


Brands to Beat: 
Brand Building in an Omni Channel World 



Everything that differentiates your company in the hearts of 

your customers. 

Definition of Branding: 

A seamless approach to customer experience through 

multi-channel retailing. 

Definition of Omni Channel: 

Introduction 



We can’t control our customers’ actions — we can only  

influence them.   

  

Customers don’t care about “channels”— they care how your 

brand touches their life. 

  

Leverage brand influence at every single customer touchpoint. 



This is about long-term success built on relationships with the 

right customers. 

 

FACT:  Everyone won’t love your brand. Appeal to those that will. 









Define What’s Different 

In the omni-channel 
superhighway… lack of 
distinction makes your brand 
roadkill! 
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Define What’s Different 

1) Stand out from the traffic.  

Your brand must look and feel 

different from others. 

 

2) Give ‘em a ride to remember. 

Your brand has to meet and 

exceed your customers’ needs. 

  

3) Arm the alarm.  

Make it nearly impossible for 

competitors to copy your brand. 



Define What’s Different 

What are the key attributes of 

your brand?  

  

What are you into and what are 

you NOT into?  

 

Look beyond quality and service.  



Define What’s Different 

How do your key attributes 

align with your customers? 

  

•  Answer the customers’ #1 

   question: “What’s this got to 

   do with me?” 

 

•  Make it simple to understand. 







Route 66,000: Driving BRAND EQUITY 

There are a ton of options – for you AND 

your customer. 

  

1) Don’t switch lanes too quickly. 

Protect the channel that brought your initial 

success. 

  

2)  Keep your road map close by.  

Where is this going to take you and when 

are you going to get there? 



Route 66,000: Driving BRAND EQUITY 

When considering a channel, ask questions like: 

  

“What is the reason for embracing this channel?” 

 

“Will it protect and enhance our brand?” 

  

“Will it allow our brand to translate key attributes?” 



The Demise of the BORDERS Brand 

Borders kept opening up a large number of 

big stores with 15-20 year leases.  

  

This is what customers associated with the 

40-year-old Borders brand: 

  

•  You have a lot of CDs and DVDs—where’s 

   your digital stuff? 

•  I’d rather have Starbucks rather than 

   “Seattle’s Best.”  

•  Gross! Dirty bathrooms! 

•  These prices are outrageously high!  



The Demise of the BORDERS Brand 

Borders hired four CEOs who lacked book-selling experience.  

  

They hired people who didn’t care about books.  



The Demise of the BORDERS Brand 

Here’s the timeline: 

  

In 2001-2008, partnered with 

AMAZON.com - allowing them to run 

its ecommerce side. 

  

•  Hurt e-book development 

•  Destroyed online presence 

•  Relied on CDs and DVDs against 

   iTunes and Netflix 



The Demise of the BORDERS Brand 

2008 –  launched its own ecommerce site  

2010 –  launched the “Kobo” e-book reader 

2011 –  filed for bankruptcy  

  

Too little, too late - The Borders brand 

totally failed to adapt to new channels. 



Burberry: a 157-year-old brand strategy 

Founded in 1856, Burberry has a five-pronged 

approach to brand strategy: 

  

1) Leveraging the Franchise 

   •  Burberry.com site (Burberry World) – 

      multimedia experience 

   •  Huge presence on Facebook, Twitter, 

      YouTube 

   •  Developed own social media site, 

      www.artofthetrench.com, which inspires 

      customers to share experiences with their 

      trench coat Art of the Trench website 



Burberry: a 157-year-old brand strategy 

 2) Intensifying Non-Apparel Development 

   •  Focus branding on under-penetrated categories 

 

 

 

 

 

 

 

 

 

 3) Accelerating Retail-Led Growth Excellence 

   •  Shifted from wholesale to retail 

 

Growth of Burberry’s non-apparel revenue 



Burberry: a 157-year-old brand strategy 

4) Investing in Under-Penetrated Markets 

   •  Extended presence in high-growth markets like India, San Paulo and Dubai 

   •  Acquired 50 stores in 30 cities in China – the fastest growing luxury market 

   •  10 stores opened since then, including the flagship Beijing store 

Burberry Beijing 

flagship store 



Burberry: a 157-year-old brand strategy 

 5) Pursuing Operational Excellence 

   •  Deep focus on enhancing administrative 

      effectiveness 

 

What else are they doing right? 

  •  Brought in younger talent 

  •  Embraced a visual makeover 

  •  Broke tradition 

 

1926 

1953, 

1991 

2013 



Keepin’ It Real: Why Authenticity Matters 

Authenticity is the premium fuel to your omni-channel 

strategy needs. 

 

What adjectives do you want your customers to use about 

your brand? 

 

YOU have to be those things!  

Richard Branson, 

Virgin 

Steve Jobs, 

Apple 

Jack Welch, 

GE 

Betsey Johnson 



Keepin’ It Real: Why Authenticity Matters 

This has to apply to the entire company culture, not just 

your marketing execs. 

  

Love the stuff your customers love. 



Quicksilver Designer John Moore 

Your branded website is the 

main place to tell your story.  

 

“Authenticity is big, and 

 you can’t buy it. You 

 have to EARN it!” 
  - Shaheen Sadeghi 

    Former President, Quiksilver 

Keepin’ It Real: Why 

Authenticity Matters 



Keepin’ It Real: Why Authenticity Matters 

Speak the lingo they speak.  

ThinkGeek Blog 



Keepin’ It Real: Why 

Authenticity Matters 

Make recommendations. 

(Customers take advice from 

brands they trust) 

“Meet Gayle” email 

newsletter from J.Crew 



Summary 

•  Leverage brand influence at every customer touchpoint. 

•  Make your brand’s differences align with the needs of your 

   customer. 

•  Protect your original channels and consider new ones 

   carefully. 

•  Customers respond to authenticity that resonates 

   throughout your culture.  

Be the Brand to Beat! 
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