unite the world through 
sport to create a healthy 
planet, active communities and 
an equal playing field for all” 
identifies an ultimate benefit.

RELATIVELY UNCHANGING 
OVER TIME.
 
A strong purpose will transcend 
technologies, sectors and 
categories. Take, for instance, 
Microsoft’s purpose to “empower 
every person and every 
organization on the planet to 
achieve more.” A strong Why 
will stay unchanged as the What 
changes; in fact, it should guide 
the way the ‘What’ changes. 

AUTHENTIC TO THE WAY 
THE BUSINESS OPERATES 
AND MAKES MONEY. 
 
A purpose should be sharp 
enough to act as a filter, draw 
a line and override profit in 
decisions. As DDB founder Bill 
Bernbach observed, “a principle 
isn’t a principle until it costs you 
something.” Beware of purposes 
that are too vague or bland 
to do that. A strong purpose 
creates forks in the road.

FOCUSED, BUT WITH 
SUFFICIENT LATITUDE.
 
A purpose that is rooted in a 
human truth will be by definition 
too broad to be, in and of itself, 
unique. Its function is not to create 
differentiation, but direction. It 
should therefore define a role 
to play. Moleskine’s purpose to 
“contribute to the expansion 
and dissemination of culture and 
knowledge” isn’t what makes the 
brand unique – it does, however, 
define a clear role that has 
sufficient breadth. 

NOT A STATEMENT. 
 
There is a major difference 
between a purpose and a purpose 
statement. A purpose is a deeply 
rooted ethos that is actively 
pursued. It is then summarised 
into a statement to create clarity 
and inspiration around it. We 
shouldn’t therefore be “writing 
a purpose”, but defining one by 
working together with clients. The 
reality is that many businesses 
have a purpose statement – far 
fewer actually live by a purpose.
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SATYA NADELLA
CEO, MICROSOFT
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As the examples on this page show, 
a strong, authentic Purpose is usually 
underpinned by three key dimensions.

Defining a Purpose: 
Three key dimensions

Microsoft 
 
“Empower every person and 
every organization on the 
planet to achieve more.” 

ETHOS: inclusion
FIELD: productivity
ROLE: empowerer

Moleskine
 
“To contribute to the expansion 
and dissemination of 
culture and knowledge”

ETHOS: inclusion
FIELD: culture and knowledge
ROLE: contributor

Nike
 
“To unite the world through 
sport to create a healthy planet, 
active communities and an 
equal playing field for all”

ETHOS: equity
FIELD: sport
ROLE: unifier

Ferrari 
 
“To create timeless 
icons of passion and 
human achievement”

ETHOS: progress
FIELD: self-realisation
ROLE: maker1

 
ETHOS
What is the single irrefutable 
truth at the heart of the 
purpose? Fairness? 
Progress? Equity? Justice? 
What is the needle that the 
organisation aspires to move?

This defines the single ethical 
conviction that is dearest to 
its leadership. If it were for 
the organisation, what would 
the world be more like? 

This dimension can be seen 
as an amplification of our 
Human Truth lens – from 
the need the organisation 
addresses to a single 
fundamental ethical calling.

2
 
FIELD
By acting in what field does 
the organisation pursue 
its ethos? What will be its 
sphere of influence?

This defines the organisation’s 
latitude, making the 
purpose elevated enough, 
without being vague. 

This dimension defines a 
domain for the organisation. 
As such it can be seen 
as an amplification of 
our Experiences lens – 
from a competitive arena 
to a broader field of 
action and influence.

3
 
ROLE
Lastly, what is the role that 
the organisation can credibly 
aspire to play in its field 
to pursue its ethos? What 
can the business credibly 
aspire to actually do? 

This defines the part 
organisation will play. 
A kind of archetype.

This dimension can be seen 
as an amplification of our 
Economics lens – from what 
the organisation does to 
sustain itself to what is its 
role in the bigger picture.

Interbrand 
 
“To inspire growth for all” 
 
ETHOS: equity
FIELD: personal & business growth
ROLE: inspirer
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↓

Purpose

Now & Next North

Human Truths
NEEDS

→ Ethos
CULTURE

Experiences
OFFER

→ Field
ASSETS

Economics
ARENA

→ Role
MODEL

↓

Departure 
Point
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The following is a line of thinking for a workshop 
or co-creation session. While the Purpose draws 
from the work on the Departure Point, it is a leap. 
It will require brave, out of the box thinking, and a 
combination of left- and right-brain thinking.

Co-creating a Purpose 
through its dimensions

1
ETHOS
What would the organisation 
want the world to be 
more like? What is the 
wrong it wants to right?

What is the single ethical 
conviction at the heart 
of the organisationand 
its leadership?

How can the Human Truth 
now & next of the Departure 
Point be expanded and 
made more universal?

Note: this will be a 
universal truth. In defining 
this dimension, don’t 
pursue differentiation, 
but authenticity.

2
FIELD
What is the field of 
action through which 
the organisation can 
make a difference?

How can the Experiences 
now & next of the Departure 
Point be expanded and 
made more universal?

Note: strike a sweet spot 
– identify a field that is 
broad enough to rise above 
fast-changing categories, 
technologies and benefits, 
but is sufficiently defined 
to be meaningful.

3
ROLE
What role can the 
organisation credibly 
play within that field?

How can the Economics 
now & next of the Departure 
Point be expanded and 
made more universal?

Note: define a role that 
is sufficiently incisive, 
but equally credible. 

Purpose

1  
WHAT’S  
OUR ETHOS?

2  
WHAT’S 
OUR FIELD?

3 
WHAT’S 
OUR ROLE?
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What is it?
The objective(s) the business wants 
to achieve within a given timeframe, 
underpinned by clear KPIs.

How is it built?
An Ambition should be encapsulated 
in a succint formulation.

It is helpful however to get to this 
statement  “bottom up” through 
our three lenses, building on the 
Departure Point; i.e., by defining 
what customers and human 
truths will be addressed, through 
what experiences, and how the 
business is going to make money.

Articulating the Ambition through 
the three lenses provides it with 
a robust backbone, anchoring 
it in reality and preventing it 
from being a lofty statement.

Ambition
What makes a 
strong Ambition?
-  A Purpose is set too high to 

create momentum. An Ambition 
translates it into a timebound, 
measurable objective that people 
within an organisation know 
they can potentially accomplish. 
As such, an Ambition is able to 
drive change and create focus.

-  An Ambition must be timebound. 
A rule of thumb may be 5 years 
into the future, which usually 
aligns to a business plan and 
is sufficiently distant to allow 
for brand building, but close 
enough to be grounded and 
realistic. That said, its date will be 
influenced by business-specific  
factors such as, for instance, 
product development timings.

-  An Ambition should be measured 
through one or more KPIs. 
These may be monetary or 
could relate to perceptions 
or behaviours. They may be 
based on Brand Strength. 
They could also be absolute or 
relative to the competition.

In 1997, we used Apple as the living 
case in the UCLA Anderson MBA 
strategy course. I and several other 
faculty members met with Jobs. 
 
“I know Stanford,” he said,  
“but am not all that familiar  
with UCLA Anderson.” 
 
The department chair, Jack 
McDonough, responded by offering 
the school’s party line: “We like to think 
that we are the entrepreneurial school.” 

“That’s interesting,” said Jobs. 
“Which Silicon Valley entrepreneurs 
have come out of your program that I 
would recognise?” 
 
Jack grimaced, then answered 
truthfully, “There aren’t any.”

“Well, then you’ve failed,” 
Jobs said with finality.
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-  Articulating the Human Truths, 
Experiences and Economics 
components of an Ambition is 
an important reality check, and 
forces us to be very clear about 
the implications of that Ambition.

-  An Ambition is not just a lofty 
desired state, but implicitly 
represents a choice, setting 
an inherent guiding policy 
– a principle of action to 
follow that rules out a vast 
array of possible actions.

-  A strong Ambition should be a 
simple, challenging but credible 
commitment. If it can’t be 
missed or reached, it will fail to 
drive the business forward.

RICHARD RUMELT 
GOOD STRATEGY 
BAD STRATEGY

SIMPLE: 
Can the Ambition’s achievement 
be measured or, at least, 
objectively assessed? If not, 
it is not a commitment, but a 
pure statement of intent.

CHALLENGING: 
Can the Ambition be very easily 
achieved? If it can’t be missed, 
it’s not an Ambition, but simply a 
projection of the way things are.

CREDIBLE: 
Can the Ambition be realistically 
achieved within the timeframe? If 
not, it’s merely a daydream which 
is not going to guide any action.
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Ambition
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Now & Next New North

Human Truths
NEEDS

What human truths will we 
address, for what customers? → Ethos

CULTURE

Experiences
OFFER

Through what products, 
services and experiences? → Field

ASSETS

Economics
ARENA

How are we going to 
make money? → Role

MODEL

↓

Purpose
↓

Departure 
Point



What it looks like

Ambition

KPI’s Gen X&Y increase on selected BSS factors 

HT

What human 
truths will  
we address,  
for what 
customers?

XP

What kind 
of products, 
services and 
experiences will 
we deliver?

E$

How are we 
going to make 
money?

↓ ↓

+ +

↓

AMBITION

To consistently take the Ferrari experience to new heights, captivating existing  
and new enthusiasts, elevating the brand’s equity to contemporary luxury.

HT

Expressing the power of 
passion and the beauty 
of achievement.

XP

Cars, adjacencies, 
extensions and 
entertainment that embody 
the power of beauty and 
the beauty of power in 
unpredictable ways.

E$

The economics and 
the arena of luxury

↓↓↓

An example: Ferrari
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PART OF THE TEXT DELIBERATELY LEFT OUT.
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In recently celebrating the fiftieth 
anniversary of the Apollo 11 
mission, astronaut Michael Collins, 
who was part of the expedition 
crew, emphasised how John F. 
Kennedy’s 1961 commitment – to 
put an American man on the moon 
within the decade – had been 
a powerful driving force in the 
years leading up to the mission. 

The singlemindedness and clarity 
of that statement, Collins recalled, 
worked as a true north throughout 
the years leading up to the mission – 
helping overcome obstacles, speed 
up processes, providing everyone 
with a clear aim and timeline. “We 
could quote him, get things done, 
accelerate people,” he noted. “the 
simplicity, the stark beauty of 
John Kennedy’s mandate… really 
helped us along to the moon.”

This story provides a clear 
illustration of the difference 
between Purpose and Ambition.

Purpose  
and Ambition

Our Purpose is clear: to support 
the world’s health —for health is 
a fundamental human right that 
underpins every human aspiration.

Our Ambition must be to deliver 
against our triple billion target 
of universal health coverage; 
safety from health emergencies 
and disease; and better health 
& wellbeing through Science, 
Solidarity and Solutions.

DR TEDROS  
ADHANOM GHEBREYESUS
DIRECTOR GENERAL,
WORLD HEALTH ORGANISATION

NASA’s  
Purpose
To reach for new heights and 
reveal the unknown for the 
benefit of humankind.

-  Evergreen
-  Not measurable
-  Serves as a north star
-  A principle
-  Is never fully achievable
-  Gives people a direction

JFK’s
Ambition
“I believe that this nation should 
commit itself to achieving the goal, 
before this decade is out, of landing 
a man on the moon and returning him 
safely to the Earth.” 
President John F. Kennedy, 1961

-  Timebound
-  Measurable
-  Serves as a destination
-  A commitment
-  Is achievable one step at a time
-  Sets people in motion
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Trajectory

Juventus
We have been helping Juventus 
pursue its Ambition to engage with 
high-potential audiences beyond 
football fans as a premium pop icon 
by setting the brand on a journey 
that transforms a traditional football 
club into an attitude expressed 
across new interactions.
 
Such a Trajectory can be 
summarised as Fearless off the pitch. 
It has inspired brave moves that have 
taken Juventus into unchartered 
territory for a football club – from 
partnerships with the likes of Boiler 
Room in New York and Palace in the 
UK, to the development of the Icon 
fashion line. As a result, the brand 
has successfully grown its relevance 
far beyond the football sphere.

Pirelli 
In 2010, Pirelli set a 2015 Ambition 
to become the global leader in the 
premium tyre segment. In order to 
do that, the brand had to change its 
role – from being a commodity to 
being a coveted ingredient for the 
world’s most desired cars (based 
on the observation that, while 
being indifferent to tyres, its target 
audience was passionate about cars).
 
This Trajectory was summed up 
in the Engineered to Excite idea, 
connecting the best tyre technology 
to the best driving experience. 
Moves along this trajectory included 
the return to F1, the celebration 
of the iconic Calendar and the 
piloting of a premium flagship 
tyre dealership concept.

Mastercard
In its push towards being recognised 
as the technology enabler of a world 
beyond cash, Mastercard’s Trajectory 
is about expanding the brand’s role 
from being a payment system to 
connecting people to the things that 
matter most, creating engagement 
beyond the norms of its category. 
 
This Trajectory may be summarised 
as Meaningful experiences. 
Embodied in the Priceless platform, 
it has inspired moves that have 
created completely new touchpoints 
for the brand - from its Pride 
Day activations to personalised 
experiences, to actual restaurants - 
ultimately increasing its relevance.
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What is it?
A Trajectory defines the journey the 
brand must be on to move from its 
Departure Point to its Ambition. 

Having established where the 
brand needs to go, the Trajectory 
determines how it’s going to get 
there. In other words, it determines 
what Moves the brand is going 
to make from day one to grow its 
relevance and achieve its Ambition.

A powerful Trajectory must be 
at once sharp and inspiring.
 
Sharpness comes from first 
answering the question, What 
perceptions and/or behaviours 
must we change in order to 
achieve our Ambition? 
 
Inspiration comes from then 
summarising this in a simple, 
powerful way that everyone 
can understand: a big idea 
that is compelling enough to 
inspire a variety of Moves.

A sharp, inspiring Trajectory  
acts, in all respects, as the 
promise that the brand 
delivers through its Moves.
 
The examples on this 
page illustrate this.
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Approach

1 
ARTICULATE FOR SHARPNESS 
Start from addressing these 
(interconnected) questions:

How is the brand going to move from 
its Departure Point to its Ambition? 
What are the perceptions 
and behaviours that we must 
change, starting now?
How are we going to increase 
the brand’s relevance?

Start listing answer statements 
beginning with “by”. 
 
Don’t try to simplify – yet – and 
don’t be abstract. Seek clarity. A 
powerful Trajectory always starts 
from a pragmatic marketing agenda 
expressed in one or a few sharp points. 

For Pirelli, for instance, we 
concluded that the Ambition of 
leading the premium segment 
could be pursued in three ways: 

1.  By shifting the brand’s role 
to a high value ingredient.

2.   By celebrating the brand’s 
technological edge. 

3.  By connecting it to premium 
lifestyle experiences.

2
ENCAPSULATE FOR INSPIRATION  
It’s now time to sum up the 
Trajectory into a concise, 
compelling idea. Note that this 
idea must not substitute the 
agenda above – but, rather become 
the Trajectory’s headline and 
most inspiring encapsulation.

This exercise may lead to a 
formulation that is powerful 
enough to potentially serve 
as a tagline. Remember that’s 
not the goal, though.

Many powerful trajectories combine 
utility and desire by combining 
explicitly a functional and an 
emotional benefit, and/or using 
a metaphor or analogy to push 
utility into an emotional sphere. 

An approach to conceive a 
trajectory is therefore to start by 
brainstorming the functional and 
emotional benefits that the brand 
aspires to deliver in addressing its 
human truth. Open the exploration 
to different terms. Use creative 
techniques to build metaphors and 
analogies that can be inspiring 
and universally understandable. 
 
 

“We have started shifting 
money away from the traditional 
advertising model towards more 
use of experiential marketing...  
Priceless Cities, Surprises, 
Causes, and Specials… a 
significant rationalization of our 
168 previous activation platforms, 
aiming to simplify and amplify 
the things that we believe really 
matter to our consumers..”
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UTILITY

DESIRE

3
STRESS-TEST FOR EFFECTIVENESS
The Trajectory’s function is to 
inspire diverse and effective Moves 
– including one or more Iconic 
ones. So stress test the Trajectory 
against the following criteria:

Has it got texture? Exemplify the 
diversity of moves the Trajectory 
can actually inspire. Make these as 
realistic and tangible as possible. 
Avoid presenting a Trajectory without 
some prototypes of related Moves. 

Has it got longevity? A Trajectory’s 
role is to act as a platform for 
investment. Therefore, it should 
avoid becoming quickly obsolete.

Is it authentic? Is the Trajectory 
a promise that can be delivered 
through its moves.

Does it express a relevant benefit? A 
Trajectory is ultimately a promise of 
what the brand will deliver through 
its moves. Remember, the journey 
towards an Ambition is a brand’s 
journey to increase relevance.

RAJA RAJAMANNAR,
CHIEF MARKETING & 
COMMUNICATIONS 
OFFICER, MASTERCARD

Co-creating this with customers 
is obviously ideal - their framing 
and language around the job that 
the brand does will create richness 
in concepts and vocabulary, 
and help make the trajectory a 
concise, engaging promise. 

In the case of Pirelli, the three-point 
agenda was summed up into the idea 
of Engineered to Excite (which, yes, 
was also briefly used in campaigns).
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By creating a shadow board of Millennials, Gucci built an
exceptional understanding of their desired audience, making
customers part of their decisions - as well as ambassadors.

Talent and 
Organisation

Drivers and 
attributes

Harley-Davidson is an inspiring example of how to compete
on drivers of choice that deviate from the category norm,
creating and monetising a high role of brand. 

Participation to
shaping trends

With Nike+, Nike has not only created a community 
and data platform - it is riding the rising wave of 
wellness and health consciousness.  

Rethink the category’s  
desire/utility orientation 

The creation of the Moleskine Cafè was a move aimed at
accelerating a critical shift in the business’s perception -
from functional stationery to a creative ecosystem.

Channels

Apple opened its stores at a time when consumer
electronics was withdrawing from physical retail. 
The stores fuelled the brand’s myth and accelerated 
the business along its trajectory towards luxury.

Improved 
interactions

Uber disrupted a legacy category by using technology 
to remove friction and barriers, and leverage data.  

New categories

By building new partnerships and addressing new
categories, Juventus is shifting consumer expectations, 
as well as attracting new audiences.  

Launch a new brand

GE leapt ahead of the conversation about sustainability by 
aunching a standard-setting new business that, according
to Fast Company, “became the lynch pin of a remarkably
successful reinvention of GE, (and) the foundation of the
company’s future.”

Partnerships
and M&As

The Louis Vuitton-Supreme collaboration brought the
marriage between luxury and streetware to scale, 
changing the luxury zeitgeist and creating a blueprint 
for many subsequent collaborations.

Complementary
Products and  
Services

By expanding its offer to local experiences and, more
recently, building design, AirBnB has moved successfully
towards epitomising the notion of belonging.

Refocus or expand 
the target audience

Born as the quintessential B2C business, Amazon 
has successfully expanded its target audience to 
the B2B audience, reaching massive scale.

Reframe the category

Starbucks reimagined the role of coffee shops, reframing
them as the third place - a space outside the home and work
where people can gather and build a sense of community.

Business Model 
and Customer 
Relationship

Adobe was one of the pioneers in moving from 
one-and-done software purchases to a business model 
with predictable revenue, more innovation and the use 
of data to drive customer understanding and interactions. 

Alternative
industries

A bold move from Amazon a few years ago: create
and market the Kindle – in theory, the strongest
threat to its original core business - books.

Customer 
engagement

A significant portion of Red Bull’s organisation focuses on
content and experience creation. Red Bull has captivated
audiences worldwide through moves along a single
trajectory - ‘Giving You Wings’.

Social commitment

Yvon Chouinard founded Patagonia so that people could
explore wild places, which led him to believe the company
should also protect them. In 2019, Patagonia redefined itself
as being “in business to save our home planet.” 

What are Moves?
A Move is a visible strategic 
action that implies a credible 
commitment from the business, 
making it vulnerable in the 
absence of follow through.

Moves are therefore not simply 
campaigns or announcements, 
but credible commitments that 
require a follow through.

Moves must be meaningful. 
They must add an emotional or 
functional value to people’s lives.

Most importantly, moves are not 
merely about communications – 
and this gives us an immense
permission field.

There are, however, types of 
moves that are more frequent 
and/or successful than others. 
 

Moves
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Operational 
Conditions 
There are low value-adding 
intermediaries, typically creating  
an opaque cost structure. 

There is strong staff turnover. 

The business is siloed  
internally, with a negative  
impact on the experience. 

The business or category  
is losing customer contact  
and data to other players. 

Innovation is R&D led, not  
customer collaboration led.

There are inefficiencies and no 
network effects in the supply chain.

The organisation is lacking 
a service mindset.

Evolve the 
organisation

Competitive 
Conditions 
The products, services and 
experiences provided by different 
operators are interchangeable. 

The industry is highly fragmented. 

There is declining loyalty in  
the category, with customers 
switching frequently. 

The industry is highly concentrated.  

New businesses are entering the 
market with new business models. 

High regulatory barriers are 
discouraging innovation.

The business’s skills or 
technology could be employed 
to create a new  proposition

The category has limited and/
or low engagement interactions 
with its end customers.

 
Drive choice  
and loyalty

Performance 
Conditions 
Average NPS in the industry is low, 
with no competitor standing out.

There is a low average Role of Brand 
in the category, with no outliers.

There is high pressure on price

There is margin erosion

Innovation is becoming incremental 
and showing decreasing returns.

Revenue is highly volatile.

Sustaining and 
improving performance

Customer 
Conditions 
Customers must work hard to  
create a cost-efficient solution. 

There are some unserved or 
underserved customer segments.

There is widespread friction  
and frustration with the category. 

One or more of the standard 
practices collides with the  
cultural/social climate. 

There is a strong information 
asymmetry between customers  
and businesses. 

Customers are using
outdated technology.

There are no premium or 
value options for clients.

Meet customer  
expectations  

The four areas on this page are 
populated with examples of some 
of the most typical conditions 
for a move, leading to four 
typical impacts of a move.

This array of conditions is 
usually a good place to start. 

Compare this with what has been 
unearthed in the Departure Point. 
Subsequently, use the types 
of Moves on the page before 
to start narrowing the possible 
spectrum of potential Moves.

Conditions 
for Moves
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Moves should always 
be inspired by a 
dissatisfaction with  
the status quo.
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Some moves remove negative 
friction  - think about the introduction 
of price comparison aggregators.

Other moves are designed to 
add positive friction, as in the 
example of Juventus creating new 
ways to experience the brand.

Of course, some moves are able 
to do both. Amazon Prime gives 
access to extra content while 
also providing benefits in terms 
of costs and delivery times.

This map can be used to brainstorm 
moves in combination with the 
types of Moves shown at the 
beginning of this section.

The Moves Map

Moves that  
spark desire

 
Add positive friction

Moves that  
spark desire and 

create utility
 

Add positive friction and 
remove negative friction

Moves that  
create utility

 
Remove negative friction

=
 

D
E

S
IR

E 
+

= UTILITY +
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The matrix on this page is another 
way of mapping moves, looking at 
their impact on desire or utility.



A brand’s Feel codifies the consistent, 
unmistakable sensation through 
which all moves are instinctively 
attributed to the brand and are 
connected across all channels.

It acts as an emotional leitmotiv 
that binds all interactions and 
moves together, making them 
attributable to the brand.

The Feel is constituted by an Experience 
Metaphor and by Experience Principles.

The Experience Metaphor is a short, 
powerful analogy that acts as a bite-
size experience brief answering the 
question, What does this brand feel like? 

The Experience Principles 
unpack it, giving clear criteria for 
designing the experience.

Codifying a clear Feel for the brand 
is critical to create new avenues 
of growth – in certain cases it is 
precisely what a brand brings to a 
new category, defying its existing 
codes in an unmistakable way. The 
Apple Card is one such example.

Feel Apple’s language of luxury is 
simplicity, the ultimate sophistication. 
Simplicity is an obsession at Apple. 
Simplicity entails sleek appearance 
and ease of use. As an old iMac ad 
put it, Apple technology is “simply 
amazing, and amazingly simple.” 
Cognitive psychology shows that 
attractive objects make us feel 
good, which in turn makes us more 
resilient in creative challenges.

SCOTT GALLOWAY
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The first thing  
we ask is, how  
do we want  
people to feel?

SIR JONATHAN IVE
FORMER CHIEF 
DESIGN OFFICER, 
APPLE
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An example:
Juventus
1 
Contextual 
Feeling:
What is the default customer feeling 
the brand will intervene on?

IN A WORLD WHERE…

Football is about provenance 
and legacy, once a week on the 
terraces and on the pitch.

2
Desired 
Feeling:
In what way does the brand 
want to change that

AUDIENCES NEEDS AND DESIRE 
TO FEEL AND EXPERIENCE…

A universal statement of self 
belief, as an aspirational lifestyle. 
Worn everyday everywhere.

3
Persona
What persona does the brand 
embody to bring that change, 
and how does it behave, based 
on the brand’s DNA?

BY TAKING ON THE PERSONA 
AND BEHAVIOUR OF…

A single minded and resolute 
fearless youth. Fearless 
mindset. All in, or nothing.

4
Experience 
Metaphor:
How do we capture this?

PICTURE THIS…
 

Life is a matter of  Black and White.

→ → →
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This framework constitutes a guide 
to define an Experience Metaphor. 
It can be used as a line of individual 
thought or as a basis for a workshop.

It starts from a human truth – 
the reality of today’s customer 
feelings, and investigates how 
the brand may change that.

The third step is a creative leap 
into a persona that is rooted in 
what the brand can bring to life.

The Experience Metaphor should 
summarise with well chosen 
words the feeling the brand 
evokes, acting as a brief.

It can be verbalised as a place, 
a feeling, a situational context 
- what counts is its ability to 
convey clearly the way the 
feeling the brand conjures.

Approach:
Experience 
Metaphor

→ DEPARTURE POINT → PURPOSE →  AMBITION  →  TRAJECTORY  →  MOVES  →  FEEL  →  SIGNATURES  →  BEHAVIOURS
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An example: 
Prince Akatoki

1 
Contextual 
Feeling:
What is the default customer feeling 
the brand will intervene on?

IN A WORLD WHERE…

Busy lives seek time toslow down, 
travellers need an antidote to 
the  chaos of the modern world.

2
Desired 
Feeling:
In what way does the brand 
want to change that

AUDIENCES NEEDS AND DESIRE 
TO FEEL AND EXPERIENCE…

A space of calm tranquillity 
– a sanctuary to rejuvenate, 
reflect and recharge.

3
Persona
What persona does the brand 
embody to bring that change, 
and how does it behave, based 
on the brand’s DNA?

BY TAKING ON THE PERSONA 
AND BEHAVIOUR OF…

An authentic Japanese poet, 
reflecting on how the  calmness & 
harmony of nature is an antidote 
to the hectic pace of today’s life…

4
Experience 
Metaphor:
How do we capture this?

PICTURE THIS… 
 

Awakening to the poetry of 
dawn in beautiful Japan.

→ → →
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An example: 
Mini

1 
Contextual 
Feeling:
What is the default customer feeling 
the brand will intervene on?

IN A WORLD WHERE…

Small cars are about daily 
function – blending every day 
into the city landscape.

2
Desired 
Feeling:
In what way does the brand 
want to change that

AUDIENCES NEEDS AND DESIRE 
TO FEEL AND EXPERIENCE…

Jumping on the stage with 
irreverence, edginess and 
a bit of cheekiness.

3
Persona
What persona does the brand 
embody to bring that change, 
and how does it behave, based 
on the brand’s DNA?

BY TAKING ON THE PERSONA 
AND BEHAVIOUR OF…

A DJ, driving excitement in the 
most progressive urban scene.

4
Experience 
Metaphor:
How do we capture this?

PICTURE THIS…
 

Downtown excitement at night.

→ → →
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An example: 
Evian

1 
Contextual 
Feeling:
What is the default customer feeling 
the brand will intervene on?

IN A WORLD WHERE…

Water is a commodity that 
we need to stay hydrated.

2
Desired 
Feeling:
In what way does the brand 
want to change that

AUDIENCES NEEDS AND DESIRE 
TO FEEL AND EXPERIENCE…

‘That water is the source of life 
and its purity is the elixir of good 
health and so eternal youth.’

3
Persona
What persona does the brand 
embody to bring that change, 
and how does it behave, based 
on the brand’s DNA?

BY TAKING ON THE PERSONA 
AND BEHAVIOUR OF…

The alpine fountain of eternal youth.

4
Experience 
Metaphor:
How do we capture this?

PICTURE THIS…
 

A youthful glow.

→ → →
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Note: not an Interbrand case study
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Approach:
Experience 
Principles
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Experience Principles inform 
the evolution or creation of 
interactions, ultimately defining 
the desired responsesin people 
who experience the brand. 

This framework provides a 
straightforward approach, that 
starts from the customer.

This page provides an example 
of Experience Principles 
applied to AirBnb.

IF WE WANT PEOPLE TO FEEL: THEN OUR INTERACTIONS 
NEED TO:

WE CALL THIS 
PRINCIPLE:

EXAMPLES:

Part of a trusted community 
with shared values

Enable interactions  
and connections with 
real individuals

Meet 
Personally

Airbnb prompts users to 
supply just the right amount 
of information to build trust – 
not too little, not too much

Welcome, comfortable 
and engaged

Create easily understandable 
conversations through visual, 
verbal and motion language

Feel at 
Home

Most of their portrait shots 
have either a couple or group of 
‘friends’ smiling and enjoying life. 
Stories begin a conversation

Confident that reality will 
align to their expectations

Enable fully informed 
decisions through multiple 
sources and media See Vividly

Multiple sources and mediaenable 
to gain full information about 
any accomodation opportunity

They are exploring and living, 
not just visiting and seeing

Invite to countless distinctly 
local experiences through 
empowered hosts Go Local

Immersive experiences,showcased 
in an emotional, fun, 
cinematographic way

Note: not an Interbrand case study
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Signatures are the key memorable 
and flexible sensorial assets (from 
graphics to product, from verbal 
to sound to space) that create 
distinctiveness and coherence.

Signatures are a subset of a 
brand’s assets, and are increasingly 
important as brands venture 
across categories, multiplying and 
diversifying their interactions.

Signatures

“The London Underground roundel 
is neither picture nor typography. 
It’s always instantly recognisable 
as itself in whatever context it 
is placed, while simultaneously 
communicating the idea of 
transportation, urban cool, and 
serving as a visual metonym for 
London itself... if there’s any lesson 
at all to be learned from its design, 
it is that a brand which highlights 
simplicity, abstraction, and careful 
use of color can pay dividends.”
DAVID LAWRENCE,  
AUTHOR, LOGO FOR LONDON
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There are three dimensions  
that make an asset a Signature:

Secondary elements

Primary elements

Distinctive, consistent icons and imagery build memory 
associations that allow a brand to be noticed and 
recalled in a range of buying situations. This is a huge 
part of brand custodianship, yet it is often overlooked.

BYRON SHARP
HOW BRANDS GROW
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1
 
MEMORABILITY
The asset is immediately 
and unequivocally 
attributable to a brand 

2
 
FLEXIBILITY
The asset can be effectively 
employed across channels, 
touchpoints and interactions

3
 
BEAUTY
World class craft simply 
cannot be ignored.
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A good rule of test for the strength 
of a brand’s assets is inspired by the 
following question – could the brand 
easily perform a design takeover? 
You could actually Legofy, Googlify 
or Tiffanise an object or other brand.

Creating identification, not identities
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Clockwise from top:
an example of how Juve’s elongated 
font created immediate attribution 
during Cristiano Ronaldo’s official 
presentation in 2018; and Ronaldo’s 
presentation by Real Madrid, 2009.
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Creating identification, not identities



IBM
“I felt there was a problem with the 
sequence, going from narrow to 
wide without any pause, without 
any rhythmic possibility,” designer 
Paul Rand said, explaining that he 
didn’t like the disparity in visual 
weight of the three letters.

In 1972, he finally introduced stripes 
to the logo to establish a better sense 
of unity and to suggest speed and 
dynamism. In the bottom left, two 
parallel lines form a sign of equality.

The IBM logo has remained 
unchanged ever since.

Juventus
Juventus have played in black and 
white striped shirts, with white 
shorts, sometimes black shorts, 
since 1903. 

Originally, they played in pink shirts 
with a black tie. The father of one 
of the players made the earliest 
shirts, but continual washing faded 
the colour so much that in 1903 
the club sought to replace them.

Our widely acclaimed logo unifies 
the power of the stripes with the 
club’s relatively distinctive initial 
and the shield, creating a symbol 
that – against football conventions 
– stands purely for itself.

Tiffany Blue
Otherwise known as Pantone 1837, 
this  is now defined by the Pantone 
Colour Institute’s custom colour 
program. It is a private custom colour 
of Tiffany & Co. which bears the 
same number (1837) on the Pantone 
Matching System (PMS) as the 
year the company was founded. 

Also known as “1837 Blue”, it is 
protected as a colour trademark 
by Tiffany & Co., and therefore not 
publicly available (which is why you 
can’t find it printed in the Pantone 
Matching System swatch books).

Signatures

Google
The Google dots are a dynamic and 
perpetually moving state of the logo. 
They represent Google’s intelligence 
at work and indicate when Google 
is working for you. We consider 
these unique, magic moments. 

A full range of expressions were 
developed including listening, 
thinking, replying, incomprehension, 
and confirmation. While their 
movements might seem 
spontaneous, their motion is rooted 
in consistent paths and timing, with 
the dots moving along geometric 
arcs and following a standard 
set of snappy easing curves.
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MOTION
Channel 4

The deconstruction of British 
broadcaster Channel 4’s 
logotype is at the heart of a 
distinctive, versatile and, above 
all, entertaining motion system. 

It is used in countless variations 
across virtually every touchpoint 
- from transitions and graphics to 
physical spaces and installations.

SERVICE
Starbucks
 
Instead of writing the name of 
the drink ordered on the side of 
cups, Starbucks baristas write 
the customer’s name as a way of 
creating an emotional connection. 

In announcing this change, 
Starbucks said, “From now on we 
won’t refer to you as a latte or a 
mocha, but as your folks intended – 
by your name. It’s only a little thing. 
We’re Starbucks. Nice to meet you.”

Signatures

SOUND
British Airways Lakmé Flower Duet
 
This piece from composer Léo 
Delibes’s opera Lakmé has 
become an audio calling card 
for British Airways. It was first 
used in 1984 and has featured 
in many adverts and during the 
boarding of aircraft, with numerous 
versions and remixes over time.

Trivia: in 2019, the airline’s centenary 
year, a BA engineer conceived an 
adaptation of the Flower Duet that 
transposed the theme so that its 
first two notes would be B and A.

SPACE
MINI Dealerships

Our MINI dealerships design 
sported the neon frame as a 
flexible, eye-catching concept for 
both interior and exterior design.

Combined with orthogonal 
shapes, it was inspired by the 
Downtown Excitement at Night 
Experience Metaphor.
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Behaviours
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What we mean
Traditionally, corporate brands 
have been attributed values. These, 
however, often amount to single 
words that struggle to be truly 
specific or to drive real action.

Defining behaviours closes both 
gaps. Behaviours can be more 
specific than values, and are 
imperatives rather than abstract 
concepts left to interpretation.

In this context, we define behaviours 
as the way people in an organisation 
act as a result of strategy and culture.

If [as a leader] I can guide your discretionary behaviour 
in my absence, that’s the whole game.  You’re making 
hundreds of decisions without my direct observation, 
even my direct knowledge. So if I can get you to make 
those decisions as well as if I was standing right next to 
you with my high standards and deep devotion... that’s 
the whole ballgame. Because I can’t be right next to you.

There are two levers to guide discretionary behaviour 
in our absence. The first one is strategy. When 
strategy is clear, that takes a whole bunch of 
discretionary decisions off the table.    

Everywhere where strategy is silent or isn’t enough, 
that’s where culture comes in.  And culture is what 
describes how things are really done around here.
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FRANCES FREI,
HARVARD BUSINESS SCHOOL
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Approach

Behaviours should be driven by 
the three key constructs in the 
Interbrand Thinking canvas. This 
ensures they are designed to align 
the organisation to the change it is 
striving to achieve. And remember, 
Purpose, Ambition and Trajectory 
come in turn from an in-depth 
understanding of the evolving reality 
of the business and its context.

A good place to start from is the 
organisation’s existing behaviours, 
and ideally by listening to employees 
themselves, along the lines of what 
behaviours should be introduced, 
preserved or discontinued. 

This will offer a rich basis for 
aggregation, selection and 
refinement, with the goal of 
getting to a limited set (3-4) of 
behaviours, each supported by 
a solid narrative. Employees can 
also be successfully involved in the 
completion of this second phase.

Behaviours should be specific 
enough to ensure that employee 
actions can be judged to align (or 
not) to them; but also sufficiently 
universal to be applicable 
across diverse contexts.

Purpose
What should we start/continue/stop 
doing to live by our Purpose?

Start Continue Stop

Ambition
What should we start/continue/stop  
doing to achieve our Ambition? 

Start Continue Stop

Trajectory
What should we start/continue/stop 
doing to deliver on our Trajectory?

Start Continue Stop

BEHAVIOUR 1 NARRATIVE

BEHAVIOUR 2 NARRATIVE

BEHAVIOUR 3 NARRATIVE
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The Interbrand Thinking Canvas 
is designed to provide a dynamic 
view of branding. It gives a sense 
of where the brand is, where it 
should go and how it can get there, 
growing in Relevance over time.

This arrangement may be 
helpful for more traditional 
clients and summarises the 
brand’s definition and activation 
elements in a very concise way.

The definition part, specifically, 
threads a narrative between 
why the brand exists (Purpose), 
what it wants to achieve 
(Ambition), and what it delivers 
to achieve it (Trajectory).

Please note that this is 
an extrapolation of the 
Interbrand Thinking Canvas, 
NOT a new version of the 
Brand Definition Model!

Beyond the components being 
very different, the Interbrand 
Thinking Canvas is designed to 
build brands through a roadmap 
of moves, while the BDM is a 
static definition of a brand aimed 
at traditional implementation.

Brand on 
a page
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Definition

Why the brand exists

PURPOSE
The ultimate reason why the brand  
exists. What it aims to achieve in the 
world and for people generally.

What we want to achieve

AMBITION
The objective(s) the business wants
to achieve within a given timeframe,
underpinned by KPIs.

How we’ll get there

TRAJECTORY
The journey the brand must be 
on to move from its Departure 
Point to its Ambition.

Activation

What the experience feels like

FEEL
The feel through which all moves are  
instinctively attributed to the brand and 
are connected across all channels.

What suggests it’s us

SIGNATURES
The key memorable and flexible sensorial 
assets (from graphics to product, from 
verbal to sound to space) that create 
distinctiveness and coherence.

How we act
BEHAVIOURS
The way people in an organisation
act as a result of strategy and culture.
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Brand on a page
An example: 
Interbrand
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Definition

Why the brand exists

PURPOSE
The ultimate reason why the brand  
exists. What it aims to achieve in the 
world and for people generally.

To inspire growth for all

What we want to achieve

AMBITION
The objective(s) the business wants
to achieve within a given timeframe,
underpinned by KPIs.

To boldly create the next 
generation of icons

How we’ll get there

TRAJECTORY
The journey the brand must be 
on to move from its Departure 
Point to its Ambition.

The Confidence to 
Make Iconic MovesTM

Activation

What the experience feels like

FEEL
The feel through which all moves are  
instinctively attributed to the brand and 
are connected across all channels.

(in the making)

What suggests it’s us

SIGNATURES
The key memorable and flexible sensorial 
assets (from graphics to product, from 
verbal to sound to space) that create 
distinctiveness and coherence.

(in the making)

How we act
BEHAVIOURS
The way people in an organisation
act as a result of strategy and culture.

>Be Brave
>Lead with Love
>Speak Up
>Make it Happen
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Interbrand Thinking Canvas 
An example: Interbrand

AMBITION 

To boldly  
create the  
next generation 
of icons 

PURPOSE 

To inspire  
growth for all

FEEL 

SIGNATURES

BEHAVIOURS

TRAJECTORY 

The Confidence to 
make Iconic Moves

↓
Be Brave • Lead with Love • Speak Up • Make it Happen

R
E

LE
V

A
N

C
E

Today 2025 TIME
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...but it takes bold 
moves to leap 
ahead of it

Customer experiences

Customer expectations

Incremental  
change keeps  
you in the game...

Customers’ expectations are moving 
faster than the fastest businesses. 

So while continuous change is still 
important, it is not enough. Inevitably, 
customer expectations will get close 
to, and eventually overtake, the 
actual experience. It therefore  
takes bold moves to make 
the experience leap ahead of 
customers’ expectations.

Our role is to become our clients’  
essential partners, helping them drive  
continuous change as well as brave  
moves – and giving them the 
confidence to do the right 
thing at the right time.

What we 
believe
→
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An Iconic Move  
is an action that alters 
the competitive 
landscape, capturing 
people’s imagination.

While being immediately 
evocative, the idea of Iconic 
Moves combines two terms rich 
in story and a depth of meaning. 

The term ‘move’ derives from the 
concept of ‘strategic moves’ in 
game theory, indicating an action 
aimed at creating competitive 
advantage. A strategic move is 
not merely an announcement; on 
the contrary, it involves a credible 
commitment from the player. 
 
Once made, it is in the interest of 
the player to follow through with 
the move. The term was coined by 
economist Thomas Schelling in his 
1960 book, ‘The Strategy of Conflict’. 
 
The concept of iconic, deriving 
from the Greek ‘eikon’ (image) 
is widely used and has been the 
subject of several articles and 
books. It is defined as ‘a person or 

thing regarded as a representative 
symbol or as worthy of veneration’. 
Something that turns heads and 
creates a following or movement  
in feeling and choices. 
 
There are many types of moves  
an organisation can make.  
As Interbrand, we focus on those 
moves that have a human impact  
– actions that can sway the way 
people within or outside an 
organisation think, hope, fear, 
choose, desire, and demand. 
 
The idea of Iconic Moves  
powerfully reflects Interbrand’s 
ambition to connect the high  
street and the boardroom.  
 
In it, a change in the world of 
companies and competition  
(moves) is related to a change  
in the world of consumers and  
their context (iconic). 
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This reflects our belief and  
knowledge that, in today’s 
markets, businesses must 
combine change with bold moves 
to achieve sustained growth.

Iconic Moves never happen in 
isolation. They are surges within 
processes of ongoing change and 
improvement, leading towards the 
fulfillment of an ambition. They are 
preceded by rigorous preparation, 
and followed by relentless activation. 

Iconic M
ove

Customer expectations

Customer experiences

Iconic M
ove
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We don’t ‘sell’ Iconic 
Moves. We ‘sell’ 
long term growth 
roadmaps that  
alternate continuous, 
incremental  change 
and Iconic Moves. 

People’s 
expectations 
change faster than 
businesses. Ongoing 
change is crucial…

…but it takes Iconic 
Moves to leap 
ahead of customers 
and competitors.

…until the time  
comes for a new 
Iconic Move.

1 2 5

…and set a 
new course for 
incremental change…

4

Iconic Moves 
shift customer 
expectations…

3



2/4  
Forcing internal 
change
Iconic Moves are more than 
announcements or campaigns 
– in the absence of follow-
through, they can become 
boomerangs. To succeed, they 
require the organisation to 
change (e.g. build new skills). 

4/4  
Driving  
extraordinary 
results
Iconic Moves are not designed to 
pursue organic, stable growth, but to 
deliver a surge in results –  
i.e. beyond an ordinary pattern 
of incremental growth. These 
results may be monetary, or may 
be measured through another key 
metric the organisation focuses on.

1/4 
Creating a  
new normal 
Iconic Moves don’t simply meet 
customers’ expectations – they 
shift them entirely, creating a leap 
in terms of utility and/or desire.

3/4  
Creating a  
temporary 
monopoly
Iconic Moves set brands apart for 
at least a period of time, becoming 
the  option of choice for customers. 
Depending on their impact and 
the competitive barriers they 
create, this virtual monopoly can 
be momentary – or enduring.

An Iconic Move creates some 
combination of four effects

THE EFFECTS OF AN ICONIC MOVE
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Iconic Moves stem from the 
same conditions and pursue the 
same objectives as Moves in 
general, but at a different scale.

Understanding whether the 
business is ripe for an Iconic 
Move or not should be based on 
two aspects – internal ambitions 
and external conditions. A
thorough understanding
of both dimensions is key
to great relationships.

CREATE A  
NEW NORMAL

FORCE INTERNAL  
COMMITMENT 

TO CHANGE

CREATE A  
TEMPORARY 
MONOPOLY

DRIVE 
EXTRAORDINARY 

RESULTS

Arena and contextual  
conditions for an Iconic Move

Leadership appetite to 
make an Iconic Move

MEET CUSTOMER 
EXPECTATIONS

EVOLVE THE 
ORGANISATION

SUSTAIN AND IMPROVE 
PERFORMANCE

DRIVE CHOICE  
AND LOYALTY
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Moves and 
Iconic Moves

Aspirations Operational
Conditions

Competitive
Conditions

Performance
Conditions

Context Customer 
Conditions

Moves

Iconic Moves
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Soundly based on modern business 
valuation principles, the foundations 
of our valuation technique remain 
unchanged. As such, they make 
our approach the gold standard 
across the global business, 
financial, academic communities.

Those firm foundations combine 
with the evolving factors that 
make a brand competitively strong 
in rapidly changing arenas. 
These factors constitute 
Brand Strength, our proven 
proprietary framework that 
determines a brand’s likelihood 

to generate demand and 
unlock value in the future.

Brand Strength consists of ten 
mutually exclusive factors, each 
underpinned by metrics. 

Individually, each factor 
provides granular, actionable 
competitive insights. 

Together, they consolidate into a 
single key performance indicator 
that expresses the brand’s ability to 
drive business results and informs 
an actionable roadmap for growth.

The ten Brand Strength factors 
break down what it takes to 
create Leadership, Engagement 
and Relevance – the three 
dimensions that constitute the 
chain of modern brand building: 
Leadership drives Engagement, 
which in turn drives Relevance.

Leadership comprises four internal 
factors; Engagement and Relevance 
include three external factors each.

Please refer to our Best Global 
Brands 2020 report for an in-
depth analysis of the Leadership, 
Engagement and Relevance chain, 
and its connection to each Brand 
Strength factors. Also see our 
Academy courses and/or refer to our 
Economics team for a more detailed 
understanding of Brand Strength.

Through the dimensions of 
Leadership, Engagement and 
Relevance, Brand Strength connects 
into the Interbrand Thinking Canvas, 
as shown in the next page.

The Leadership factors look at (and 
in turn are influenced by) the degree 
to which the business has a clear 
Direction founded on customer 
understanding (Empathy), and has 
the Alignment and Agility to pursue it.

The Engagement factors look at 
(and in turn are influenced by) the 
degree to which the business has 
a trajectory and makes moves 
that are Distinctive, Coherent 
and that invite Participation.

The result of this is an increase 
in Relevance (the vertical axis), 
measured through the extent 
to which the brand is Present, 
is Trusted and has Affinity.

The connection between Brand 
Strength and the Interbrand 
Thinking Canvas ensures there is 
seamlessness between the priorities 
uncovered through Brand Strength – 
i.e., what’s working and not working 
- and our brand building approach  
- i.e., what must be done about it.

Brand Strength and 
Interbrand Thinking 
→
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Interbrand pioneered brand valuation 
more than thirty years ago, changing the 
way the world thought of brands – from 
trade marks to valuable business assets. 
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Direction
The degree to which there is a clear 
purpose and ambition for the brand, a 
plan to deliver on them over time, and 
a defined culture and values to guide 
how those plans should be executed.

 
Alignment

The degree to which the whole 
organisation is pulling in the same 
direction, committed to the brand 
strategy and empowered by systems 
to execute it across the business.

 
Empathy

The degree to which the organisation 
is in tune with customers and wider 
stakeholders, actively listening to 
and anticipating their evolving needs, 
beliefs and desires, and responding 
effectively and appropriately.

Agility
The speed to market that a company 
demonstrates in the face of opportunity 
or challenge, enabling it to get ahead 
and stay ahead of expectations

Distinctiveness
The existence of uniquely ownable 
signature assets and experiences that 
are recognised and remembered by 
customers and difficult to replicate.

 
Coherence

The degree to which customer 
interactions, whilst varying depending on 
channel and context, remain authentic 
to the brand’s narrative and feel.

Participation
The degree to which the brand has 
the ability to draw in customers and 
partners, create a sense of dialogue and 
encourage involvement and collaboration.
The speed to market that a company 
demonstrates in the face of opportunity 
or challenge, enabling it to get ahead 
and stay ahead of expectations

Presence
The degree to which a brand feels 
omnipresent to relevant audiences, 
is talked about positively, and is 
easily recalled when a customer has 
a need in the brand’s category.

 
Trust

The extent to which a brand is 
seen to deliver against the (high) 
expectations that customers have of 
it, is perceived to act with integrity 
and with customers’ interests in min

Affinity
The degree to which customers 
feel a positive connection with the 
brand, based on the functional and/ 
or emotional benefits provided, and/
or a sense of having shared values.

Leadership Engagement Relevance
INTERNAL FACTORS EXTERNAL FACTORS EXTERNAL FACTORS
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L1
DIRECTION

The degree to which there is a clear 
purpose and ambition for the brand, a 
plan to deliver on them over time, and 
a defined culture and values to guide 
how those plans should be executed.

The shift
It’s no longer just what a brand 
stands for, but where it’s going next.

What this means
The very role of companies and the 
subservience of profit to purpose 
is central to the economic debate 
of our times. Brands led with 
purpose are likelier to make the right 
moves and take the right stances, 
attracting choice and talent.

Purpose is necessary, but not 
sufficient. Translating it into an 
ambition – a timebound, measurable 
proximate objective - creates focus 
and accountability, building investor 
confidence and generating liquidity.

Converging needs, technologies 
and competitive arenas make 
purpose and ambition the 
compass to navigate the 
open seas of opportunity.

L2
ALIGNMENT

The degree to which the whole 
organisation is pulling in the same 
direction, committed to the brand 
strategy and empowered by systems 
to execute it across the business.

The shift
A strong brand is the organisation’s 
most powerful connective tissue.

What this means
 For brand leaders competing in 
different geographies and arenas, 
a cohesive culture of clarity and 
belief becomes the only viable and 
efficient alternative to control.

Widespread clarity around purpose 
and ambition create an environment 
that gives talent motivation and 
latitude, encouraging innovation 
and multiplying opportunities.

The Covid-19 crisis will accelerate 
changes in workplaces, supply 
chains and manufacturing: 
distance will become a defining 
experience. Brands that act as a 
connective tissue will drive speed 
and coherence in decision making.

L3 
EMPATHY

The degree to which the organisation 
is in tune with customers and wider 
stakeholders, actively listening to 
and anticipating their evolving needs, 
beliefs and desires, and responding 
effectively and appropriately.

The shift
Data reveals the what. 
Dialogue unearths the why.

What this means
As expectations move faster than 
the businesses, creating an ongoing 
dialogue with customers and 
constituents is critical to make bold 
moves with confidence reducing 
risks and multiplying opportunities.

Technologies such as IoT and AI 
create enormous amounts of data. 
Organisations that combine this 
with a deep human understanding 
of their customers’ mindset create 
the conditions for exponential 
growth and unfair advantages.

Deploying systematic, technology-
enabled customer listening and 
co-creation builds a culture of 
learning, fostering agility.

L4 
AGILITY

The speed to market that a 
company demonstrates in the 
face of opportunity or challenge, 
enabling it to get ahead and 
stay ahead of expectations. 

The shift
Fixed long-term ambition, 
flexible short-term action.

What this means
As sectors blur into arenas and 
brands bloom into ecosystems, 
the speed, scale and stakes of 
decisions surge exponentially. 
Underpinned by agile organisations, 
the strongest brands constantly 
build new business engines, 
multiplying revenue opportunities.

As the current crisis has shown, 
it is possible for entire categories 
to bottom out at zero revenue 
in a matter of weeks. A well-
exercised reinvention muscle is 
critical to mitigate a brand’s risk.

A well-designed brand governance 
model with the appropriate 
balance of (de)centralisation 
is often the unsung driver of 
business performance.

Leadership
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E1
DISTINCTIVENESS

The existence of uniquely 
ownable signature assets and 
experiences that are recognised 
and remembered by customers 
and difficult to replicate.

The shift
From what you say to what you do.

What this means
Communication overload and 
enduring uncertainty mean that 
distinctiveness – traditionally 
pursued chiefly by communicating a 
promise – is less about what a brand 
says, and more about what it does.

While assets and communications 
are still important, the strongest 
brands today grow by making Iconic 
Moves that rise above the noise, 
turn heads and sway perceptions 
– at times changing categories 
and creating monopoly windows.

Thinking in terms of moves rather 
than touchpoints elevates the 
role of brand leadership to an 
orchestrator of product innovation, 
partnerships, collaborations, new 
business models, and so forth.

Engagement 
E2
COHERENCE

The degree to which customer 
interactions, whilst varying 
depending on channel and 
context, remain authentic to the 
brand’s narrative and feel.

The shift
From a consistent implementation 
to a coherent narrative.

What this means
The strongest brands are not 
‘positioned’ – they develop along a 
clear trajectory – ‘big idea’ platforms 
– that inspires and unites their every 
move, writing a coherent narrative 
over time and accelerating the 
achievement of the brand’s ambition.

Bringing a brand to life today is less 
about touchpoint implementation, and 
more about interaction innovation.

The expansion from touchpoints 
to moves requires brand leaders to 
shift their focus from consistency 
in assets (“does it look the same?”) 
and pursue coherence in feeling 
(“does it feel the same?”).

As a result, ensuring the attribution 
of diverse interactions requires 
the development of a vocabulary 
of flexible and memorable 
sensorial signatures.

E3 
PARTICIPATION

The degree to which the brand has 
the ability to draw in customers 
and partners, create a sense 
of dialogue and encourage 
involvement and collaboration.

The shift
Unlocking the power of collaboration.

What this means
Hyper-connectivity has changed the 
way people expect to interact with 
organisations – no longer as passive 
consumers, but as active constituents.

The strongest brands don’t see 
customers as targets or data points, 
but as partners. They are inspired 
by what inspires them – their hopes, 
their dreams, their realities.

With the acceleration, convergence 
and increased sophistication of 
technologies, collaboration is the new 
currency, enabling brands to achieve 
more, better, faster for existing 
customers – as well as providing 
access to new audiences and arenas.
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R1
PRESENCE

The degree to which a brand feels 
omnipresent to relevant audiences, 
is talked about positively, and is 
easily recalled when a customer has 
a need in the brand’s category.

The shift
Strong brands lead  
meaningful conversations.

What this means
With media fragmentation and 
increasingly sophisticated data, 
the strongest brands are not 
simply known to many – they are 
an active and welcome part of 
conversations that are relevant 
to very specific segments.

The permission to engage with 
consumers beyond transactions 
derives from these brands’ ability 
to reframe what they do in the 
light of what is emotionally or 
functionally relevant to people.

At times of crisis, people may 
be in the same storm, but are on 
different boats. The strongest 
brands consistently show up with 
the right emotional dress code, 
showing a deep understanding 
of their audience’s reality.

Following the current disruption, 
the journey for many brands 
will be to make their presence 
context agnostic.

Relevance 
R2
TRUST

The extent to which a brand is 
seen to deliver against the (high) 
expectations that customers have of 
it, is perceived to act with integrity 
and with customers’ interests in mind.

The shift:
Trusted to do right,  
not just deliver well.

What this means
The age of surveillance capitalism 
has created a new asymmetry 
between people and businesses, 
with rising concerns around privacy, 
ethics and behavioural modification. 
The traditional currency of brand 
trust – satisfaction – is still necessary, 
but it is no longer sufficient.

As ecosystems and platforms 
become increasingly interconnected, 
pervasive and powerful – more 
so than many sources of public 
authority – trust starts from 
acknowledging individuals as 
constituents, not merely consumers.

With growing transparency, it’s hard 
to unpack people’s trust in a brand, 
the company or their leadership. 
Aspects of the business once of 
little interest to the public are now 
an integral part of consumers’ 
conversations and judgment.

R3
AFFINITY

The degree to which customers 
feel a positive connection with the 
brand, based on the functional and/ 
or emotional benefits provided, and/
or a sense of having shared values.

The shift
Playing a worthwhile  
role in people’s lives.

What this means
With fast changing expectations 
comes a continuous reassessment 
of what people value and what truly 
matters. At times of great change, 
the strongest brands build deep 
relationships by being clear about 
the role they play in people’s lives 
– from doing a simple job well to 
helping express who they are.

As people become communicators 
themselves, they see through 
communications. The most 
effective way of creating affinity 
is through moves that represent a 
commitment on which the business 
is forced to follow through.

Increasingly, affinity comes 
from an uncompromising stance 
on the issues of our times, 
sustained by tangible moves
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Relevance 
 
PRESENCE

TRUST

AFFINITY

Engagement
 
DISTINCTIVENESS 
 
COHERENCE
 
PARTICIPATION
 

Feel
Signatures
Behaviours

Ambition
Purpose 

Trajectory

Trajectory, Moves, Feel, Signatures 
and Behaviours help us increase 
a brand’s performance on the 
factors that create Engagement.

The axis on which we measure 
the impact of brand building 
is Relevance, which is in turn 
conducive to business results.

→ →

Leadership
 
DIRECTION

ALIGNMENT

EMPATHY

AGILITY

By helping our clients define a 
north star Purpose and a clear 
Ambition, we growth the factors 
that build up a brand’s Leadership.

Moves

TIME
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1
Work with,  
not for
 
Clients are team members.

2
No game without 
everyone on the field
 
Early and full stakeholder buy in.

3
Start with a 
hypothesis
 
Start with ideas and hunches. Dare,  
and then gain the confidence to  
push them forward or kill them.

4
Get out there
 
Experience the issue as  
a customer would.

5
Always in beta
 
Involving, immersive, iterative  
sprint-based work.
 

The success of any approach is 
execution, and moving to Interbrand 
Thinking is no exception. Based on 
our learnings from across our offices, 
we have identified ten imperatives 
that make a positive difference 
to a process’s effectiveness and 
efficiency, our clients’ and our 
own experience – and, ultimately, 
to our relationship with them.

These imperatives can and 
should be shared in conversations 
with prospects and at the 
outset of processes.

Our way of working:
Ten imperatives
→

6
Comfortable  
sharing WIP
 
Show the work early, often, openly.

7
Emphasis  
on coaching
 
Nothing happens if our clients  
aren’t the heroes and the catalysts.

8
Get real
 
Work through prototypes.

9
Open up 
 
Work sessions with customers, experts and 
cross-functional teams.

10
What’s next 
 
Always have a next step.

INTRODUCTION      •      CONTEXT     •      OUR PHILOSOPHY      •      OUR APPROACH      •      OUR METHODOLOGY      •      ICONIC MOVES      •      BRAND STRENGTH      •      OUR WAY OF WORKING      •      FAQS      •     OUR BEHAVIOURS

72Interbrand Thinking



Introduction
Context
Our philosophy
Our approach 

Our methodology
Iconic Moves
Brand Strength 

Our way of working
FAQs
Our behaviours

73Interbrand Thinking



DO WE ‘SELL’ ICONIC MOVES?
Through Interbrand Thinking, we 
design and deliver growth roadmaps 
that create measurable results. 
That said, in today’s competitive 
environments, under certain 
conditions and at given moments 
on a business’s journey towards its 
ambition, Iconic Moves are key to 
driving extraordinary results. Most 
clients will come to us with traditional 
briefs, and rarely will we be asked 
specifically for an Iconic Move.

A good analogy is to think of 
Interbrand Thinking as our 
cuisine, and Iconic Moves 
as our signature dish. 

IS THERE AN ORDER TO 
HUMAN TRUTHS, ECONOMICS 
AND EXPERIENCES?
No. As viewpoints, they are 
ingredients, not steps in a process. 
Different processes will see them 
come together in different ways. 

It is however true that typically an 
understanding of the customer  
can create particular value at the  
inception of a process.

DOES HUMAN TRUTHS MEAN  
C SPACE COMMUNITIES?
No. An essential component of 
Interbrand Thinking, Human Truths 
may be uncovered in multiple ways 
that have completely different time 
and budget implications – from a 
few in-depth customer interviews on 
one side of the spectrum to global 
ad hoc communities lasting months 
on the other. In between there are 
many options such as ethnography, 
expert panels, Big Talks, and much 
more. C Space are the world’s best 
at uncovering customer insight. This 
means that while budget or time 
constraints may stand in the way  
of collaborating with C Space,  
making this the default option means 
having excellence in Human Truths  
as our ‘plan A’. 

FAQs
→
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IS AN AMBITION A NEW 
NAME FOR A PROMISE?
No. An Ambition is a measurable 
objective to be achieved within a 
given timeframe. It does however 
have a promise component in it, 
as it should be underpinned by an 
understanding of what products, 
services and experiences a business 
will offer. The Experiences component 
of an Ambition is, in effect, what 
the business sets out to offer.

DO WE ALWAYS NEED TO 
BUILD A PURPOSE, AMBITION 
AND TRAJECTORY?
No, not always. What we always need to 
do is solve the client’s challenge. That may 
entail doing the above, or not. Interbrand 
Thinking is not about what we do, but how 
we do it. It’s a way of thinking. Any brief 
should be reframed in the light of where the 
brand is going to, and approached through 
our three lenses. That’s what makes us us

WHERE DOES THE BRAND 
DEFINITION MODEL SIT WITHIN 
INTERBRAND THINKING?
It doesn’t. Interbrand Thinking is a 
completely different ‘operating system’, 
and trying to reconciliate it with our 
traditional way of thinking risks creating a 
Frankenstein effect. 

WHY DO WE TALK ABOUT  
THE END OF POSITIONING?
Again, we are not religiously ‘anti’ anything. 
We simply believe that in today’s environment 
using positioning as a strategic tool is 
ineffective, and that this dogma should be 
challenged. Positioning is, as even the word 
itself suggests, a status quo (rather than a 
tool). At a given point in time, a brand will be 
‘positioned’ versus the current competition. 
But elevating positioning to a tool is no longer 
effective, given the speed of change and 

blurring of categories. It is therefore much 
more intuitive to set an Ambition and a 
Trajectory and make moves based on shifting 
market conditions. As an aside, traditional 
positioning exercises don’t come with an 
explicit ‘by when’ and clear KPIs. These 
elements are what our clients tend to find 
most convincing in setting an Ambition.

WHAT IF CLIENTS WANT, 
SAY, SIMPLY A NAME?
We should be able to do that better than 
anyone else, by doing two things. First, by 
reframing the brief, and understanding the 
background to that request. What is the 
client’s Ambition? How does this exercise 
sit within their Trajectory towards that? 
What are the real competitive forces at 
play? How are they going to measure the 
new name’s success? What is their greatest 
customer challenge? And so forth. 
 
Second, by applying our three viewpoints 
throughout. What is the insight that should 
guide our work? What interactions is the 
new organisation, product or experience 
going to have with people? What is the 
business case for choosing that name? 
These are not just questions that enable 
us to do a better job – they can also 
trigger additional phases and extend the 
relationship.

WHAT IS THE ROLE OF DESIGN  
IN INTERBRAND THINKING?
Interbrand Thinking plays to our strengths 
in bringing together our multidisciplinary 
mindset. Whether it’s defining an Ambition 
for a business, building a big idea for a 
Trajectory, imagining head-turning moves, 
or creating instantly recognizable assets, 
Interbrand Thinking can only work if 
it brings together left- and right-brain 
thinking end to end – unleashing  
the combined power of empathy, creativity 
and analytics.
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Lead with love
Game-changing work comes from 
teams connected by more than a day 
job. Real teamwork only happens 
when we care about each other.
 
So no matter how busy things get, 
we never lose our humanity. We show 
kindness, we look after each other, 
and we don’t leave anyone behind.

A culture that holds compassion 
and decency above all else, and 
champions those ideals every day.

Lead with love.

Be Brave
Nothing’s more irresistible than an idea  
whose time has come. But for our thinking to 
be original and true, we need to set ourselves 
the task of colouring outside the lines.

It takes more than creativity. 

It takes courage. 

True innovation happens when ideas are 
fuelled by conviction. So don’t settle for 
safe, or fall back on tried and tested.  
Aim for iconic. 
 
Be brave. Create.

Speak up
We’ve reached the top of our game because 
we know our stuff. So when we go along 
with things we don’t agree with to avoid a 
fuss, we let ourselves and our clients down.

Never blindly agree to a weak idea or let a 
bad call go unchallenged, no matter who 
it’s from. If you never voice your opinion, 
sooner or later you won’t be asked for it.

So back yourself. When a decision’s 
out of your hands, get behind it 
and commit. But do it knowing you 
spoke your mind and spoke up.

Speak up.

Make it happen
Too many good ideas live in the 
filing cabinet of wasted potential, 
or die waiting for permission. Inertia 
is the enemy of progress, and we 
want to break new ground. 

That takes a ‘get it done’ attitude. 
Take the initiative. Own it. That’s 
how everyday heros are made. 

Not done it before? Ask around. 
Experiment. Innovate. Something in 
your way? Go around it. Or through it. 

Step up. Be counted.
 
Make it happen.

Our behaviours
→

INTRODUCTION      •      CONTEXT     •      OUR PHILOSOPHY      •      OUR APPROACH      •      OUR METHODOLOGY      •      ICONIC MOVES      •      BRAND STRENGTH      •      OUR WAY OF WORKING      •      FAQS      •     OUR BEHAVIOURS

77Interbrand Thinking



+I+


	introduction
	Context
	Our philosophy
	Our approach
	Our methodology
	Departure point
	Purpose
	Ambition
	Trajectory
	Moves
	Feel
	Signatures
	Behaviours
	Iconic Moves
	Brand Strength
	Our ways or working
	FAQ's
	Our behaviours

	Button 511: 
	Button 512: 
	Button 513: 
	Button 514: 
	Button 515: 
	Button 516: 
	Button 517: 
	Button 518: 
	Button 519: 
	Button 520: 
	Button 521: 
	Button 522: 
	Button 523: 
	Button 524: 
	Button 525: 
	Button 526: 
	Button 527: 
	Button 528: 
	Button 529: 
	Button 530: 
	Button 531: 
	Button 532: 
	Button 533: 
	Button 534: 
	Button 535: 
	Button 536: 
	Button 537: 
	Button 538: 
	Button 539: 
	Button 540: 
	Button 541: 
	Button 542: 
	Button 543: 
	Button 544: 
	Button 545: 
	Button 546: 
	Button 547: 
	Button 548: 
	Button 549: 
	Button 550: 
	Button 551: 
	Button 552: 
	Button 553: 
	Button 554: 
	Button 555: 
	Button 556: 
	Button 557: 
	Button 558: 
	Button 559: 
	Button 560: 
	Button 561: 
	Button 562: 
	Button 563: 
	Button 564: 
	Button 565: 
	Button 566: 
	Button 567: 
	Button 568: 
	Button 569: 
	Button 570: 
	Button 571: 
	Button 572: 
	Button 573: 
	Button 574: 
	Button 575: 
	Button 576: 
	Button 577: 
	Button 578: 
	Button 579: 
	Button 580: 
	Button 581: 
	Button 582: 
	Button 583: 
	Button 584: 
	Button 585: 
	Button 586: 
	Button 587: 
	Button 588: 
	Button 589: 
	Button 590: 
	Button 591: 
	Button 592: 
	Button 593: 
	Button 594: 
	Button 595: 
	Button 596: 
	Button 597: 
	Button 598: 
	Button 599: 
	Button 600: 
	Button 601: 
	Button 602: 
	Button 603: 
	Button 604: 
	Button 605: 
	Button 606: 
	Button 1: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 2: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 3: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 4: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 5: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 6: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 7: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 8: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 9: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 10: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 11: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 12: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 16: 
	Page 17: 
	Page 18: 
	Page 19: 
	Page 20: 
	Page 21: 
	Page 22: 
	Page 23: 
	Page 25: 
	Page 27: 
	Page 31: 
	Page 34: 
	Page 35: 
	Page 36: 
	Page 37: 
	Page 40: 
	Page 42: 
	Page 43: 
	Page 44: 
	Page 45: 
	Page 46: 
	Page 49: 
	Page 50: 
	Page 51: 
	Page 52: 
	Page 53: 
	Page 54: 
	Page 55: 
	Page 59: 
	Page 60: 
	Page 61: 
	Page 67: 
	Page 68: 
	Page 70: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 
	Page 77: 
	Page 79: 
	Page 80: 
	Page 81: 
	Page 82: 
	Page 83: 
	Page 84: 
	Page 85: 

	Button 607: 
	Button 608: 
	Button 609: 
	Button 6010: 
	Button 6011: 
	Button 6012: 
	Button 6013: 
	Button 6014: 
	Button 6015: 
	Button 6016: 
	Button 6017: 
	Button 6018: 
	Button 6019: 
	Button 6020: 
	Button 6021: 
	Button 6022: 
	Button 6023: 
	Button 6024: 
	Button 6025: 
	Button 6026: 
	Button 13: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 14: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 15: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 16: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 17: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 18: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 19: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 20: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 21: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 22: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 23: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 24: 
	Page 15: 
	Page 26: 
	Page 28: 
	Page 29: 
	Page 66: 
	Page 72: 

	Button 6027: 
	Button 6028: 
	Button 6029: 
	Button 6030: 
	Button 6031: 
	Button 6032: 
	Button 6033: 
	Button 6034: 
	Button 6035: 
	Button 6036: 
	Button 37: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 38: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 39: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 40: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 41: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 42: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 43: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 44: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 45: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 46: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 47: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 48: 
	Page 24: 
	Page 30: 
	Page 32: 
	Page 33: 
	Page 38: 
	Page 39: 
	Page 41: 
	Page 47: 
	Page 48: 
	Page 56: 
	Page 57: 
	Page 58: 
	Page 62: 
	Page 63: 
	Page 64: 
	Page 65: 
	Page 69: 
	Page 71: 
	Page 78: 

	Button 6037: 
	Button 6038: 
	Button 6039: 
	Button 6040: 
	Button 6041: 
	Button 6042: 
	Button 6043: 
	Button 6044: 
	Button 6045: 
	Button 6046: 
	Button 6047: 
	Button 6048: 
	Button 6049: 
	Button 6050: 
	Button 6051: 
	Button 6052: 
	Button 6053: 
	Button 6054: 
	Button 6055: 
	Button 6056: 
	Button 63: 
	Button 64: 
	Button 65: 
	Button 66: 
	Button 67: 
	Button 68: 
	Button 69: 
	Button 70: 
	Button 71: 
	Button 72: 
	Button 73: 
	Button 74: 
	Button 75: 
	Button 76: 
	Button 77: 
	Button 78: 
	Button 79: 
	Button 80: 
	Button 81: 
	Button 82: 
	Button 83: 
	Button 84: 
	Button 85: 
	Button 86: 
	Button 87: 
	Button 88: 
	Button 89: 
	Button 90: 
	Button 91: 
	Button 92: 
	Button 93: 
	Button 94: 
	Button 95: 
	Button 96: 
	Button 97: 
	Button 98: 
	Button 99: 
	Button 100: 
	Button 101: 
	Button 102: 
	Button 103: 
	Button 104: 
	Button 105: 
	Button 106: 
	Button 107: 
	Button 108: 
	Button 109: 
	Button 110: 
	Button 111: 
	Button 112: 
	Button 113: 
	Button 114: 
	Button 115: 
	Button 116: 
	Button 117: 
	Button 118: 
	Button 119: 
	Button 120: 
	Button 121: 
	Button 122: 
	Button 123: 
	Button 124: 
	Button 125: 
	Button 126: 
	Button 127: 
	Button 128: 
	Button 129: 
	Button 130: 
	Button 131: 
	Button 132: 
	Button 133: 
	Button 134: 
	Button 135: 
	Button 136: 
	Button 137: 
	Button 138: 
	Button 139: 
	Button 140: 
	Button 141: 
	Button 142: 
	Button 143: 
	Button 144: 
	Button 145: 
	Button 146: 
	Button 147: 
	Button 148: 
	Button 149: 
	Button 150: 
	Button 151: 
	Button 152: 
	Button 153: 
	Button 154: 
	Button 155: 
	Button 156: 
	Button 157: 
	Button 158: 
	Button 159: 
	Button 160: 
	Button 161: 
	Button 162: 
	Button 163: 
	Button 164: 
	Button 165: 
	Button 166: 
	Button 167: 
	Button 168: 
	Button 169: 
	Button 170: 
	Button 171: 
	Button 172: 
	Button 173: 
	Button 174: 
	Button 175: 
	Button 176: 
	Button 177: 
	Button 178: 
	Button 179: 
	Button 180: 
	Button 181: 
	Button 182: 
	Button 183: 
	Button 184: 
	Button 185: 
	Button 186: 
	Button 187: 
	Button 188: 
	Button 189: 
	Button 190: 
	Button 191: 
	Button 192: 
	Button 193: 
	Button 194: 
	Button 195: 
	Button 196: 
	Button 197: 
	Button 198: 
	Button 199: 
	Button 200: 
	Button 201: 
	Button 202: 
	Button 203: 
	Button 204: 
	Button 205: 
	Button 206: 
	Button 207: 
	Button 208: 
	Button 209: 
	Button 210: 
	Button 211: 
	Button 212: 
	Button 213: 
	Button 214: 
	Button 215: 
	Button 216: 
	Button 231: 
	Button 232: 
	Button 233: 
	Button 234: 
	Button 235: 
	Button 236: 
	Button 237: 
	Button 238: 
	Button 239: 
	Button 240: 
	Button 241: 
	Button 242: 
	Button 243: 
	Button 244: 
	Button 217: 
	Button 218: 
	Button 219: 
	Button 220: 
	Button 221: 
	Button 222: 
	Button 223: 
	Button 224: 
	Button 225: 
	Button 226: 
	Button 227: 
	Button 228: 
	Button 229: 
	Button 230: 
	Button 245: 
	Button 246: 
	Button 247: 
	Button 248: 
	Button 249: 
	Button 250: 
	Button 251: 
	Button 252: 
	Button 253: 
	Button 254: 
	Button 255: 
	Button 256: 
	Button 257: 
	Button 258: 
	Button 259: 
	Button 260: 
	Button 261: 
	Button 262: 
	Button 263: 
	Button 264: 
	Button 265: 
	Button 266: 
	Button 267: 
	Button 268: 
	Button 269: 
	Button 270: 
	Button 271: 
	Button 272: 
	Button 273: 
	Button 274: 
	Button 275: 
	Button 276: 
	Button 277: 
	Button 278: 
	Button 279: 
	Button 280: 
	Button 281: 
	Button 282: 
	Button 283: 
	Button 284: 
	Button 285: 
	Button 286: 
	Button 287: 
	Button 288: 
	Button 289: 
	Button 290: 
	Button 291: 
	Button 292: 
	Button 293: 
	Button 294: 
	Button 295: 
	Button 296: 
	Button 297: 
	Button 298: 
	Button 299: 
	Button 300: 
	Button 301: 
	Button 302: 
	Button 303: 
	Button 304: 
	Button 305: 
	Button 306: 
	Button 307: 
	Button 308: 
	Button 309: 
	Button 310: 
	Button 311: 
	Button 312: 
	Button 313: 
	Button 314: 
	Button 315: 
	Button 316: 
	Button 317: 
	Button 318: 
	Button 319: 
	Button 320: 
	Button 321: 
	Button 322: 
	Button 323: 
	Button 324: 
	Button 325: 
	Button 326: 
	Button 327: 
	Button 328: 
	Button 329: 
	Button 330: 
	Button 331: 
	Button 332: 
	Button 333: 
	Button 334: 
	Button 335: 
	Button 336: 
	Button 337: 
	Button 338: 
	Button 339: 
	Button 340: 
	Button 341: 
	Button 342: 
	Button 343: 
	Button 344: 
	Button 345: 
	Button 346: 
	Button 347: 
	Button 348: 
	Button 349: 
	Button 350: 
	Button 351: 
	Button 352: 
	Button 353: 
	Button 354: 
	Button 355: 
	Button 356: 
	Button 357: 
	Button 358: 
	Button 359: 
	Button 360: 
	Button 361: 
	Button 362: 
	Button 363: 
	Button 364: 
	Button 365: 
	Button 366: 
	Button 367: 
	Button 368: 
	Button 369: 
	Button 370: 
	Button 371: 
	Button 372: 
	Button 373: 
	Button 374: 
	Button 375: 
	Button 376: 
	Button 377: 
	Button 378: 
	Button 379: 
	Button 380: 
	Button 381: 
	Button 382: 
	Button 383: 
	Button 384: 
	Button 385: 
	Button 386: 
	Button 387: 
	Button 388: 
	Button 389: 
	Button 390: 
	Button 391: 
	Button 392: 
	Button 393: 
	Button 394: 
	Button 395: 
	Button 396: 
	Button 397: 
	Button 398: 
	Button 399: 
	Button 400: 
	Button 401: 
	Button 402: 
	Button 403: 
	Button 404: 
	Button 405: 
	Button 406: 
	Button 407: 
	Button 408: 
	Button 409: 
	Button 410: 
	Button 411: 
	Button 412: 
	Button 413: 
	Button 414: 
	Button 415: 
	Button 416: 
	Button 417: 
	Button 418: 
	Button 419: 
	Button 420: 
	Button 421: 
	Button 422: 
	Button 423: 
	Button 424: 
	Button 425: 
	Button 426: 
	Button 427: 
	Button 428: 
	Button 429: 
	Button 430: 
	Button 431: 
	Button 432: 
	Button 433: 
	Button 434: 
	Button 435: 
	Button 436: 
	Button 437: 
	Button 438: 
	Button 439: 
	Button 440: 
	Button 441: 
	Button 442: 
	Button 443: 
	Button 444: 
	Button 445: 
	Button 446: 
	Button 447: 
	Button 448: 
	Button 449: 
	Button 450: 
	Button 451: 
	Button 452: 
	Button 453: 
	Button 454: 
	Button 455: 
	Button 456: 
	Button 457: 
	Button 458: 
	Button 459: 
	Button 460: 
	Button 461: 
	Button 462: 
	Button 463: 
	Button 464: 
	Button 465: 
	Button 466: 
	Button 467: 
	Button 468: 
	Button 469: 
	Button 470: 
	Button 471: 
	Button 472: 
	Button 473: 
	Button 474: 
	Button 475: 
	Button 476: 
	Button 477: 
	Button 478: 
	Button 479: 
	Button 480: 
	Button 481: 
	Button 482: 
	Button 483: 
	Button 484: 
	Button 485: 
	Button 486: 
	Button 487: 
	Button 488: 
	Button 489: 
	Button 490: 
	Button 491: 
	Button 492: 
	Button 493: 
	Button 494: 
	Button 495: 
	Button 496: 
	Button 497: 
	Button 498: 
	Button 499: 
	Button 500: 
	Button 501: 
	Button 502: 
	Button 503: 
	Button 504: 
	Button 505: 
	Button 506: 
	Button 507: 
	Button 508: 
	Button 509: 
	Button 510: 
	Button 6057: 
	Button 6058: 
	Button 6059: 
	Button 6060: 
	Button 6061: 
	Button 6062: 
	Button 6063: 
	Button 6064: 
	Button 6065: 
	Button 6066: 
	Button 6067: 
	Button 6068: 
	Button 6069: 
	Button 6070: 
	Button 6071: 
	Button 6072: 
	Button 6073: 
	Button 6074: 
	Button 6075: 
	Button 6076: 
	Button 6087: 
	Button 6088: 
	Button 6089: 
	Button 6090: 
	Button 6091: 
	Button 6092: 
	Button 6093: 
	Button 6094: 
	Button 6095: 
	Button 6096: 
	Button 6077: 
	Button 6078: 
	Button 6079: 
	Button 6080: 
	Button 6081: 
	Button 6082: 
	Button 6083: 
	Button 6084: 
	Button 6085: 
	Button 6086: 
	Button 6097: 
	Button 6098: 
	Button 6099: 
	Button 60100: 
	Button 60101: 
	Button 60102: 
	Button 60103: 
	Button 60104: 
	Button 60105: 
	Button 60106: 
	Button 610: 
	Button 611: 
	Button 612: 
	Button 613: 
	Button 614: 
	Button 615: 
	Button 616: 
	Button 617: 
	Button 618: 
	Button 619: 
	Button 620: 
	Button 621: 


