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Rethinking what makes an extraordinary brand
EXECUTIVE SUMMARY

Introspection is defined as a process of inward reflection, consciously 
observing and considering one’s own emotional well-being.

Extrospection is the process of consciously observing and considering  
the world around you with regards to your own emotional well-being.

Welcome to “Exospection®”, the conscious effort to understand another’s 
emotional state and minimise the effect your presence and content has  
on someone’s mental state and well-being.

Stephen Judge BA (Hons) PgDip MA 
Founding Creative Director 
Bonfire Creative Intelligence

To find out more about our Extraordinary Brand Framework, Tool-kit,  
and our wider research18 call Bonfire Creative Intelligence on

+44 (0)1525 841079  
or email extraordinary@bonfireci.com

In today’s hyper-connected, information-
saturated marketplace, the ability to stand out 
has led to an unhealthy proliferation of content. 
This presents brands and businesses with a 
serious quandary around the true societal  
cost of profit, growth and success.

This white paper introduces the Extraordinary 
Brand Framework, a comprehensive analysis 
of 12 pillars that define exceptional brand 
performance in our attention-scarce world.

Built upon extensive research across brand 
psychology, customer behaviour, and the 
emerging themes of the impact of the over-
abundance of information on well-being, 
this framework identifies the specific values 
and capabilities that separate Extraordinary 
Brands from merely successful ones. 

The first 11 pillars represent established 
brand management principles, validated 
through decades of marketing science.

The 12th pillar – based around the morality 
and damage of the current overwhelming 
generation of content – emerges from our 
supplementary research into “information 
overload” and its impact on human psychology, 
representing a new frontier in brand 
responsibility and competitive advantage.

Beyond traditional brand measurement, this 
framework incorporates recent insights on 
information overload, generational psychology, 
and the growing imperative for brands to 

demonstrate not just commercial success, but 
conscious responsibility in an overwhelmed world 
– a world where mental health is in decline, where 
60% of marketers lack confidence in their tools 
and training1, and where brands play a significant 
part in both the problem and the solution.

Recent findings from “The Creative Dividend” 
report1 reveal a critical paradox: while creative 
quality now delivers an unprecedented 
x21 profit multiplier (up from x12 in 2023), 
emotional advertising has declined from 
5.4 to 3.0 between 2011-2025. 

This disconnect – where creativity becomes more 
valuable while we create less valuable creative – 
underscores the urgent need for a review of the 
quality, quantity and creativity of content, for what 
we propose is the 12th Pillar - Brand Exospection®.

5.4
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INTRODUCTION
The stakes in modern branding have 
fundamentally shifted. We live in what 
futurist Alvin Toffler presciently warned 
would be an age of “information overload” 
– a phenomenon he first identified in his 
ground-breaking book “Future Shock.”

Written over five decades ago, Toffler 
hypothesised that the accelerating pace of 
technological change and the increasing 
volume of information being created 
would have profound negative effects 
on human psychology and society2.

The new brand reality - building the  
extraordinary brands of the future

Toffler’s central thesis was 
revolutionary for its time: he 
argued that humans would 
become overwhelmed by “too 
much change in too short a period 
of time,” leading to what he termed 
“future shock” – a condition of distress 
and disorientation caused by rapid 
change2. Remarkably, he popularised 
the concept of “information overload” in 
1970, warning that human beings might 
be “doomed to a massive adaptational 
breakdown” as they struggle to process 
exponentially increasing amounts of data2.

Today, Toffler’s predictions have 
proven extraordinarily prescient. 
We now process an estimated 
402 million terabytes of data daily, 
with over 90% of the world’s data 
generated in just the last two years3. 

What Toffler identified as an emerging 
challenge has become the defining 
characteristic of our age – where 
the sheer volume and velocity of 
content creates cognitive strain, 
decision fatigue, and a crisis of trust. 
This explosion of information has 
created unprecedented challenges 
for brands and customers alike.

The Creative Dividend Paradox 
emerges clearly: As creativity 
becomes exponentially more valuable 
(with creative quality now delivering 
x21 profit multiplication1), we’re 
paradoxically creating less valuable 
creative. Emotional advertising – the 
very foundation of effective brand 
building – has declined by 44% 
over the past 14 years1. Meanwhile, 
41% of marketers see creativity as 
a risk rather than an opportunity1, 
contributing to a vicious cycle of 
content proliferation driven by fear 
rather than strategic purpose.

95% of purchasing decisions are subconscious and 
brands use carefully crafted creative to leverage emotional 
engagement4, and 83% of marketing leaders now consider 
demonstrating ROI as their top priority, up from 68% five 
years ago5. 

Brand content is created to 
engage, engagement drives 
brand success, so more 
engaging content drives 
more brand success, but will 
it in the long-term; or will the 
content bubble burst?

Between 2023 and 2024  
fear of “information wars” 
had the biggest increase 

among existential societal fears6; which directly links to 
the exponential amount of content being generated daily. 
This highlights that business and brand KPIs are often 
in direct contradiction to, rather than complement, our 
mental and social well-being.

I would hypothesise that society is currently in a state of 
“Future Shock” which comes at a very high cost to our 
well-being.

This new reality demands a fundamental rethinking of what 
both makes a successful business and an Extraordinary 
Brand. Brand success can’t continue to come from a fight 
for our constant attention and engagement, a relentless 
distraction in our daily life. Brands need to embrace what 
“Being Human”7 really means.

terabytes of data daily

We now process an estimated

402m

of the world’s data generated 
in just the last two years

90%

of marketers see creativity as a 
risk rather than an opportunity¹

41%
Creative quality now delivers 
an unprecedented

X21
profit multiplication

68%
2019 2024

83%
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Financial Impact
•	 Brand consistency drives 10-20%  

revenue growth8 

•	 Emotional creative delivers 2x  
business impact1  

•	 The most consistent brands achieve 
28% more “very large business effects” 
including brand advocacy, revenues 
and equity9 

•	 Strong brands command up to 13% 
price premiums10 

•	 Creative quality now delivers x21 profit 
multiplication (up from x12 in 2023)1 

•	 Dull campaigns pay back 40% less  
($4.4 vs $7.1 ROI)1

THE CASE FOR THE  
EXTRAORDINARY FRAMEWORK

Brand consistency 
drives 10-20%  
revenue growth8

28%

The most consistent 
brands achieve 28% 
more “very large 
business effects” 
including brand 
advocacy, revenues 
and equity9

13%

$7.1

-40%

$4.4

10-20%

Strong brands 
command up 
to 13% price 
premiums10 

2x EMOTIONAL 
CREATIVE DELIVERS 
2x BUSINESS 
IMPACT1

Dull campaigns  
pay back 40% less  
($4.4 vs $7.1 ROI)1

x21
CREATIVE QUALITY 
NOW DELIVERS 
X21 PROFIT 
MULTIPLICATION  
(UP FROM x12 IN 2023)1

COMMERCIAL ADVANTAGE
The commercial argument for  
a new way to measure brand and 
business success has never been 
stronger. Success does not  
need to come at the cost of the 
customer’s well-being. We know 
the power of brand consistency:

We also know the damage the current  
approach causes, so:

Tomorrow’s competitive advantage, 
in an attention-scarce economy, 
will be for brands that can cut 
through noise with clarity and Brand 
Exospection® to help them achieve: 

•	 Lower customer acquisition costs 

•	 Higher employee advocacy and retention 

•	 Greater resilience during information crises

•	 Premium positioning and brand activations 
that transcend traditional competition  
for attention 

•	 A healthier and more sustainable audience 

•	 Entertaining ads that achieve 45% share 
growth vs 20% for least entertaining1

For brands that embrace and respond to these 
evolving societal pressures, the future is bright, 
but they need to act now and set the stage for 
what extraordinary success can look like.

Future-Proofing
As information overload intensifies, 
brands that develop conscious practices 
early will be better positioned for:

•	 Regulatory changes around digital well-being 
•	 Evolving consumer expectations of  

brand responsibility 

•	 Employee demands for meaningful work  
(60% of marketers currently lack confidence)1 

•	 Investor focus on sustainable  
business practices

1312



10-20%

13%

25% of global 
consumption 
is projected to 
be by seniors 
by 205011

78% of 
employees 
consider value 
alignment 
crucial12

Regulatory Evolution
Governments are increasingly 
considering regulation of digital 
experiences that affect mental 
health. Brands that pro-actively 
develop Brand Exospection® 
practices will be ahead of mandatory 
requirements and even help shape 
regulations by helping develop 
new best business practices.

GETTING AHEAD OF THE CURVE
As we look ahead, several trends converge to make  
Brand Exospection® not just ethical, but essential 

Generational Shift
Gen Z’s influence on shopping 
and brand perception continues 
to grow, with their demand 
for authentic social advocacy 
becoming mainstream. Future 
consumers will expect brands 
to consider their cognitive and 
emotional impact. In addition 25% 
of global consumption is projected 
to be by seniors by 205011, so don’t 
forget or you could leave your loyal 
generational audiences behind.

Talent Acquisition
78% of employees consider 
value alignment crucial12. As 
competition for talent intensifies, 
Extraordinary Brands will have the 
power to attract and retain the 
best people… and customers.
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THE INSIGHTS THAT UNDERPIN  
THE 12TH PILLAR
and what makes an extraordinary brand of the future

THE INFORMATION OVERLOAD CRISIS
Recent research validates what creative professionals 
have long suspected: we live in an age of unprecedented 
information volume, creating measurable psychological 
strain. Studies confirm that constant exposure to high-
volume, rapid-fire information creates significant 
neurological effects, including diminished attention 
spans, cognitive fatigue, and increased anxiety13.

The Creative Dividend report1 reveals that 
this overload affects not just consumers but 
marketers themselves: 60% lack confidence 
in their tools and training, with low-confidence 
marketers chasing short-term metrics (clicks, 
impressions) rather than meaningful business 
results. This creates a self-reinforcing cycle  
where anxiety drives more content creation,  
which drives more noise, which drives more 
anxiety for businesses and customers alike.

For brands, this creates both a challenge and 
an opportunity. When the brain is in cognitive 
overload, it struggles to filter irrelevant 
information from important data, impairing 
decision-making and recall. Yet brands that 
understand this dynamic - that lead with  
clarity rather than complexity, purpose  
rather than noise - can achieve  
extraordinary cut-through.  
And with less content.

THE GENERATIONAL COMPLEXITY
Each generation responds to brands differently, 
with distinct emotional triggers driving purchase 
behaviour. Research shows that Boomers and 
Gen x prioritise trust and data protection, whilst 
Millennials look for ethical behaviour and strong 
internal company culture14. Gen Z, more than 
any other generation, want to see a commitment 
to diversity and sustainability, with 79% saying 
brand trust is a decisive purchasing factor15.

However, what unites all generations is 
emotional resonance. Brands that engage 
customers emotionally are more likely to be 
remembered, and on a lifetime value basis, 
emotionally connected customers are more 
than twice as valuable as highly satisfied 
customers16. Yet emotional advertising has 
declined from 5.4 to 3.0 between 2011-20251, 
creating a dangerous disconnect between 
what works and what brands actually do.

THE TRUST IMPERATIVE
As a quick summary: The information 
explosion has created an erosion of trust 
at multiple levels. The 2024 Edelman Trust 
Barometer reveals that trust is now the 
third highest purchase decision influencer 
at 88%, sitting behind only quality (90%) 
and value for money (91%)17. Fear of 
“information wars” jumped by six points 
in 2024, representing the biggest increase 
among existential societal fears6.

FOR BRANDS, THIS PRESENTS 
A PROFOUND OPPORTUNITY: 
THOSE THAT CAN DEMONSTRATE 
GENUINE BRAND EXOSPECTION® 
- NOT JUST COMMERCIAL 
SUCCESS - WILL BUILD THE DEEP 
TRUST THAT DRIVES LONG-TERM 
LOYALTY AND ADVOCACY IN AN 
ATTENTION-SCARCE WORLD.  

IT’S TIME TO  
RETHINK  
WHAT YOUR 
EXTRAORDINARY 
SUCCESS LOOKS LIKE.

5.4%

2011 2025

3.0%

Highest purchase decision influencer:17

VALUE FOR MONEY  

91% 
QUALITY  

90% 
TRUST  

88%

28%
79% of Gen Z 
say brand trust 
is a decisive 
purchasing factor15

Emotional 
advertising 
has declined 
from 5.4 to 
3.0 between 
2011-20251
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FRAMEWORK
THE EXTRAORDINARY BRAND
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Our research has identified 12 specific 
pillars that define Extraordinary Brand 
performance. These pillars are organised into 
four strategic dimensions that mirror how 
Extraordinary Brands think, create, deliver 
value, and demonstrate responsibility.

The first 11 pillars represent established brand 
management principles, validated through 
decades of marketing science and business 
performance research. The 12th pillar - Brand 
Exospection® - emerges from our supplementary 
research into information overload and its impact 
on human psychology, representing a new frontier 
in brand responsibility and competitive advantage.

THE 12 PILLARS
to help you maintain an 
extraordinary brand in 
the future

For a comprehensive analysis of our 12th 
well-being pillar, see our supplementary 
research paper “The Evolution of 
Information Overload: From Future  
Shock to Customer Well-being”18   
View it here
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DIMENSION 1:
BRAND STRATEGY  
& FOUNDATION

	 PILLAR 1 BRAND PROPOSITION

PILLAR 2 AUDIENCE CLARITY

PILLAR 3 BRAND IDENTITY

PILLAR 4 INTERNAL ALIGNMENT

DIMENSION 2:
BRAND SUCCESS PILLAR 5 BRAND MEASUREMENT

DIMENSION 3:
BRAND EXECUTION

PILLAR 6 BRAND ACTIVATION

PILLAR 7 BRAND CONSISTENCY

PILLAR 8 BRAND CREATIVITY

PILLAR 9 CUSTOMER EXPERIENCE

PILLAR 10 EMPLOYEE ADVOCACY

PILLAR 11 AGILITY / INNOVATION

DIMENSION 4:
BRAND EXOSPECTION® PILLAR 12 BRAND EXOSPECTION®

4.BRAND EXOSPECTION®

1.BRAND STRATEGY & FOUNDATION

3.B
RA

ND
 EX

EC
UT

IO
N

2.BRAND SUCCESS

PILLAR  3
BRAND

IDENTITY
PILLAR 2

AUDIENCE

CLARITY

PILLAR 1BRAND
PROPOSITION

PILLAR 12
BRAND

  EXOSPECTION®

PILLAR 11

AGILITY /

INNOVATION

PIL
LA

R 10
EM

PL
OYE

E
 AD

VO
CACY

 PI
LL

AR
 9

CU
ST

OM
ER

EX
PE

RI
EN

CE
PIL

LA
R 8

BRAN
D

CR
EA

TIV
ITY

PILLAR 7 BRAND
CONSISTENCY

PILLAR 6
BRAND

ACTIVATION
PILLAR 5

BRAND

MEASUREMENT

PILLAR 4
INTERNAL

 ALIGNMENT

10 2 3 4 5

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

1 02345

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

1

0

2

3

4

5

2322



The foundation of every extraordinary 
brand lies in strategic clarity – a deep 
understanding of purpose, audience, identity, 
and internal alignment that creates an 
unshakeable platform for all brand activities. 

This dimension encompasses the 
fundamental decisions that define what a 
brand stands for, whom it serves, how it 
expresses itself, and whether its people 
genuinely believe in its mission. 

Without solid foundations, even the most creative 
campaigns and innovative products struggle 
to achieve lasting impact. Extraordinary brands 
invest heavily in getting these fundamentals 
right because they understand that strategic 
clarity becomes the North Star guiding every 
subsequent decision. When purpose resonates 
authentically, when audience understanding runs 
deep, when identity feels distinctive and ownable, 
and when employees genuinely champion the 
brand’s direction, everything else becomes 
exponentially more effective and sustainable.

DIMENSION 1  
BRAND STRATEGY  
& FOUNDATION

PILLAR 1 BRAND PROPOSITION

PILLAR 2 AUDIENCE CLARITY

PILLAR 3 BRAND IDENTITY

PILLAR 4 INTERNAL ALIGNMENT
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DIMENSION 1: BRAND STRATEGY & FOUNDATION

PILLAR 1 BRAND PROPOSITION  

A clear brand proposition encompasses the 
fundamental elements that define what a brand 
stands for: its core purpose, values, vision, and 
strategic positioning within the market. 

In today’s competitive landscape, having a well-
defined brand architecture and hierarchy isn’t just 
beneficial – it’s essential for commercial success. 

Strategic brand positioning provides customers 
with the answer to the all-important question, 
“Why should I choose you?” whilst creating the 
foundation for all other brand activities.

Research Foundation 
Deloitte’s 2024 research demonstrates that 
purpose-driven companies witness higher 
market share gains and grow three times 
faster on average than their competitors, 
achieving higher workforce and customer 
satisfaction19. Purpose-led businesses report 
30% higher levels of innovation and 40% 
higher workforce retention than competitors20. 
Companies with clearly articulated brand 
propositions achieve significantly better 
market performance and customer loyalty.

Business Case 
The commercial argument for a strong 
brand proposition has never been 
stronger. Amazon’s 2023 Higher Impact 
study confirms that 79% of customers 
prioritise brands whose values align with 
their own despite economic pressures21. 
Kantar’s BrandZ 2025 ranking shows 
purpose-driven positioning as the third 
largest factor in customer choice22. A 
well-defined brand proposition provides the 
strategic foundation that guides decision-
making, ensures consistency, and creates 
authentic emotional connections that 
transcend traditional product benefits.

Why it’s Important 
Extraordinary Brands understand that a strong 
proposition isn’t a marketing add-on – it’s 
the gravitational force that pulls everything 
together. These visionary organisations 
recognise that customers, employees, 
and partners seek brands that stand for 
something meaningful beyond profit. 

When a clear proposition becomes the North 
Star guiding every decision, these brands 
transcend the traditional buy-sell dynamic to 
create movements where customers become 
advocates, employees become evangelists, 
and the brand becomes an integral part of 
people’s identity and values. A strong brand 
proposition cuts through market noise 
not by shouting louder, but by standing for 
something that truly matters and provides 
clear direction for all brand activities.

100% 130%

100% 140%

Purpose-led 
businesses  report 
30% higher levels  
of innovation20

Purpose-led 
businesses  
report a 40% 
higher workforce 
retention than 
competitors20

79%

79% of customers 
prioritise brands 
whose values align 
with their own despite 
economic pressures21

PURPOSE-DRIVEN 
POSITIONING IS THE  
THIRD LARGEST FACTOR  
IN CUSTOMER CHOICE22
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DIMENSION 1: BRAND STRATEGY & FOUNDATION

PILLAR 2 AUDIENCE CLARITY Research Foundation
McKinsey’s 2024 customer research across 
18 markets shows that customers no longer 
fit traditional archetypes, with micro-targeting 
becoming essential for reaching specific audience 
segments who demonstrate particular purchasing 
behaviours23. Research by Salesforce also shows 
that 52% of customers expect personalisation, 
and 73% expect better personalisation 
as technology advances24,  whilst 80% of 
customers are more likely to make a purchase 
when brands offer personalised experiences25. 
Modern audience research must leverage 
AI-powered tools and behavioural analytics to 
create truly resonant customer experiences.

Understanding your target audience goes far 
beyond basic demographics – it requires deep 
insight into audience profiles, behaviours, 
motivations, and decision-making processes. 

Modern audience clarity demands comprehensive 
profiling that encompasses psychological drivers, 
cultural context, and evolving expectations. 

This understanding forms the foundation for all 
brand communications and strategic decisions.

80%

80% of customers are  
more likely to make a 
purchase when brands 
offer personalised 
experiences25

Business Case
Brands demonstrating deep audience 
understanding achieve significantly 
higher conversion rates and customer 
lifetime value. Marketers who invest in 
thorough audience research consistently 
outperform those who rely on assumptions 
or generalised targeting approaches. 

Why it’s Important 
Extraordinary Brands don’t just segment their 
audiences – they truly see them as complete 
human beings. These exceptional organisations 
move beyond demographics and data points to 
develop genuine empathy and understanding for 
the humans behind the metrics. They recognise 
that audience clarity isn’t just about creating 
more precise targeting; it’s about building deeper 
relationships through authentic understanding of 
motivations, needs, aspirations, and contexts. 

When brands achieve this level of clarity,  
they can anticipate needs before customers  
even articulate them, creating experiences that 
feel personally crafted rather than algorithmically 
generated. In a world drowning in generic 
personalisation, Extraordinary Brands stand out 
by demonstrating they truly understand who 
their customers are, not just what they buy.52%

52% of customers 
expect personalisation24

73%
73% expect better 
personalisation as 
technology advances24

MARKETERS WHO INVEST 
IN THOROUGH AUDIENCE 
RESEARCH CONSISTENTLY 
OUTPERFORM THOSE WHO 
RELY ON ASSUMPTIONS OR 
GENERALISED TARGETING 
APPROACHES  

Mintel’s 2024 research 
unveils an evolving trend 
they call “Being Human” 
- a trend showing that all 
audiences, even younger 
demographics who have only 
known a tech-enabled world, 
are now seeking more real, 
traditional human emotional 
connections and experiences7.
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DIMENSION 1: BRAND STRATEGY & FOUNDATION

PILLAR 3 BRAND IDENTITY Research Foundation
A recent (2025) study by Kantar and Google 
shows differentiation and distinctiveness have a 
huge role to play, enabling strongly differentiated 
and distinctive brands to consistently command 
prices up to twice those of weaker brands26. 
The benefit of having a strong verbal and visual 
identity system is undeniable, with research 
showing that 85% of buyers claim that colours 
alone increase brand visibility and help buying 
decisions27. First impressions form within 50 
milliseconds, due to a phenomenon called the first 
impression bias (also known as the halo effect)28.

Business Case
Having strong visual and verbal identity 
guidelines means very little without consistency 
and proper governance systems. Each pillar 
on its own reflects only one dimension of an 
Extraordinary Brand, but together they deliver 
compound advantages enhancing visibility, 
recognition, understanding, values, trust, 
positive perception, recall, consideration, 
belonging, and purchase. The most successful 
brands develop distinctive identity ecosystems 
that function seamlessly across digital and 
physical touchpoints, ensuring every interaction 
reinforces brand positioning and values 
through proper guidelines and controls.

Why it’s Important 
Extraordinary Brands understand that visual 
and verbal identity isn’t just about looking good 
– it’s about creating an instant, unmistakeable 
signature supported by comprehensive 
guidelines and governance systems. These 
exceptional organisations craft identity systems 
so distinctive and cohesive that a single colour, 
typeface, or turn of phrase immediately signals 
their presence, even without a logo in sight. 

They recognise that in our attention-deficit world, 
visual and verbal identity must work harder than 
ever, functioning as cognitive shortcuts backed 
by robust documentation and controls. When 
executed masterfully with proper guidelines 
in place, these identity systems become so 
embedded in culture that they transcend 
marketing to become part of the shared visual 
and verbal language – where consistency breeds 
recognition, trust, and emotional connection.

A comprehensive brand identity system encompasses 
both visual and verbal elements that serve as the 
tangible manifestation of brand strategy. 

This includes having fully mapped visual guidelines, 
verbal identity standards, and robust governance 
systems to ensure consistency across all touchpoints. 

The importance of having complete brand identity 
documentation and controls cannot be overstated –  
it’s the foundation that enables consistent brand recognition 
and emotional resonance in crowded marketplaces.

85%
85% of buyers claim that 
colours alone increase 
brand visibility and help 
buying decisions27

FIRST IMPRESSIONS FORM 
WITHIN 50 MILLISECONDS,  
DUE TO A PHENOMENON 
CALLED THE FIRST 
IMPRESSION BIAS28
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DIMENSION 1: BRAND STRATEGY & FOUNDATION

PILLAR 4 INTERNAL ALIGNMENT Research Foundation
Research shows that 78% of employees consider 
alignment between company and personal values 
crucial, with aligned employees being 10x more 
likely to recommend a purpose-led company as a 
place to work12. The “State of Purpose” research 
found that 80% of employees state that working 
for a purpose-led organisation brings out their best 
work12. Internal alignment research consistently 
shows that when employees understand and 
connect with the brand proposition and vision, 
they become more effective advocates and 
contributors to business success.

Internal brand alignment ensures that all internal stakeholders 
– from leadership to front-line employees – are fully 
aligned with the brand proposition, understand the vision, 
and are genuinely on board with the brand’s direction. 

This alignment transforms employees into authentic 
brand ambassadors who fully understand not only where 
the company is now, but where it wants to go. 

When organisations successfully align their entire workforce 
with their brand values and vision, they create environments 
that demonstrate superior talent attraction, unrivalled 
productivity, and greater staff retention capabilities.

78%
78% of employees 
consider alignment 
between company and 
personal values crucial

28%

Businesses with  
strong internal brand 
alignment have a 28% 
lower turnover rate than 
companies with weak 
internal alignment29

80%

80% of employees 
state that working 
for a purpose-led 
organisation brings 
out their best work12

ALIGNED EMPLOYEES ARE 10X 
MORE LIKELY TO RECOMMEND  
A PURPOSE-LED COMPANY AS 
A PLACE TO WORK12

Business Case
Businesses with strong internal brand alignment 
have a 28% lower turnover rate than companies 
with weak internal alignment29. When internal 
alignment is strong, employees are more 
emotionally engaged with the brand and business 
– they don’t just see their present role, they also 
see their future. They both see themselves in and 
invest themselves into the future success of the 
business. This creates a workforce that doesn’t 
just work for the company; they work with genuine 
passion for what the brand represents and where 
it’s heading.

Why it’s Important 
Extraordinary Brands recognise that internal 
alignment delivers one of the most powerful 
business advantages available. These forward-
thinking organisations understand that employees 
aren’t just internal stakeholders; they’re the 
brand’s first customers and most credible 
ambassadors. When brands successfully cultivate 
this internal alignment around the proposition and 
vision, they unlock a workforce of genuine and 
passionate advocates. 

This alignment ensures everyone understands not 
just their role, but how their role contributes to the 
bigger brand story and vision, creating a unified 
force that helps deliver a more productive, efficient, 
and valuable business where every team member 
is genuinely bought into the brand’s success.
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Brand success transcends vanity metrics 
to focus on meaningful measurement 
that connects brand investments to 
tangible business outcomes.

This dimension recognises that without 
clear definitions of success and 
sophisticated measurement frameworks, 
even the strongest brands struggle to 
demonstrate value, optimise performance, 
and secure continued investment.  

Extraordinary brands master the art of measuring 
what matters – connecting brand equity to 
revenue growth, customer lifetime value, 
pricing power, and shareholder returns whilst 
building sustainable competitive advantages. 
They understand that measurement isn’t just 
about proving past performance; it’s about 
identifying opportunities, predicting future 
outcomes, and making data-driven decisions 
that compound brand value over time. 

Success measurement becomes the bridge 
between brand strategy and business 
strategy, ensuring that brand building delivers 
measurable commercial impact whilst creating 
assets that appreciate over decades.

PILLAR 5 BRAND MEASUREMENT

DIMENSION 2  
BRAND  
SUCCESS
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DIMENSION 2: BRAND SUCCESS

PILLAR 5 BRAND MEASUREMENT Research Foundation
Marketing effectiveness research reveals that 
long-term sales impact of media investment 
during months 5-24 typically equals that of 
the first four months30. However, only 40% of 
senior marketing decision-makers believe their 
business has a clear marketing effectiveness 
goal, while just 20% strongly agreed that there is 
a common understanding between marketing and 
other parts of the business on how to measure 
success30. Brand equity research demonstrates 
clear links to corporate value through enhanced 
revenue growth via product choice, repeat 
purchase, and distribution advantages, plus 
improved revenue quality through pricing 
power and reduced acquisition costs9. 

Business Case
83% of marketing leaders now consider 
demonstrating ROI as their top priority,  
up from 68% five years ago, yet only 36% of 
marketers say they can accurately measure 
it5. This measurement gap represents a 
critical business challenge. Meta-analysis of 
e-commerce brands provides useful guidance, 
suggesting that marketing efficiency peaks 
when brand building accounts for 40-60% of 
total media investment30. Strong brands  
on average achieve triple the sales volume  
of weaker brands and a 13% price premium,  
while top-ranked brands outperform the  
world market as measured by return to 
shareholders by 74%10. Clear measurement 
frameworks that define success are  
essential for demonstrating and  
optimising this value.

Why it’s Important 
Extraordinary Brands don’t just measure activity 
– they master the art of connecting every brand 
investment to tangible business outcomes 
while building equity that compounds over 
decades. These exceptional organisations 
understand that true brand value isn’t just 
captured in quarterly reports; it lives in the 
premium customers willingly pay, the loyalty 
that survives competitive attacks, and the trust 
that accelerates every business decision. 

They’ve established clear definitions of  
what success looks like and developed 
measurement systems sophisticated  
enough to track meaningful progress.  
When Extraordinary Brands invest in brand 
building, they’re making calculated investments 
backed by data and clear success metrics 
that prove brand equity drives sustainable 
competitive advantage, measuring what 
matters most for long-term value creation.

Brand measurement goes beyond traditional awareness 
metrics to establish what success looks like for your 
brand and what specific metrics you should be tracking. 

This encompasses comprehensive measurement 
frameworks that link brand activities to business 
outcomes – including revenue, shareholder value, 
customer lifetime value, and return on investment. 

Modern brand measurement requires sophisticated 
attribution models and clear success definitions 
that connect brand-building activities to measurable 
commercial impact whilst building long-term brand equity. 40%

Only 40% of senior 
marketing decision-makers 
believe their business 
has a clear marketing 
effectiveness goal 

74%

Top-ranked brands 
outperform the 
world market as 
measured by return to 
shareholders by 74%10

2019 2024

15%

83%68%

83% of marketing 
leaders now consider 
demonstrating ROI as 
their top priority,  
up from 68% five 
years ago5

20%

20% strongly agreed 
that there is a common 
understanding between 
marketing and other parts 
of the business on how 
to measure success30

MARKETING EFFECTIVENESS RESEARCH 
REVEALS THAT LONG-TERM SALES IMPACT  
OF MEDIA INVESTMENT DURING MONTHS  
5-24 TYPICALLY EQUALS THAT OF THE FIRST 
FOUR MONTHS30

STRONG BRANDS ON AVERAGE ACHIEVE 
TRIPLE THE SALES VOLUME OF WEAKER 
BRANDS AND A 13% PRICE PREMIUM
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Flawless execution transforms strategic 
foundations into customer experiences 
that build trust, drive preference, 
and create lasting relationships. 

This dimension encompasses the 
orchestration of touchpoints, consistency 
of delivery, creative breakthrough, 
meaningful engagement, employee 
advocacy, and adaptive innovation 
that separate extraordinary brands 
from merely well-intentioned ones.  

Execution excellence requires sophisticated 
coordination across multiple channels, 
stakeholders, and customer journey stages 
whilst maintaining authentic brand expression 
that resonates emotionally. Extraordinary 
brands understand that perfect strategy without 
exceptional execution achieves nothing, whilst 
mediocre strategy executed brilliantly can drive 
remarkable results. 

They master the complex ballet of activation, 
ensuring every touchpoint reinforces brand 
promises whilst adapting nimbly to changing 
market conditions. Execution becomes their 
competitive advantage, transforming brand 
strategy into customer experiences that feel 
effortless, memorable, and genuinely valuable.

PILLAR 6 BRAND ACTIVATION

PILLAR 7 BRAND CONSISTENCY

PILLAR 8 BRAND CREATIVITY

PILLAR 9 CUSTOMER EXPERIENCE

PILLAR 10 EMPLOYEE ADVOCACY

PILLAR 11 AGILITY / INNOVATION 

DIMENSION 3  
BRAND  
EXECUTION
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DIMENSION 3: BRAND EXECUTION

PILLAR 6 BRAND ACTIVATION

Brand activation focuses on using the right channels 
for your specific audience and achieving the optimal 
channel mix – with multi-channel approaches 
consistently delivering superior results. 

This encompasses both internal activation 
(ensuring teams are equipped and aligned) and 
external activation (customer-facing touchpoint 
orchestration). 

Successful brand activation requires strategic 
channel selection, coordinated deployment across all 
touchpoints, and ensuring consistent delivery of the 
brand promise at every customer interaction point.

Research Foundation
Research consistently shows that integrated 
multi-channel brand activation delivers superior 
results across all touchpoints. Companies 
with omni-channel delivery and engagement 
strategies retain 89% of their customers31. 
McKinsey found that 72% of B2B companies 
that sell using seven or more channels grew 
their market share at a significantly faster rate, 
with customers engaging across 10 or more 
channels throughout their buying journey32. 
Overall, 67% of B2B buyers start their purchase 
journeys online, and for those with the largest 
budgets this figure rises to 77%33, with 51% 
saying that claims in content should be backed 
up by data and research to support them34.

Business Case
Multi-channel activation delivers compelling 
returns: studies reveal that omni-channel 
campaigns drive nearly 494% greater ROI 
than single-channel efforts35. Strategic 
rollout planning that addresses both internal 
readiness and external market conditions, 
combined with feedback loops and agile 
adjustment mechanisms, multiplies the 
impact of creative and strategic investments. 
In an attention-fragmented world, activation 
excellence means being present wherever 
your audience is, but with content that 
adds genuine value – quality over quantity 
consistently cuts through the noise. 

Why it’s Important 
Extraordinary Brands orchestrate activation 
like conducting a symphony – every 
touchpoint, every message, every interaction 
works harmoniously together across the 
right channel mix for their audience. These 
masterful organisations don’t just roll out 
campaigns; they create seamless brand 
experiences that feel effortless to customers 
but require meticulous coordination of both 
internal teams and external touchpoints. 

They understand that perfect activation  
isn’t about being everywhere at once –  
it’s about being exactly where their 
audience needs them, with precisely the 
right message, at exactly the right moment. 
When Extraordinary Brands activate, they 
move with strategic precision, adapting their 
multi-channel approach while maintaining 
their essential brand DNA, ensuring every 
touchpoint reinforces the brand promise 
and drives meaningful business outcomes.

89%

Companies with 
omni-channel delivery 
and engagement 
strategies retain 89% 
of their customers31

67%

67% of B2B buyers start 
their purchase journeys 
online, and for those 
with the largest budgets 
this figure rises to 77%33

72%

72% of B2B companies that 
sell using seven or more 
channels grew their market 
share at a significantly 
faster rate, with customers 
engaging across 10 or 
more channels throughout 
their buying journey32

51%
51% saying that claims in 
content should be backed 
up by data and research 
to support them34

OMNI-CHANNEL CAMPAIGNS 
DRIVE NEARLY 494% GREATER 
ROI THAN SINGLE-CHANNEL 
EFFORTS35
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DIMENSION 3: BRAND EXECUTION

PILLAR 7 BRAND CONSISTENCY

Brand consistency ensures that all activation 
is consistent across all channels, building the 
foundations of trust that modern customers demand. 

This goes beyond visual consistency to encompass 
behavioural consistency, message coherence, and 
experience uniformity across every touchpoint. 

Effective brand governance systems ensure 
consistent delivery whilst providing teams with 
clear guidelines that give them confidence in 
representing the brand, knowing they have proper 
frameworks and company support behind them.

Research Foundation
Research shows that 33% of businesses report 
that brand consistency helps deliver higher 
revenue and experience up to 20% overall growth8. 
To support this further, System1 found that 
the most consistent brands achieve 28% more 
“very large business effects” including brand 
advocacy, revenues, and equity36. Consistency 
across all channels and touchpoints directly 
correlates to purchase decisions and customer 
loyalty, with trust being a fundamental outcome 
of reliable, consistent brand experiences.

Business Case 

Strong governance systems that ensure 
consistency across all channels create 
compounding returns over time, with each 
consistently managed touchpoint reinforcing 
brand credibility and recognition. Enhanced 
governance requires systems for managing 
not just visual consistency, but behavioural 
and experiential consistency – ensuring every 
touchpoint across all channels reflects the 
brand’s values and delivers the same quality 
of experience. This builds compound trust 
over time, with each consistent interaction 
reducing the mental effort required to 
engage with and trust the brand.

Why it’s Important
Extraordinary Brands achieve consistency 
across all channels so naturally it appears 
effortless – because authenticity flows from 
their core, not from compliance manuals.  
These remarkable organisations understand that 
true brand consistency isn’t about rigid control 
or perfect execution of guidelines; it’s about 
creating such deep alignment around shared 
values that every stakeholder – from the CEO 
to the newest hire, from partners to customers 
– instinctively knows how to represent the 
brand consistently across any channel. 

When consistency becomes cultural DNA rather 
than corporate decree, it creates unstoppable 
momentum where every interaction and 
every decision reinforces the brand promise 
without conscious effort, building unshakeable 
trust that competitors struggle to replicate. 
Consistent brands don’t just look the same 
everywhere – they feel the same, creating 
reliable experiences that customers can depend 
on regardless of how they encounter the brand.

33%

Research shows that 
33% of businesses 
report that brand 
consistency helps 
deliver higher revenue…

20%
…and experience up to 
20% overall growth8

28%

The most consistent brands 
achieve 28% more “very 
large business effects” 
including brand advocacy, 
revenues, and equity36
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DIMENSION 3: BRAND EXECUTION

PILLAR 8 BRAND CREATIVITY Research Foundation
Carefully crafted creative thinking and delivery 
becomes crucial as brands embrace emotions, 
where 95% of purchasing decisions are 
subconscious4, and 66% of customers say their 
purchase decisions are influenced by the emotion 
they feel towards a brand37. Yet The Creative 
Dividend report reveals a troubling paradox: 
while creative quality now delivers x21 profit 
multiplication1, 41% of marketers see creativity 
as a risk, and emotional advertising has declined 
by 44% over 14 years1. This risk-averse approach 
directly contradicts the data showing creativity’s 
commercial power.

Business Case
The Creative Dividend report demonstrates the 
compelling case for creativity over safe content: 
entertaining ads achieve 45% share growth 
compared to just 20% for the least entertaining1. 
Dull campaigns pay back 40% less with an ROI 
of $4.4 versus $7.1 for engaging campaigns1. 
Emotional campaigns build long-term business 
and brand growth, driving profits up by 43% over 
3+ years, compared to rational campaigns that 
deliver 23% over the same period38. The data is 
clear: campaigns with engaging and emotional 
creative deliver the greatest ROI, and when 
delivered consistently, create business results  
that drive towards that x21 multiplier1.

Why it’s Important
Extraordinary Brands don’t just create campaigns 
– they craft cultural moments that people can’t 
help but share, discuss, and remember. These 
visionary organisations understand that in an 
over-saturated media landscape, breakthrough 
creativity isn’t a luxury; it’s the only way to break 
through the noise and into people’s hearts and 
minds. They reject the false security of dull, safe 
content, instead mastering the art of making 
the complex feel simple, the ordinary feel 
extraordinary, and the commercial feel human. 
When Extraordinary Brands campaign, they don’t 
just interrupt; they invite. 

They create conversations that ripple far beyond 
their intended audience, generating organic 
amplification that money can’t buy. Their creative 
courage transforms campaigns into cultural 
moments because they tap into universal truths 
while expressing them through their unique brand 
lens, proving that when creativity and strategy 
unite, extraordinary results follow.

Brand creativity focuses on being genuinely creative 
in your brand activations, moving beyond safe or dull 
approaches to create breakthrough communications. 

The power of creativity versus dull/safe content 
is profound – creative campaigns that embody 
company identity and values significantly 
outperform those that play it safe. 

In today’s content-saturated environment, 
creativity becomes the critical differentiator 
that cuts through noise, with emotionally 
resonant creative proving far more successful 
than rational, feature-focused approaches.

ENTERTAINING ADS ACHIEVE 45% 
SHARE GROWTH COMPARED TO JUST 
20% FOR THE LEAST ENTERTAINING1

DULL CAMPAIGNS PAY BACK 40% 
LESS WITH AN ROI OF $4.4 VERSUS 
$7.1 FOR ENGAGING CAMPAIGNS1

EMOTIONAL CAMPAIGNS BUILD 
LONG-TERM BUSINESS AND  
BRAND GROWTH, DRIVING 
PROFITS UP BY 43% OVER 3+ 
YEARS, COMPARED TO RATIONAL 
CAMPAIGNS THAT DELIVER 23% 
OVER THE SAME PERIOD38

66%
66% of customers say their 
purchase decisions are 
influenced by the emotion 
they feel towards a brand37

41%
41% of marketers see 
creativity as a risk1

95% OF PURCHASING DECISIONS  
ARE SUBCONSCIOUS4

CREATIVE QUALITY NOW DELIVERS 
X21 PROFIT MULTIPLICATION1
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DIMENSION 3: BRAND EXECUTION

PILLAR 9 CUSTOMER EXPERIENCE

Customer experience encompasses the complete 
emotional and functional journey customers have with 
a brand across every touchpoint. This pillar moves 
beyond isolated engagement metrics to examine the 
holistic experience that shapes perception, drives 
loyalty, and creates long-term value. It emphasises that 
every interaction – whether digital, physical, or human – 
contributes to a cumulative experience that determines 
whether customers become advocates or detractors.

Performance measurement extends beyond 
traditional satisfaction surveys to include 
emotional journey mapping, touchpoint analysis, 
and predictive modelling that identifies moments 
of truth across the entire customer lifecycle.

Research Foundation
Colin Shaw’s extensive research through Beyond 
Philosophy, conducted in collaboration with the 
London Business School, demonstrates that 
emotions account for over 50% of the customer 
experience, establishing an empirical link between 
evoking positive emotions and substantial 
financial returns³⁹. Organisations that focus on 
creating emotionally engaging experiences – 
making customers feel valued, understood, and 
cared for – build the foundations of genuine 
loyalty. The key differentiator is understanding 
that customer experience is not a series of 
transactions but a continuous emotional journey 
where every moment either builds or erodes trust.

Business Case
The Kantar BrandZ ‘Meaningful Difference’ 
hypothesis demonstrates a clear, proven 
relationship between exceptional customer 
experiences and better business outcomes: 
increasing penetration, market share, 
and ultimately brand value (and therefore 
pricing power) for the company²². 

Brands with high Meaningful Difference are 
so attractive that people will pay up to twice 
as much for them, as validated across 1,602 
cases by Kantar Worldpanel (varying by 
category)⁴⁰. Superior customer experience 
significantly increases business performance, 
leading to greater confidence in value pricing 
and reduced dependency on discounting. 
The focus must be on experiences that drive 
genuine loyalty, not transactional satisfaction.

Why it’s Important
Extraordinary Brands don’t just serve – they 
transform, converting routine interactions 
into memorable experiences that compound 
over time. These exceptional organisations 
understand that true customer experience 
isn’t about individual touchpoints or 
superficial metrics; it’s about orchestrating 
a seamless journey that makes customers 
feel seen, understood, and valued at every 
turn. They master the delicate balance 
between efficiency and empathy, knowing 
exactly when to streamline processes and 
when to invest in human connection. 

When Extraordinary Brands design their 
customer experience, they consider the entire 
emotional arc, using every interaction as an 
opportunity to deepen understanding and 
strengthen trust. They recognise that the 
experience elements that matter most aren’t 
always the ones that can be easily measured 
– the trust built, the friction removed, the 
moments when customers realise this brand 
truly ‘gets’ them. These brands transform 
customer experience from an operational 
necessity into a strategic differentiator that 
creates advocates, not just satisfied customers.The Kantar BrandZ 

‘Meaningful Difference’ 
hypothesis demonstrates 
a clear, proven relationship 
between exceptional 
customer experiences and 
better business outcomes: 
increasing penetration, market 
share, and ultimately brand 
value (and therefore pricing 
power) for the company²²

BRANDS WITH HIGH MEANINGFUL 
DIFFERENCE ARE SO ATTRACTIVE 
THAT PEOPLE WILL PAY UP TO TWICE 
AS MUCH FOR THEM

50%

Emotions account for 
over 50% of the customer 
experience, establishing 
an empirical link between 
evoking positive emotions  
and substantial 
financial returns³⁹
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DIMENSION 3: BRAND EXECUTION

PILLAR 10 EMPLOYEE ADVOCACY Research Foundation
The 2023 “Whole Brand” study found that 
employees are 10x more likely to recommend 
their company to others if they feel it has clear 
purpose and lives its values12. This demonstrates 
the critical link between internal brand strength 
and external advocacy. Content shared by 
employees generates 8x more engagement than 
content shared by the brand itself41, highlighting 
the authentic credibility that employee voices 
carry in the marketplace.

Business Case
Companies with strong employee advocacy 
cultures achieve 28% higher employee retention 
rates, with 77% of organisations considering 
employer branding integral to their overall 
business strategy41. Furthermore, 80% of talent 
acquisition managers believe employee advocacy 
and employer branding play significant roles in 
hiring top talent. This isn’t just about internal 
satisfaction or HR metrics – it’s about creating 
authentic internal and external advocates who 
can cut through market noise with genuine 
credibility. Employee advocacy delivers 
measurable business impact through increased 
reach, higher engagement rates, and enhanced 
brand trust.

Why it’s Important
Extraordinary Brands recognise that their 
greatest marketing asset isn’t in their marketing 
department at all – it’s every single employee who 
chooses to work there and actively promotes the 
brand. These visionary organisations understand 
that authentic employee advocacy can’t be 
manufactured through incentive programmes or 
corporate communications; it emerges naturally 
when people feel genuinely proud to be part of 
something meaningful. When employees become 
willing advocates, they transform into living 
embodiments of the brand, carrying its values into 
every conversation, relationship, and opportunity. 

The magic happens when employees become 
voluntary ambassadors who speak with the 
passion of owners, the authenticity of friends, and 
the credibility of trusted advisors. Their advocacy 
ripples outward through personal networks, social 
connections, and professional relationships, 
creating an expanding web of trust and influence 
that no advertising budget could ever purchase. 
This organic advocacy is particularly powerful 
because it’s viewed as authentic and unbiased by 
external audiences.

EMPLOYEES ARE 10x MORE LIKELY 
TO RECOMMEND THEIR COMPANY TO 
OTHERS IF THEY FEEL IT HAS CLEAR 
PURPOSE AND LIVES ITS VALUES12

CONTENT SHARED BY EMPLOYEES 
GENERATES 8x MORE ENGAGEMENT 
THAN CONTENT SHARED BY THE 
BRAND ITSELF41

28%

Companies with strong 
employee advocacy 
cultures achieve 28% 
higher employee 
retention rate…

77%

…with 77% of 
organisations considering 
employer branding 
integral to their overall 
business strategy41

80%

80% of talent acquisition 
managers believe employee 
advocacy and employer 
branding play significant 
roles in hiring top talent

Employee advocacy focuses on whether leadership, 
management, and staff actively advocate and 
promote the brand and the business. 

This pillar recognises that people inherently trust content 
shared by individuals more than corporate communications, 
making authentic employee advocacy one of the most 
powerful brand amplification tools available. 

When employees genuinely champion their organisation, 
they generate trust and credibility that traditional 
marketing cannot replicate whilst extending brand reach 
through their personal and professional networks.
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DIMENSION 3: BRAND EXECUTION

PILLAR 11 AGILITY / INNOVATION

Agility and innovation focus on how agile the business is 
and whether it can pivot and innovate quickly based on 
changing market conditions and customer needs. 

This pillar recognises that companies that prioritise brand 
innovation and demonstrate adaptive capabilities consistently 
outperform less-agile competitors, proving that brand evolution 
and responsive innovation are essential for sustained success. 

Agile brands leverage emerging technologies, evolving 
customer insights, and cultural shifts to maintain relevance 
whilst staying true to their core purpose and values.

Research Foundation
Kantar’s 2024 research shows that brands 
perceived to be Meaningfully Different and 
demonstrate innovative behaviours grow at 
double the rate of those that are Meaningfully 
Different alone, with innovation and agility 
being primary drivers of brand value42. 

Additionally, Kantar research demonstrates 
that customers reward businesses seen as 
forward-thinking and constantly improving, 
with innovative and agile brands growing 7x 
faster than those with low innovation and agility 
scores43. The ability to respond quickly to market 
changes while maintaining brand consistency 
has become a critical competitive advantage.

Business Case
Agility and adaptability through technology and 
changing customer behaviours are vital to market 
resilience and growth. Innovation creates both a 
defensive wall against competition and offensive 
opportunities for market expansion. More than 
anything, customers expect brands to evolve and 
improve – for them, it’s a given that brands should 
be able to pivot when needed. Both businesses 
and brands must rise to that challenge of staying 
agile and innovative or be left behind – both 
technically and commercially. The organisations 
that can quickly adapt their strategies while 
maintaining brand integrity consistently 
outperform their slower-moving competitors.

Why it’s Important
Extraordinary Brands don’t just respond to change 
– they anticipate it, shape it, and sometimes 
even create it while maintaining their core 
brand essence. These pioneering organisations 
understand that agility and innovation aren’t 
about chasing every trend or adding complexity; 
they’re about constantly evolving to better serve 
human needs while staying anchored to their 
core purpose. They possess an almost intuitive 
ability to sense shifts in culture, technology, 
and customer behaviour before they become 
obvious, allowing them to lead rather than follow. 

When Extraordinary Brands innovate, they do 
so with surgical precision – cutting away what 
no longer serves while amplifying what matters 
most. They recognise that in our increasingly 
complex world, the greatest innovation 
often lies in radical simplification, turning 
overwhelming experiences into effortless ones 
and transforming confusion into clarity. Their 
agility isn’t reactive; it’s visionary, setting new 
standards and directions that competitors 
scramble to match while maintaining the 
brand integrity that customers trust.

BRANDS PERCEIVED TO BE 
MEANINGFULLY DIFFERENT AND 
DEMONSTRATE INNOVATIVE 
BEHAVIOURS GROW AT DOUBLE 
THE RATE OF THOSE THAT ARE 
MEANINGFULLY DIFFERENT ALONE42

INNOVATIVE AND AGILE BRANDS 
GROW 7x FASTER THAN THOSE  
WITH LOW INNOVATION AND  
AGILITY SCORES43
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Brand Exospection® represents the conscious 
evolution of brand responsibility in an 
attention-saturated world where cognitive 
overload threatens human well-being.

This dimension moves beyond traditional 
brand introspection to embrace outward-
looking empathy that considers the broader 
impact of brand communications on customer 
mental health and societal welfare.  

Extraordinary brands recognise that in a world 
drowning in content, success cannot come at 
the expense of human flourishing. They design 
experiences that enhance rather than exploit 
human psychology, contributing to mental clarity 
rather than cognitive noise. Brand Exospection® 
acknowledges that truly sustainable success 
requires brands to become conscious stewards 
of attention, creating communications that add 
genuine value whilst demonstrating authentic 
care for customer well-being. 

This represents the next frontier of brand 
excellence – where commercial success and 
social responsibility unite to create brands that 
don’t just perform well, but do good.

PILLAR 12 BRAND EXOSPECTION®

DIMENSION 4  
BRAND  
EXOSPECTION®
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DIMENSION 4: BRAND EXOSPECTION

PILLAR 12 BRAND EXOSPECTION®

Introspection is an internal reflection and awareness of 
one’s own thoughts and feelings. In essence, the process of 
consciously observing one’s own emotional well-being and 
mental health. Therefore, I propose that Brand Exospection® 
must be the process of a brand (or business) consciously 
observing and considering their customer’s mental health in 
all they do.

Brand Exospection® is the conscious design of brand 
communications that reduce cognitive overload, simplify 
decision-making, and enhance emotional value. It’s not 
introspection – it’s looking outward, with empathy and intent.

Welcome to the 12th Extraordinary Brand Pillar:  
Brand Exospection®.

60%
60% of marketers 
lack confidence 
in their tools 
and training1

41%
41% see creativity 
as a risk1

91%
The industry has created 
a system where short-
termism correlates 91% 
with digital media spend1

THE CREATIVE DIVIDEND 
PARADOX MAKES BRAND 
EXOSPECTION® ESSENTIAL: 
AS CREATIVITY BECOMES 
MORE VALUABLE (X21 PROFIT 
MULTIPLIER)1, WE’RE CREATING 
LESS VALUABLE CREATIVE 
(EMOTIONAL DECLINE FROM  
5.4 TO 3.0)1

Research Foundation
Our supplementary research document18 
into the psychological impact of information 
overload reveals a critical gap and 
contradiction in traditional brand measurement. 
Building on futurist Alvin Toffler’s prescient 
warnings about “information overload” 
back in 19702 and validated by recent 
psychological studies, we have identified 
Brand Exospection® as the emerging 
dimension that separates truly Extraordinary 
Brands from merely successful ones.

The Creative Dividend report1 provides 
compelling evidence for this need: 60% of 
marketers lack confidence in their tools and 
training, 41% see creativity as a risk, and the 
industry has created a system where short-
termism correlates 91% with digital media 
spend. This system isn’t just failing brands 
– it’s failing the humans those brands serve.

Current research shows that humans now 
create 402 million terabytes of data daily3, with 
73% of customers feeling “overwhelmed by the 
number of crises facing the world”13. Chronic 
exposure to excessive information creates 
measurable stress, anxiety, and decision fatigue. 

Our comprehensive research paper  
“The Evolution of Information Overload:  
From Future Shock to Customer 
Well-being”18 provides detailed 
analysis of this 
phenomenon and 
its commercial 
implications.  
View it here
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Business Case
The Creative Dividend Paradox makes Brand 
Exospection® essential: As creativity becomes 
more valuable (x21 profit multiplier)1, we’re 
creating less valuable creative (emotional 
decline from 5.4 to 3.0)1. Brand Exospection® 
resolves this paradox by prioritising quality 
over quantity, meaning over volume.

The 2024 Edelman Trust Barometer reveals 
that trust is now the third highest purchase 
decision influencer at 88%17, while fear 
of “information wars” has the biggest 
increase among existential societal fears⁶. 
Deloitte’s social media research published 
in January 202444 talked of the huge 
increase in social spending. However, their 
most recent update (May 2025) states that 
“Many are investing in costly, inefficient 
social media tactics, even as, on average, 
brands are only meeting 69% of their social 
media business objectives… but doing it 
successfully requires a nuanced strategy”45. 

WHAT WAS WORKING,  
ISN’T WORKING ANYMORE.

WHY? 

IT ISN’T ABOUT FOLLOWERS,  
LIKES AND ENGAGEMENT. 
IT NEVER WAS.

FEAR OF “INFORMATION 
WARS” HAS THE  
BIGGEST INCREASE  
AMONG EXISTENTIAL 
SOCIETAL FEARS⁶

69%
Brands are only meeting 
69% of their social media 
business objectives45

Highest purchase decision influencer:17

VALUE FOR MONEY  

91% 
QUALITY  

90% 
TRUST  

88%

5.4%

2011 2025

3.0%

Emotional 
advertising 
has declined 
from 5.4 to 
3.0 between 
2011-20251

Why it’s Important
When creative quality delivers x21 
profit multiplication1 but emotional 
connection is in decline, Brand 
Exospection® becomes the bridge 
between commercial success and 
human well-being. It recognises that:

Extraordinary Brands treat customers as human equals and not just as 
a follower, purchaser or commercial number. They show empathy and 
compassion through living shared values and earning trust.  
Extraordinary Brands care and act with Brand Exospection®.

If strong brands can achieve triple the sales volume of weaker brands 
and a 13% price premium10, while top-ranked brands outperformed 
the world market as measured by return to shareholders by 74%9,10: 
imagine what a truly Extraordinary Brand can achieve when it treats 
customers as human equals, not just commercial targets.

In a world of information overload and attention scarcity, 
brands with strong Brand Exospection®:

1.	� CONSIDER THEIR CONTRIBUTION TO MENTAL CLARITY  
VERSUS MENTAL NOISE 

2.	� DESIGN EXPERIENCES THAT ENHANCE RATHER THAN  
EXPLOIT HUMAN PSYCHOLOGY 

3.	� TAKE RESPONSIBILITY FOR THEIR ROLE IN THE BROADER 
OVERLOADED INFORMATION ECOSYSTEM 

4.	� DEMONSTRATE CARE FOR THEIR AUDIENCE’S COGNITIVE  
AND EMOTIONAL WELL-BEING

�LESS TRULY IS MORE 
WHEN 2 IN 10 VIEWERS 
DON’T KNOW WHAT 
BRAND AN AD IS FOR1

CONSISTENCY 
COMPOUNDS CREATIVITY 
WITH A x2.9 PROFIT 
MULTIPLIER1

�THE 40% PENALTY 
FOR “DULL” CONTENT1 
REFLECTS THE REAL 
COST OF CONTRIBUTING 
TO NOISE
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CONCLUSION 
BE EXTRAORDINARY. 
BE EXOSPECTIVE®.
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The need for the Extraordinary Brand Framework has never 
been more urgent. In an industry where only 40% of senior 
marketing decision-makers believe their organisation 
has a clear effectiveness goal, and a mere 20% strongly 
agree on how to measure it30, brands are flying blind in 
their pursuit of success. Yet the commercial opportunity is 
extraordinary: strong brands on average achieve triple the 
sales volume of weaker brands and a 13% price premium10.

1.	 LEAD WITH CLARITY, NOT COMPLEXITY

2.	 PRIORITISE MEANING OVER VOLUME

3.	 �DEMONSTRATE BRAND EXOSPECTION® 
ALONGSIDE COMPETENCE

4.	 �BUILD TRUST THROUGH TRANSPARENT 
VALUE CREATION

5.	 �MEASURE SUCCESS BY THEIR 
CONTRIBUTION TO HUMAN WELL-BEING

6.	 �RECOGNISE THAT WHEN CREATIVITY 
IS WORTH x211, EVERY PIECE 
OF CONTENT MATTERS

THE 12 DIMENSIONS OUTLINED IN 
THIS FRAMEWORK REPRESENT MORE 
THAN MEASUREMENT CRITERIA -  
THEY CONSTITUTE A MANIFESTO  
FOR THE FUTURE OF BRANDING. 

STRONG BRANDS ON 
AVERAGE ACHIEVE 
TRIPLE THE SALES 
VOLUME OF WEAKER 
BRANDS AND A 13% 
PRICE PREMIUM10

In a world of skippable everything, where creative 
fatigue sets in faster than ever and customer 
acquisition costs are continuously rising, the 
brands that will thrive are those that practise 
cognitive kindness:

40%

Only 40% of senior 
marketing decision-
makers believe 
their organisation 
has a clear 
effectiveness goal30

20%

A mere 20% 
strongly agree on 
how to measure 
it30, brands are 
flying blind in their 
pursuit of success
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The Extraordinary Brand Framework
An outcome of this white paper is The Extraordinary 
Brand Framework, a tool-kit that provides organisations 
with a diagnostic workshop tool to assess and 
develop their brand performance across all 12 
pillars, including the new 12th pillar Exospection®.

To find out more about our  
Extraordinary Brand Framework,  
Tool-kit, and our wider research18  
call Bonfire Creative Intelligence on  

+44 (0)1525 841079  
or email  
extraordinary@bonfireci.com
For a comprehensive 
analysis of our 12th 
well-being pillar, see 
our supplementary 
research paper 
“The Evolution 
of Information 
Overload: From 
Future Shock to 
Customer Well-
being”18  View it here

80% 8%
80% of companies claim 
to deliver good customer 
experiences, but only  
8% of customers agree46

INSTAGRAM ENGAGEMENT 

COLLAPSED FROM  
2.94% TO 0.61%   
IN TWELVE MONTHS47

1IN 3
GEN Z USERS ARE 
DELETING SOCIAL APPS47

WE ARE NOT ALONE
This thinking is echoed across disciplines. Colin Shaw, who 
pioneered customer experience consulting in 2002, argues 
that over 50% of customer experience is emotional and 
subconscious39 - yet most organisations still optimise for 
rational metrics.

Tony Bates and Dr Natalie Petouhoff’s Empathy in Action 
reveals the empathy gap: 80% of companies claim to deliver 
good customer experiences, but only 8% of customers 
agree46. And Daisy Morris’s Social Media 2.0 Trend Report 
documents the behavioural response - with Instagram 
engagement collapsing from 2.94% to 0.61%  in twelve 
months and one in three Gen Z users deleting social apps47. 
Morris calls it the shift from “chasing the algorithm to 
chasing peace of mind.” These voices confirm what the 
Extraordinary Brand Framework codifies: the future belongs 
to brands that practise cognitive kindness.

The extraordinary isn’t just about being noticed -  
it’s about capturing the proven commercial advantage. 
When brands achieve the triple sales volume and 13% 
price premium that strong brands command10, they create 
sustainable competitive moats that transform industries. 
It’s about earning attention rather than hijacking it

IT’S ABOUT BUILDING BRANDS THAT PEOPLE 
DON’T JUST BUY FROM, BUT BELIEVE IN. The Extraordinary Brand Framework provides the 

measurement clarity that 80% of the industry currently 
lacks30, whilst positioning brands to capture the triple 
sales performance that separates strong brands from 
weak ones.

This isn’t just about being different - it’s about being 
measurably better for both business and humanity, 
offering organisations a path to not just short-term 
commercial success, but true long-term customer 
success through conscious leadership in an attention-
scarce world18.

The Creative Dividend report proves the commercial case1 
that emotional campaigns deliver 12x more profit than 
rational ones1, and consistency compounds creativity 
with a x2.9 profit multiplier1. When you place these figures 
alongside the fact that innovative and agile brands grow 
7x faster than those with low innovation and agility 
scores43 , these aren’t just metrics – they’re proof that the 
most responsible creative is also the most effective.

In an age of fractured attention and digital overwhelm, 
extraordinary brands don’t compete for attention -  
they create clarity. They don’t chase engagement -  
they cultivate trust. They don’t just understand 
themselves through introspection; they understand 
their impact through Exospection®.

As this framework demonstrates: “When performance 
is the engine, brand is the fuel. One powers the 
system. The other makes it matter.” The 12th pillar, 
Brand Exospection®, represents the evolution of brand 
awareness - understanding that in a connected world, 
a brand’s success is inseparable from its contribution 
to its customer’s cognitive and emotional well-being.

The most successful brands of tomorrow will 
not be the loudest or the fastest. They will be the 
clearest, the kindest, and the most coherent. 

They will be the brands that make things easier – 
cognitively, emotionally, experientially – in a world  
that desperately needs less noise and more meaning.

6362



The 12 pillars of Extraordinary Brands 
represent universal principles that 
transcend industry boundaries. 
Whether operating in manufacturing, 
pharmaceuticals, technology, retail, 
consumer tech, or food and beverage, 
the fundamental drivers of brand 
excellence remain consistent: authentic 
purpose, deep audience understanding, 
internal alignment, strong governance, 
compelling creativity, consistent 
delivery, and conscious responsibility.

What varies by sector is not the importance 
of these dimensions, but rather how they 
manifest in practice. Each industry faces unique 
challenges – from regulatory constraints in 
pharmaceuticals to rapid technological change 
in consumer tech – but the brands that thrive 
are those that apply the same core principles 
whilst adapting their expression to sector-specific 
realities. The following sector applications 
demonstrate how the 12 pillars create competitive 
advantage across diverse industries, proving 
that Extraordinary Brand Framework is both 
universal in principle and specific in application.

Each sector demonstrates that whilst 
challenges and opportunities vary, the 
fundamental dimensions of Extraordinary 
Brands remain constant. The brands that 
will thrive from 2025 and beyond are those 
that understand these universal principles 
whilst applying them with sector-specific 
insight and authentic commitment to their 
stakeholders’ genuine needs and well-being.

Universal principles in action
SECTOR APPLICATION
EXTRAORDINARY BRAND
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EXTRAORDINARY 
MANUFACTURING Manufacturing brands operate where technical 

precision meets human progress, creating 
infrastructure, equipment, and systems enabling 
everything from global construction to precision 
medical devices48. These brands must demonstrate 
reliability, innovation, and performance where failure 
can be dangerous or economically catastrophic.

Extraordinary manufacturing brands understand they’re 
selling more than products – they’re providing confidence and 
enabling progress. Whether serving construction, healthcare, 
or industrial operations, their reputation becomes synonymous 
with quality and reliability in sectors where trust must be 
earned through consistent performance over decades.

Success requires communicating technical sophistication 
whilst remaining accessible to diverse stakeholders – from 
engineers to C-suite executives. Manufacturing brands 
achieving extraordinary status transcend traditional B2B 
relationships to become trusted advisers and strategic 
partners, where brand strength becomes critical for 
customer confidence and premium positioning.

MANUFACTURING BRANDS OPERATE 
WHERE TECHNICAL PRECISION 
MEETS HUMAN PROGRESS, CREATING 
INFRASTRUCTURE, EQUIPMENT, AND 
SYSTEMS ENABLING EVERYTHING FROM 
GLOBAL CONSTRUCTION TO PRECISION 
MEDICAL DEVICES48
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    PILLAR 1

BRAND PROPOSITION
Caterpillar’s purpose “helping build the world’s 
infrastructure” positions them as essential 
partners in global progress. With 2024 sales and 
revenues of $64.8 billion, Caterpillar Inc. is the 
world’s leading manufacturer of construction 
and mining equipment. This clear mission 
guides product development from construction 
equipment to mining machinery, creating 
authentic emotional connections beyond 
mechanical features whilst attracting customers 
who share infrastructure development values49.

    PILLAR 2

AUDIENCE CLARITY
John Deere’s deep understanding of farmer 
decision-making cycles shapes both product 
design and sales approaches. Their research 
reveals seasonal purchasing patterns, multi-
generational farm ownership, and precision 
agriculture needs. This insight enables 
development of integrated solutions addressing 
real agricultural challenges, building lasting 
farmer relationships through comprehensive 
understanding of agricultural workflows50.

    PILLAR 3

BRAND IDENTITY
Volvo’s distinctive visual identity and consistent 
safety messaging creates immediate brand 
recognition in commercial vehicles. Their blue 
and white colour scheme, coupled with Swedish 
heritage positioning, reinforces reliability and 
quality perceptions. This identity consistency 
extends globally whilst adapting to local  
market requirements through systematic  
brand management51.

    PILLAR 4

INTERNAL ALIGNMENT
Toyota’s continuous improvement culture (Kaizen) 
empowers every employee to contribute to brand 
excellence. Their philosophy that quality comes 
from engaged workers creates internal advocates 
who genuinely believe in Toyota’s manufacturing 
superiority. This alignment translates to 
consistent product quality and customer 
satisfaction globally through embedded  
cultural values52.

EXAMPLES OF PILLAR EXCELLENCE IN  

MANUFACTURING
    PILLAR 5

BRAND MEASUREMENT
ABB uses sophisticated brand analytics to track 
how branding influences revenue and investor 
confidence in industrial automation markets. 
Their measurement frameworks connect brand 
equity to contract values, partner loyalty, and talent 
acquisition. Strong brand positioning enables 
premium pricing whilst maintaining market 
leadership through established credibility53.

    PILLAR 6

BRAND ACTIVATION
Siemens’ trade show presence integrates with 
digital content and partner networks to showcase 
industrial innovation. Their omni-channel 
activation coordinates global events, thought 
leadership, and customer touchpoints around 
digitalisation themes. This integrated approach 
positions Siemens as technology leaders  
driving Industry 4.0 transformation through 
consistent messaging54.

    PILLAR 7

BRAND CONSISTENCY
Honeywell maintains consistent innovation and 
safety messaging across aerospace, building 
technologies, and performance materials 
divisions. This consistency builds trust among 
diverse customer bases who rely on Honeywell’s 
reputation for quality across multiple high-stakes 
industries. Their unified brand approach reinforces 
credibility in mission-critical applications55.

    PILLAR 8

BRAND CREATIVITY
GE’s “Imagination at Work” positioning transforms 
industrial company into an innovation leader 
through creative storytelling. Their campaigns 
showcase complex technologies solving real-
world problems, making industrial innovation 
accessible to diverse audiences. This creative 
approach positions GE as a visionary technology 
pioneer rather than traditional manufacturer56.
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    PILLAR 11

AGILITY / INNOVATION
Bosch demonstrates exceptional agility 
through transformation from automotive 
components to comprehensive IoT solutions. 
Their rapid adaptation to digitalisation enabled 
leadership in smart manufacturing whilst 
maintaining automotive excellence. This 
innovation capability positions them as leaders 
in industrial “Internet of Things” applications 
across multiple sectors59.

    PILLAR 12

BRAND EXOSPECTION®

Interface’s Mission Zero initiative eliminates 
environmental impact whilst maintaining 
profitability in commercial flooring. Their 
conscious design reduces waste and carbon 
footprint through innovative manufacturing 
processes. This Exospection® approach 
demonstrates environmental responsibility 
without compromising business  
performance, attracting environmentally 
conscious customers60.

    PILLAR 9

CUSTOMER EXPERIENCE
Schneider Electric’s EcoStruxure platform 
creates meaningful engagement through digital 
services that optimise customer operations. 
Their IoT solutions provide genuine value 
beyond equipment sales, establishing ongoing 
relationships through continuous operational 
improvement. This engagement model 
transforms transactional relationships  
into strategic partnerships57.

    PILLAR 10

EMPLOYEE ADVOCACY
3M’s innovation culture makes employees  
proud to solve customer problems creatively 
across diverse industries. Scientists and 
engineers actively share breakthrough 
discoveries, demonstrating authentic 
commitment to innovation excellence.  
This advocacy extends through professional 
networks, conferences, and social media,  
building credible external representation58.
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EXTRAORDINARY 
PHARMACEUTICAL The pharmaceutical industry operates under unique 

constraints where brand trust literally impacts human 
health and quality of life61. Pharmaceutical brands 
must navigate complex regulatory environments 
whilst building confidence amongst healthcare 
professionals, patients, and caregivers who depend 
on their products for essential medical outcomes.

Success requires demonstrating scientific rigour alongside 
genuine empathy for patient experiences. Extraordinary 
pharmaceutical brands understand they’re not just 
marketing medical products – they’re building hope, 
enabling better health outcomes, and providing lifelines for 
patients and families facing serious medical challenges.

Trust becomes paramount where credibility must be earned 
through consistent demonstration of safety, efficacy, and 
genuine commitment to patient welfare above commercial 
interests. Companies achieving extraordinary status 
master the delicate balance between scientific authority 
and human compassion, measuring success not just in 
market share but in lives improved and hope restored.

THE PHARMACEUTICAL INDUSTRY 
OPERATES UNDER UNIQUE CONSTRAINTS 
WHERE BRAND TRUST LITERALLY IMPACTS 
HUMAN HEALTH AND QUALITY OF LIFE61
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    PILLAR 7

BRAND CONSISTENCY
GSK maintains consistent patient-first messaging 
across all therapeutic areas – from vaccines 
to oncology to respiratory treatments. This 
consistency builds trust among healthcare 
providers who rely on GSK’s reputation for quality 
and efficacy across diverse medical applications. 
Their unified brand approach reinforces 
credibility whilst enabling premium positioning in 
competitive therapeutic markets68.

    PILLAR 8

BRAND CREATIVITY
Dove’s Real Beauty campaign transformed 
soap marketing by addressing self-esteem and 
body confidence rather than product features, 
creating emotional connection with consumers. 
This creative approach built powerful brand 
differentiation whilst driving commercial success 
through authentic storytelling. Their campaigns 
generate cultural conversation, extending  
brand impact beyond traditional advertising  
to social advocacy69.

    PILLAR 5

BRAND MEASUREMENT
Strong pharmaceutical brands like Roche achieve 
faster regulatory approval and physician adoption 
through established credibility and reputation 
for scientific excellence. Brand strength directly 
correlates with revenue premiums, market access 
success, and partnership opportunities. Their 
measurement frameworks connect brand equity 
to commercial outcomes, enabling strategic 
investment in reputation-building activities that 
deliver measurable returns66.

    PILLAR 6

BRAND ACTIVATION
Thermo Fisher provides tailored solutions 
spanning digital marketing and personalised 
consultations for researchers and clinicians 
across life sciences. Their omni-channel 
activation coordinates scientific conferences, 
direct sales, and thought leadership around 
laboratory innovation themes. This integrated 
approach positions them as essential partners in 
scientific discovery whilst building relationships 
with key opinion leaders67.

    PILLAR 1

BRAND PROPOSITION
Johnson & Johnson’s Credo emphasises 
responsibility to patients, families, doctors, and 
employees before shareholders. Johnson & 
Johnson has maintained its top-ranking position 
for brand value for the sixth consecutive year and 
recorded a 5% increase in brand value to $13.4 
billion this year. This authentic purpose-driven 
approach builds essential healthcare trust during 
crises whilst enabling premium positioning across 
pharmaceutical and consumer health products 
through sustained credibility62.

    PILLAR 2

AUDIENCE CLARITY
Pfizer’s comprehensive patient journey mapping 
reveals emotional and practical needs beyond 
clinical efficacy. Their research encompasses 
treatment adherence challenges, caregiver 
concerns, and healthcare provider workflows. 
This deep understanding enables development of 
support programmes and communications that 
address real-world patient experiences, improving 
outcomes whilst building trust with healthcare 
professionals and patients63.

    PILLAR 3

BRAND IDENTITY
Novartis’ rebrand uses bold, modern visual 
identity with patient-centric messaging 
“reimagining medicine.” Their clean 
design language and human-focused 
photography distinguishes them from 
traditional pharmaceutical companies. 
Consistent application across therapeutic 
areas builds recognition whilst reinforcing 
innovative, approachable healthcare 
positioning that resonates with patients 
and healthcare providers64.

    PILLAR 4

INTERNAL ALIGNMENT
Novo Nordisk’s diabetes care mission personally 
aligns employees with patient outcomes 
through shared commitment to improving 
lives of people with diabetes and other 
chronic diseases. This authentic alignment 
creates passionate internal advocates who 
understand their work’s impact on patient 
well-being. Employee engagement translates 
to superior customer service and innovation, 
driving market leadership in diabetes care65.

EXAMPLES OF PILLAR EXCELLENCE IN  

PHARMACEUTICAL
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    PILLAR 11

AGILITY / INNOVATION
Moderna’s mRNA platform enables rapid 
vaccine and treatment development, 
demonstrated during the COVID-19 pandemic 
response. Their technology platform approach 
allows quick adaptation to new therapeutic 
targets whilst maintaining rigorous safety 
standards. This innovation capability 
positions them as leaders in next-generation 
therapeutics and pandemic preparedness 
through platform flexibility72.

    PILLAR 12

BRAND EXOSPECTION®

Headspace’s mindfulness app counters 
digital overwhelm through conscious content 
design that prioritises user mental health 
over engagement metrics. Their meditation 
programmes are specifically designed to 
reduce anxiety and improve mental well-
being in our information-saturated world. This 
Exospection® approach builds genuine loyalty 
through authentic care for user welfare rather 
than maximising screen time73.

    PILLAR 9

CUSTOMER EXPERIENCE
AstraZeneca’s patient support programmes 
improve treatment adherence whilst building 
loyalty through educational resources,  
financial assistance, and care coordination.  
Their engagement includes digital platforms, 
nurse hotlines, and patient advocacy 
partnerships. This comprehensive approach 
creates meaningful relationships that extend 
beyond prescription to genuine health outcomes 
improvement70.

    PILLAR 10

EMPLOYEE ADVOCACY
Merck employees’ genuine belief in their 
mission to save and improve lives creates 
passionate brand ambassadors who actively 
share breakthrough discoveries. Scientists and 
researchers demonstrate authentic commitment 
through conference presentations, social media, 
and peer networking. This advocacy extends 
through professional relationships, building 
credible external representation that attracts top 
talent and research partnerships71.
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EXTRAORDINARY 
TECHNOLOGY

THE TECHNOLOGY SECTOR OPERATES AT THE 
INTERSECTION OF INNOVATION AND HUMAN 
POTENTIAL, WHERE BREAKTHROUGH 
PRODUCTS RESHAPE ENTIRE INDUSTRIES 
WHILST FUNDAMENTALLY ALTERING  
HOW PEOPLE WORK, COMMUNICATE,  
AND EXPERIENCE THE WORLD74

The technology sector operates at the intersection 
of innovation and human potential, where 
breakthrough products reshape entire industries 
whilst fundamentally altering how people work, 
communicate, and experience the world74. 

Technology brands face the unique challenge of 
making complex, often abstract capabilities feel 
accessible, trustworthy, and essential to both 
individual users and enterprise decision-makers.

Success requires translating technical excellence into human 
benefits, demonstrating not just what technology can do, but 
why it matters for real people solving real problems. In a sector 
characterised by rapid change and intense competition, brand 
strength becomes a critical differentiator enabling premium 
positioning, attracting top talent, and building trust necessary  
for long-term customer relationships.

Technology companies achieving extraordinary status 
understand they’re enabling human potential, solving 
meaningful problems, and shaping entire industries’  
future direction.
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EXAMPLES OF PILLAR EXCELLENCE IN  

TECHNOLOGY
    PILLAR 7

BRAND CONSISTENCY
Cisco maintains consistent security and 
reliability messaging across all touchpoints – 
from enterprise networking to cybersecurity 
solutions. This consistency builds essential 
trust for mission-critical infrastructure decisions 
where reliability is paramount. Their unified brand 
approach reinforces credibility across diverse 
technology portfolios whilst enabling premium 
positioning in competitive enterprise markets81.

    PILLAR 8

BRAND CREATIVITY
Adobe’s “Creativity for All” campaigns showcase 
real creators using their tools, transforming 
complex software into inspiring human 
stories. This approach drives Creative Cloud 
subscriptions by showing genuine creative 
outcomes rather than technical features. Their 
creative courage generates cultural conversation 
whilst demonstrating authentic commitment to 
empowering human creativity through accessible 
technology solutions82.

    PILLAR 5

BRAND MEASUREMENT
Oracle’s enterprise brand strength enables 
premium pricing across database, cloud, and 
applications portfolios. Their brand measurement 
sophistication tracks how brand equity correlates 
with contract values, customer retention, and 
talent acquisition. Strong brand positioning 
allows Oracle to command higher margins 
whilst maintaining market leadership against 
competitors through established credibility and 
trust with enterprise customers79.

    PILLAR 6

BRAND ACTIVATION
IBM’s Think conference anchors year-round digital 
content marketing and thought leadership. Their 
omni-channel activation coordinates global media, 
analyst relations, and customer touchpoints 
around AI and hybrid cloud themes. This integrated 
approach positions IBM as essential technology 
advisors for enterprise digital transformation whilst 
building relationships with key decision-makers 
across multiple channels80.

    PILLAR 1

BRAND PROPOSITION
Microsoft’s “empowering every person and 
organisation on the planet to achieve more” 
demonstrates their authentic purpose-driven 
positioning. In fiscal year 2024, Microsoft 
reported a revenue of $211.915 billion, 
demonstrating the widespread adoption and 
impact of its empowering technologies. This clear 
mission guides all product development across 
Azure, Office, and Windows, enabling consistent 
decision-making and authentic emotional 
connections that transcend traditional product 
benefits whilst delivering sustained market 
leadership and premium positioning75.

    PILLAR 2

AUDIENCE CLARITY
Slack revolutionised workplace communication 
by deeply understanding collaboration pain 
points. As of 2024, Slack boasts an estimated 
32.3 million daily active users, demonstrating its 
widespread adoption and engagement across 
various industries and professional communities. 
Their research revealed teams wasted hours in 
email chains and fragmented conversations. 
This insight enabled category creation, with 
intuitive channels, conversation threading,  
and integrations, that felt natural to knowledge 
workers, resulting in rapid adoption and  
sustained growth76.

    PILLAR 3

BRAND IDENTITY
Salesforce’s cloud imagery, blue palette, and 
“Trailblazer” terminology reinforces their 
software-as-a-service positioning whilst 
building trust. The consistent visual language 
from Dreamforce events to product interfaces 
creates immediate recognition. Their Astro 
mascot and adventure-themed branding makes 
enterprise software approachable, differentiating 
from traditional corporate competitors whilst 
maintaining professional credibility and enabling 
premium positioning in competitive markets 
through distinctive brand recognition77.

    PILLAR 4

INTERNAL ALIGNMENT
ARM creates collaborative environments 
encouraging employees to contribute to cutting-
edge semiconductor advancements. Their culture 
of innovation attracts top engineering talent 
who genuinely believe in powering the world’s 
technology. This alignment translates to authentic 
advocacy and superior product development 
across mobile, automotive, and IoT markets 
whilst maintaining competitive advantage 
through engaged workforce and consistent brand 
representation78.
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    PILLAR 11

AGILITY / INNOVATION
NVIDIA demonstrated exceptional 
agility pivoting from graphics cards to AI 
computing leadership. Their rapid adaptation 
to machine learning demand enabled 
dominance in artificial intelligence markets 
whilst maintaining competitive advantage. 
Continuous innovation in GPU architecture 
and software tools creates new market 
categories through technological leadership, 
positioning them as essential infrastructure 
for AI development85.

    PILLAR 12

BRAND EXOSPECTION®

Zoom prioritises user experience by 
designing intuitive interfaces that reduce 
cognitive load during video calls. Their 
conscious design choices – like simple 
joining processes and clear audio controls – 
minimise stress in virtual communications. 
This Exospection® approach builds loyalty  
by genuinely improving remote work 
experiences rather than maximising 
engagement metrics, demonstrating 
authentic care for user welfare86.

    PILLAR 9

CUSTOMER EXPERIENCE
HubSpot generates high-quality leads through 
valuable educational content addressing 
marketing, sales, and service challenges. Their 
inbound methodology provides genuine value 
before selling, building trust with small and 
medium businesses. This engagement approach 
creates advocates who evangelise their platform, 
reducing acquisition costs significantly whilst 
building sustainable competitive advantage 
through content excellence83.

    PILLAR 10

EMPLOYEE ADVOCACY
Intel employees genuinely champion their mission 
to create world-changing technology improving 
lives globally. Engineers and researchers actively 
share innovations on social media and at 
conferences, creating authentic advocacy that 
resonates with technology partners. Their passion 
for advancing computing translates to credible 
external representation whilst attracting top talent 
who believe in technological progress84.
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EXTRAORDINARY 
RETAIL The retail landscape has fundamentally transformed 

from a transactional environment to an experiential 
ecosystem where emotional connection drives 
customer loyalty and premium pricing power. 

Today’s retail leaders understand that success 
transcends product availability and competitive pricing 
– it requires mastering the balance between digital 
innovation and human-centred experiences87.

Modern retail excellence demands sophisticated omnichannel 
orchestration, seamlessly integrating physical stores, digital 
platforms, mobile experiences, and social commerce into 
cohesive customer journeys. In an era where consumers 
can access virtually any product within hours, extraordinary 
retail brands differentiate through purpose-driven positioning, 
authentic storytelling, and genuine community building.

The retail brands that will thrive combine technological 
sophistication with emotional intelligence, creating shopping 
experiences that feel both effortlessly modern and genuinely 
human, whilst demonstrating authentic commitment 
to customers’ broader life aspirations and values.

TODAY’S RETAIL LEADERS UNDERSTAND 
THAT SUCCESS TRANSCENDS PRODUCT 
AVAILABILITY AND COMPETITIVE PRICING 
– IT REQUIRES MASTERING THE BALANCE 
BETWEEN DIGITAL INNOVATION AND 
HUMAN-CENTRED EXPERIENCES87
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EXAMPLES OF PILLAR EXCELLENCE IN  

RETAIL
    PILLAR 7

BRAND CONSISTENCY
McDonald’s demonstrates rigorous global brand 
standards enabling consistent experiences 
across 40,000+ restaurants in 100+ countries. 
This consistency has achieved 99% awareness 
in most markets while serving 70 million 
customers daily. Their unified brand approach 
maintains quality, service, cleanliness, and value 
standards worldwide whilst allowing local menu 
adaptations that respect cultural preferences94.

    PILLAR 8

BRAND CREATIVITY
John Lewis Christmas campaigns exemplify 
creative excellence building emotional connection 
while driving commercial results. The 2018 Elton 
John campaign generated 50+ million views, 
contributing to their strongest Christmas trading 
period. Their creative storytelling transforms retail 
advertising into cultural moments, generating 
organic amplification and emotional brand 
connection that drives both awareness and sales95.

    PILLAR 5

BRAND MEASUREMENT
Walmart demonstrates sophisticated 
measurement excellence through their Connect 
platform’s closed-loop attribution system. With 
4,600+ stores serving 90% of US households, 
Walmart tracks omnichannel customer behaviour, 
correlating online ads with in-store purchases. 
Their measurement sophistication enables 
optimised marketing spend across channels 
whilst demonstrating clear ROI through advanced 
analytics and customer journey mapping92.

    PILLAR 6

BRAND ACTIVATION
Nordstrom’s omnichannel activation excellence 
demonstrates seamless integration across all 
touchpoints. Their “store mode” app feature 
allows real-time inventory checking, item 
reservation, and personal shopper scheduling, 
connecting digital and physical experiences 
seamlessly. This integrated approach ensures 
consistent brand experience whether customers 
shop online, in-store, or through mobile, 
driving customer satisfaction and loyalty93.

    PILLAR 1

BRAND PROPOSITION
Patagonia exemplifies how authentic 
environmental purpose drives business success 
through their mission “We’re in business to save 
our home planet.” Since 1985, they’ve donated 
1% of sales (over $140 million) to environmental 
causes, proving purpose-driven business works. 
Their authentic commitment delivered remarkable 
results: sales quadrupled to $1 billion annually 
while maintaining premium pricing. In 2022, 
founder Yvon Chouinard donated the entire 
company to fight climate change, demonstrating 
ultimate brand-purpose alignment88.

    PILLAR 2

AUDIENCE CLARITY
Target demonstrates exceptional audience 
understanding through deep insights into 
suburban families and value-conscious 
consumers. Their “cheap chic” strategy directly 
responds to customer research showing demand 
for designer aesthetics at accessible prices. This 
clarity drives everything from product selection 
to designer collaborations with Jason Wu and 
Victoria Beckham. With 1,948 stores ranking #1 
in discount retail by Forbes, their audience clarity 
translates directly to market leadership and 
sustained growth in competitive retail89.

    PILLAR 3

BRAND IDENTITY
IKEA’s distinctive blue and yellow visual identity 
demonstrates powerful brand recognition 
through consistent Swedish heritage positioning. 
Their colour scheme mirrors the Swedish 
flag, reinforcing their “Scandinavian design” 
differentiation while the clean, minimalist 
aesthetic reflects their affordable furniture 
philosophy. IKEA’s identity consistency extends 
globally whilst maintaining core visual elements, 
enabling instant global recognition and immediate 
brand association90.

    PILLAR 4

INTERNAL ALIGNMENT
Southwest Airlines exemplifies powerful internal 
alignment through their legendary “people-first” 
culture. With 72,000 employees serving 140 
million passengers, they maintain remarkably  
high satisfaction through comprehensive profit-
sharing and employee recognition programmes. 
This alignment creates passionate internal 
advocates who deliver superior customer 
service, translating to industry-leading customer 
satisfaction and financial performance through 
engaged workforce commitment91.
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    PILLAR 11

AGILITY / INNOVATION
Ocado demonstrates exceptional agility through 
transformation from online grocery retailer to 
global technology platform provider. Their Smart 
Platform now powers operations for Kroger 
(US), Groupe Casino (France), and ICA (Sweden). 
This innovation capability positions them as 
leaders in retail automation whilst creating new 
revenue streams through technology licensing98

    PILLAR 12

BRAND EXOSPECTION®

Patagonia’s “Don’t Buy This Jacket” campaign 
represents pioneering Exospection® by 
encouraging conscious consumption during Black 
Friday. This counter-intuitive approach drove 
30% sales increase as customers appreciated 
authentic environmental commitment. Their 
Exospection® extends throughout their business 
model, demonstrating how brand responsibility 
can create competitive advantage through 
authentic concern for customer and societal  
well-being99.

    PILLAR 9

CUSTOMER EXPERIENCE
Sephora’s Beauty Insider programme 
demonstrates meaningful engagement driving 
extraordinary customer lifetime value. With 
25+ million active members globally, Beauty 
Insider members spend 15x more annually 
than non-members. Their engagement includes 
personalised recommendations, exclusive 
access, and beauty education, creating genuine 
community around shared beauty interests 
whilst driving commercial performance96.

    PILLAR 10

EMPLOYEE ADVOCACY
John Lewis & Partners exemplifies authentic 
employee ownership creating unmatched 
advocacy. As the UK’s largest employee-owned 
business with 70,000 Partners owning the 
company through trust structures since 1929, their 
employee ownership model creates passionate 
brand ambassadors. Partners genuinely 
champion the business because they share in 
its success, translating to superior customer 
service and authentic brand representation97.
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EXTRAORDINARY 
CONSUMER 
TECHNOLOGY

Consumer technology brands exist at the 
dynamic intersection of innovation and daily 
life, where breakthrough products reshape 
human behaviour whilst becoming integral to 
personal identity and social connection. 

These brands must navigate making sophisticated 
technology feel intuitive, essential, and emotionally 
resonant to diverse global audiences100.

Success requires mastering the balance between 
technical capability and human experience, 
demonstrating not just what devices can do, but how 
they enhance life, creativity, productivity, and connection. 
In a market saturated with functional alternatives, 
emotional differentiation becomes paramount.

Consumer tech brands achieving extraordinary status 
recognise that technology adoption is fundamentally about 
human behaviour change. They create experiences that 
feel magical rather than mechanical, combining innovation 
leadership with deep empathy for user experiences and cultural 
contexts. Their success stems from understanding that they’re 
enabling self-expression and facilitating relationships.

THESE BRANDS MUST 
NAVIGATE MAKING 
SOPHISTICATED 
TECHNOLOGY FEEL 
INTUITIVE, ESSENTIAL, 
AND EMOTIONALLY 
RESONANT TO DIVERSE 
GLOBAL AUDIENCES100
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EXAMPLES OF PILLAR EXCELLENCE IN  

CONSUMER TECHNOLOGY
    PILLAR 1

BRAND PROPOSITION
Meta’s mission to “connect people and give 
them the power to build community” guides 
development from social platforms to metaverse 
technologies. This clear purpose enables 
consistent decision-making across Facebook, 
Instagram, and VR investments, creating 
authentic connections that transcend traditional 
technology features whilst building sustainable 
competitive advantage through community-
focused innovation and user empowerment101.

    PILLAR 2

AUDIENCE CLARITY
Spotify’s algorithmic understanding combines 
music preferences with cultural context for 
genuinely intuitive experiences. Their research 
reveals listening patterns, mood correlations, and 
discovery behaviours that inform both product 
development and content curation. This deep 
insight enables personalisation that feels magical 
rather than intrusive through sophisticated 
audience understanding, driving user engagement 
and premium subscription growth102.

    PILLAR 3

BRAND IDENTITY
Samsung’s minimalist design language extends 
from smartphones to appliances to displays, 
creating cohesive brand recognition. Their clean 
aesthetic and innovation positioning distinguishes 
them from competitors whilst reinforcing premium 
quality perceptions. Consistent application across 
diverse product categories builds unified brand 
equity through systematic visual management 
and distinctive design philosophy103.

    PILLAR 4

INTERNAL ALIGNMENT
Sony creates collaborative environments 
encouraging employees to contribute to 
entertainment and technology convergence. 
Their culture of creativity attracts talent who 
genuinely believe in enriching lives through 
innovation. This alignment translates to authentic 
advocacy and superior product development 
across gaming, music, and electronics through 
shared creative vision and employee passion104.

    PILLAR 7

BRAND CONSISTENCY
Nintendo’s governance coordinates brand 
expression across gaming hardware, software, 
and entertainment experiences. Their family-
friendly positioning remains consistent across 
all platforms whilst enabling creative freedom 
in game development. This consistency 
builds trust among parents and gamers 
whilst reinforcing Nintendo’s unique position 
in entertainment gaming markets107.

    PILLAR 8

BRAND CREATIVITY
Nike’s “Just Do It” transcends footwear to embody 
achievement and determination through inspiring 
athlete storytelling. Their creative campaigns 
transform product features into human aspiration 
stories, generating cultural conversation whilst 
driving commercial success. This approach 
positions Nike as lifestyle inspiration rather 
than sports equipment manufacturer108.

    PILLAR 5

BRAND MEASUREMENT
Amazon’s brand value drives marketplace 
participation and Prime membership advantages. 
Their measurement sophistication tracks 
how brand equity correlates with customer 
lifetime value, seller adoption, and ecosystem 
growth. This data-driven approach enables 
strategic investment in brand-building 
activities that deliver measurable returns 
whilst reinforcing market leadership through 
consumer trust and seller confidence105.

    PILLAR 6

BRAND ACTIVATION
Tesla’s product launches coordinate global 
media, sustainable transport advocacy, and 
direct-to-consumer sales around innovation 
themes. Their integrated activation positions 
Tesla as essential partners in sustainable 
transportation whilst building relationships 
with environmentally conscious consumers. 
This omni-channel approach generates 
maximum impact through coordinated 
messaging and stakeholder engagement106.
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    PILLAR 11

AGILITY / INNOVATION
Netflix’s evolution from DVD to streaming 
to content creation demonstrates adaptive 
innovation in entertainment technology.  
Their rapid response to changing viewing  
habits enabled global expansion whilst 
maintaining user experience quality.  
Continuous platform innovation keeps  
them ahead of traditional and other  
technology competitors through a  
dedicated data-driven content strategy111.

    PILLAR 12

BRAND EXOSPECTION®

Apple’s Screen Time tools help users manage 
device usage, prioritising well-being over 
engagement metrics. Their conscious design 
includes features that reduce addictive 
behaviours and promote healthy technology 
relationships. This Exospection® approach builds 
long-term customer loyalty by genuinely caring for 
user welfare rather than maximising screen time 
or data collection112.

    PILLAR 9

CUSTOMER EXPERIENCE
TikTok’s algorithm creates engagement that 
transforms content consumption into creative 
participation. Their platform enables users to 
create, remix, and share content whilst building 
community around shared interests. This 
engagement model generates extraordinary  
user retention and advertiser interest through 
authentic user-generated content and viral 
distribution mechanisms109.

    PILLAR 10

EMPLOYEE ADVOCACY
Google employees’ belief in their mission to 
“organise the world’s information and make 
it universally accessible” creates passionate 
brand ambassadors who demonstrate authentic 
commitment. Engineers and researchers 
actively share innovations through conferences, 
publications, and social media, building credible 
external representation that attracts top talent 
and reinforces technological leadership110.
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DELOITTE’S 2025 CONSUMER 
PRODUCTS INDUSTRY 
OUTLOOK REVEALS THAT 
85% OF SURVEYED F&B 
EXECUTIVES INCREASINGLY 
ORIENT THEIR STRATEGY 
AROUND OCCASION-BASED 
SELLING – COMPETING 
AGAINST ALL SUBSTITUTES 
FOR SPECIFIC EATING 
OCCASIONS RATHER THAN 
TRADITIONAL CATEGORIES113

EXTRAORDINARY 
FOOD AND 
BEVERAGE

The food and beverage industry operates at 
the intersection of necessity and desire, where 
functional nutrition meets emotional satisfaction 
and cultural identity. F&B brands face the 
challenge of balancing health consciousness 
with indulgence, sustainability with affordability, 
and global appeal with local authenticity.

Deloitte’s 2025 Consumer Products Industry Outlook reveals 
that 85% of surveyed F&B executives increasingly orient 
their strategy around occasion-based selling – competing 
against all substitutes for specific eating occasions 
rather than traditional categories113. This represents a 
dramatic evolution from traditional category thinking, 
where brands now compete across all meal solutions.

Extraordinary F&B brands understand they’re not just feeding 
bodies – they’re nourishing relationships, creating rituals, 
and often becoming integral to personal and cultural identity. 
With 58% of consumers prioritising ingredient quality and 
nearly 60% being proactive about health, brands must deliver 
authentic value across multiple dimensions whilst navigating 
sophisticated supply chains and regulatory compliance.
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EXAMPLES OF PILLAR EXCELLENCE IN  

FOOD AND BEVERAGE
    PILLAR 7

BRAND CONSISTENCY
McDonald’s demonstrates rigorous global 
standards whilst enabling local menu adaptation 
across 100+ countries. With 40,000+ restaurants 
serving 70 million customers daily, their “golden 
arches” achieve 99% recognition whilst maintaining 
consistent core elements, proving consistency and 
local adaptation can coexist successfully120.

    PILLAR 8

BRAND CREATIVITY
Liquid Death exemplifies creative excellence 
through provocative anti-marketing messaging 
and heavy metal aesthetic. With $1.4 billion 
valuation and $260+ million revenue, their 
unconventional approach including Super 
Bowl commercials demonstrates authentic 
commitment to sustainability whilst building 
emotional connection with consumers 
appreciating irreverent humour121.

    PILLAR 5

BRAND MEASUREMENT
Unilever demonstrates measurement excellence 
through their Sustainable Living Plan tracking 
financial and environmental impact across Ben 
& Jerry’s, Knorr, and Hellmann’s. With £52 billion 
revenue across 190 countries, their sophistication 
enables optimised marketing spend whilst 
proving sustainable practices enhance rather than 
compromise business success118.

    PILLAR 6

BRAND ACTIVATION
Heineken’s omnichannel activation integrates 
sponsorship, digital platforms, and experiential 
marketing. Their Champions League sponsorship 
coordinates global messaging whilst enabling 
local customisation. With presence in 190+ 
countries and €28.5 billion revenue, this creates 
emotional connections between brand and 
celebration moments through sophisticated 
global orchestration119.

    PILLAR 1

BRAND PROPOSITION
Diageo’s “Celebrating life, every day, everywhere” 
purpose guides their global spirits portfolio 
from Johnnie Walker to Guinness across 180+ 
countries with £15.8 billion revenue. Their 
authentic commitment enables premium 
positioning whilst building emotional connections 
that transcend product benefits, particularly in 
emerging markets where celebration culture 
drives brand loyalty through consistent purpose-
led innovation114.

    PILLAR 2

AUDIENCE CLARITY
Nespresso demonstrates exceptional audience 
understanding of premium coffee enthusiasts 
valuing convenience, quality, and sophisticated 
experience. With 100+ million customers 
globally and £6.2 billion revenue, their research 
enables subscription models, exclusive boutique 
experiences, and limited-edition collections, 
resulting in remarkable customer loyalty and 
premium pricing power115.

    PILLAR 3

BRAND IDENTITY
Coca-Cola’s distinctive red branding and script 
logo creates immediate global recognition 
across 200+ countries. With 99% global 
brand recognition and £35 billion revenue, 
their consistent visual language from vintage 
advertising to modern campaigns enables instant 
brand recognition across diverse cultural contexts 
and premium pricing116.

    PILLAR 4

INTERNAL ALIGNMENT
Patagonia Provisions exemplifies internal 
alignment through their environmental mission 
extending into food. Employees genuinely 
believe in regenerative agriculture and creating 
products that restore natural systems. Their 
workforce becomes credible advocates for 
regenerative food systems, creating authentic 
external representation that resonates with 
environmentally conscious consumers117.
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    PILLAR 11

AGILITY / INNOVATION
High Noon demonstrated exceptional agility 
pivoting to ready-to-drink innovation leadership 
through understanding consumer behaviour 
changes. Their rapid RTD response enabled 
explosive growth to top-3 US spirits-based 
RTD with 4.9 million cases sold, proving agility 
drives extraordinary growth in competitive 
alcohol markets124.

    PILLAR 12

BRAND EXOSPECTION®

Seedlip prioritises conscious consumption 
creating sophisticated non-alcoholic spirits 
that reduce decision complexity for mindful 
drinkers. Their conscious design choices 
help customers enjoy sophisticated drinking 
rituals without compromising wellness goals, 
building loyalty by genuinely improving social 
drinking experiences for the sober-curious 
movement125.

    PILLAR 9

CUSTOMER EXPERIENCE
Hawkstone demonstrates meaningful 
engagement through Jeremy Clarkson’s authentic 
farm-to-can storytelling around British agriculture. 
With 142.88% sales growth and £8 million 
turnover, their farm documentary integration 
and transparent British farming education builds 
loyalty whilst expanding globally through celebrity 
endorsements122.

    PILLAR 10

EMPLOYEE ADVOCACY
Whole Foods Market employees genuinely 
champion their “nourish people and the planet” 
mission through authentic passion for organic 
farming and nutrition education. With 500+ stores, 
their employee knowledge becomes a competitive 
advantage in premium grocery retail, creating 
authentic brand representation competitors 
struggle to replicate123.
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EXTRAORDINARY 
PROFESSIONAL 
SERVICES

UK LAW FIRMS ADVISED ON 
MERGERS AND ACQUISITIONS 
VALUED AT MORE THAN £450 
BILLION IN 2023, MAKING UP 
NEARLY 30% OF ALL EUROPEAN 
M&A ACTIVITY, WHILST 
MANAGEMENT CONSULTING 
REVENUE ALMOST DOUBLED 
FROM £10.56 BILLION IN 2018 TO 
£20.4 BILLION IN 2023, MAKING 
THE UK THE WORLD’S SECOND-
BIGGEST CONSULTING MARKET126

The professional services sector operates at 
the critical intersection of expertise and trust, 
where knowledge becomes the primary currency 
and reputation determines market value. 

UK law firms advised on mergers and acquisitions 
valued at more than £450 billion in 2023, making 
up nearly 30% of all European M&A activity, whilst 
management consulting revenue almost doubled from 
£10.56 billion in 2018 to £20.4 billion in 2023, making 
the UK the world’s second-biggest consulting market126.

Success requires building extraordinary brands that transcend 
traditional service delivery, creating distinctive market 
positions based on intellectual capital, relationship depth, 
and proven results. The most successful firms understand 
they’re providing strategic partnership, risk mitigation, and 
transformational guidance that drives client success. 

In a market characterised by intense competition and 
evolving client expectations, brand strength becomes 
decisive in winning high-value mandates, attracting 
top talent, and commanding premium fees whilst 
navigating more than 40,000 unfilled technology 
positions driving unprecedented skills investment.
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EXAMPLES OF PILLAR EXCELLENCE IN  

PROFESSIONAL SERVICES
    PILLAR 7

BRAND CONSISTENCY
PwC launched its new “So You Can” brand 
positioning in 2025, refreshing its identity for the 
first time in 14 years133. The Nike-style campaign 
demonstrates brand consistency by maintaining 
empowering client messaging across all markets 
whilst updating visual systems for technology-
driven service delivery.

    PILLAR 8

BRAND CREATIVITY
Arup showcases creative brand expression 
through its involvement in complex engineering 
projects like the Sydney Opera House, using 
innovative computer calculations for structural 
design134. The firm’s reputation for undertaking 
challenging projects creates distinctive 
intellectual property that clients associate 
specifically with Arup’s engineering capabilities.

    PILLAR 5

BRAND MEASUREMENT
RSM reported the highest fee per partner at £3.9 
million in 2024, demonstrating sophisticated 
measurement of brand value creation131. The firm 
tracks performance across 134 partners globally, 
correlating brand strength with premium pricing 
power and client retention across multiple  
service lines.

    PILLAR 6

BRAND ACTIVATION
BDO achieved 16% growth in 2024 through 
systematic brand activation including strategic 
acquisitions like Alpern Rosenthal132. Each 
acquisition strengthens BDO’s capabilities across 
Pittsburgh and Florida whilst maintaining unified 
branding and coordinated service delivery that 
reinforces the global network’s positioning.

    PILLAR 1

BRAND PROPOSITION
Deloitte reinforced its position as the world’s most 
valuable commercial services brand in 2024 with 
a 21% brand value increase to $41.8 billion127. The 
firm’s purpose “to make an impact that matters” 
drives all strategic decisions, distinguishing it in 
client service and talent attraction across 457,000 
employees globally. 

    PILLAR 2

AUDIENCE CLARITY
Grant Thornton achieved £654 million in  
UK income in 2024, specifically targeting  
mid-market clients with deep sector knowledge 
across financial services, healthcare, and 
technology128. The firm’s specialised industry 
teams provide tailored solutions based on  
unique client challenges, demonstrating 
sophisticated audience segmentation  
beyond traditional demographics.

    PILLAR 3

BRAND IDENTITY
Zaha Hadid Architects maintains its position as 
the most popular UK architecture practice on 
social media with 3.1 million followers across 
platforms in 2025129. The firm’s distinctive visual 
identity and groundbreaking design approach 
create instant brand recognition, with its name 
synonymous with architectural excellence and 
innovation globally.

    PILLAR 4

INTERNAL ALIGNMENT
McKinsey & Company’s focus on C-suite 
executives demonstrates exceptional internal 
alignment, with all consultants beginning as 
generalists before specialising130. The firm’s 
research publications and Global Institute reports 
ensure consistent messaging across 14,000 
consultants worldwide, maintaining unified 
expertise standards and client approaches.
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    PILLAR 11

AGILITY / INNOVATION
EY launched “The Face of the Future” AI 
campaign in 2023, featuring over 200 
employees to demonstrate rapid adaptation 
to artificial intelligence trends137. The creative 
campaign showcased EY’s ability to quickly 
pivot brand positioning around emerging 
technologies whilst maintaining human-centric 
professional service values.

    PILLAR 12

BRAND EXOSPECTION®

Herbert Smith Freehills launched “10 Actions 
for Change” diversity framework in 2022, 
demonstrating conscious responsibility for 
industry-wide inclusion rather than internal 
metrics alone138.The law firm’s participation in 
NOTICED, the UK’s first inter-law firm diversity 
network with thirteen City firms, shows 
awareness of how brand actions impact 
broader professional community well-being 
and workplace culture.138

    PILLAR 9

CUSTOMER EXPERIENCE
Slaughter and May maintains premium 
positioning through selective client engagement, 
focusing on UK-centric operations with sky-high 
profit per equity partner135. The firm’s approach 
to customer experience prioritises quality over 
volume, building deep relationships with elite 
decision makers who view Slaughter and May  
as exclusive strategic partners.

    PILLAR 10

EMPLOYEE ADVOCACY
BCG’s Digital Acceleration Index programme 
creates powerful employee advocates 
through specialised training in digital maturity 
assessment136. The firm’s consultants become 
credible ambassadors for digital transformation 
capabilities, using the 42-category framework 
across 11,500+ companies to demonstrate  
BCG’s innovation leadership.
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EXTRAORDINARY 
HOSPITALITY

THE UK HOSPITALITY MARKET IS 
VALUED AT USD 61.23 BILLION IN 
2025 AND IS FORECAST TO REACH 
USD 72.76 BILLION BY 2030, 
EXPANDING AT A 3.51% CAGR, 
WHILST THE SECTOR DIRECTLY 
CONTRIBUTES £93 BILLION 
ANNUALLY TO THE ECONOMY  
AND EMPLOYS 3.5 MILLION 
PEOPLE AS THE UK’S THIRD 
LARGEST EMPLOYER139

The hospitality sector operates at the complex 
intersection of service excellence, emotional 
connection, and operational efficiency, where 
success depends on consistently delivering 
memorable experiences across every touchpoint. 

The UK hospitality market is valued at USD 61.23 
billion in 2025 and is forecast to reach USD 72.76 
billion by 2030, expanding at a 3.51% CAGR, 
whilst the sector directly contributes £93 billion 
annually to the economy and employs 3.5 million 
people as the UK’s third largest employer139.  

This encompasses hotels, restaurants, pubs, catering services, 
and entertainment venues that must navigate volatile cost 
pressures, labour shortages, and rapidly evolving consumer 
expectations whilst maintaining profitability and growth.

Success requires building extraordinary brands that 
transcend traditional hospitality delivery, creating distinctive 
market positions based on exceptional service culture, 
authentic experiences, and consistent value delivery. The 
most successful hospitality brands understand they’re 
not just providing accommodation or meals – they’re 
creating lasting memories, facilitating human connections, 
and often serving as integral parts of customers’ most 
important life moments and business activities.
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EXAMPLES OF PILLAR EXCELLENCE IN  

HOSPITALITY
    PILLAR 7

BRAND CONSISTENCY
Marriott International demonstrates exceptional 
consistency through rigorous global standards 
and quality assurance. Their comprehensive 
guidelines, standardised procedures, and regular 
audits maintain uniform service delivery, whilst 
Marriott Bonvoy creates consistent guest 
experiences across all brands and locations146.

    PILLAR 8

BRAND CREATIVITY
Hotel Indigo stands out through neighbourhood-
inspired design philosophy. Each UK hotel reflects 
local heritage including former power stations, 
Victorian department stores, and Georgian 
terraces with bespoke elements like haberdashery 
reception desks, transforming standardised 
experiences into locally-relevant stays147.

    PILLAR 5

BRAND MEASUREMENT
Accor SA implements comprehensive brand 
measurement across their UK portfolio including 
Ibis, Pullman, and Mercure brands. They track 
RevPAR, satisfaction scores, engagement metrics, 
and digital rates, enabling data-driven decisions 
about investments, improvements, and marketing 
effectiveness across diverse properties144.

    PILLAR 6

BRAND ACTIVATION
Greene King excels through community-centred 
pub management and local marketing. They 
sponsor local sports teams, host community 
events, and partner with local breweries, 
demonstrating effective activation through 
genuine community engagement rather than 
generic advertising, creating loyalty bonds145.

    PILLAR 1

BRAND PROPOSITION
Premier Inn has established itself as the UK’s 
largest hotel brand through its clear proposition 
of “Everything’s Premier but the price.” With 
over 850 hotels, Premier Inn delivers consistent 
quality through comfy beds, free Wi-Fi, and 
their Good Night Guarantee, proving clear 
propositions dominate competitive markets140.

    PILLAR 2

AUDIENCE CLARITY
McDonald’s UK demonstrates extraordinary 
audience clarity through segmented approaches 
to families, professionals, late-night customers, 
and health-conscious consumers. Their 
targeted marketing, location-specific offerings, 
and varied service models ensure relevant 
experiences across 1,270+ UK locations 
through precise audience understanding141.

    PILLAR 3

BRAND IDENTITY
Hilton showcases powerful brand identity 
through sophisticated visual consistency across 
all touchpoints. Their blue and silver palette, 
typography, and “For the Stay” positioning create 
immediate recognition whilst ensuring guests 
experience Hilton quality across luxury Waldorf 
Astoria to budget Hampton properties142.

    PILLAR 4

INTERNAL ALIGNMENT
The Ritz London exemplifies internal  
alignment through comprehensive staff training 
ensuring every employee embodies luxury 
service standards. Their “Ladies and Gentlemen 
serving Ladies and Gentlemen” motto permeates 
all training, creating unified culture guests 
experience as seamless luxury across  
all departments143.

111110



    PILLAR 11

AGILITY / INNOVATION
Travelodge shows remarkable agility through 
rapid adaptation to changing conditions. 
Despite budget constraints, they’ve 
innovated through strategic partnerships, 
digital enhancements, and flexible pricing, 
maintaining market position through 
competitive pricing and convenient locations 
via strategic focus150 .

    PILLAR 12

BRAND EXOSPECTION®

The Ned London exemplifies responsible 
branding by addressing information 
overload through curated experiences 
rather than overwhelming choice. Located 
in a restored banking hall, they create 
calm environments encouraging genuine 
connection, emphasising quality over quantity 
in amenities and activities151.

    PILLAR 9

CUSTOMER EXPERIENCE
Whitbread demonstrates sophisticated 
engagement through multi-channel approaches 
across Premier Inn, Hub, and ZIP formats.  
Hub targets urban millennials with smart 
technology whilst ZIP appeals to budget 
travellers, ensuring relevant engagement through 
targeted social media and personalised offers148.

    PILLAR 10

EMPLOYEE ADVOCACY
InterContinental Hotels Group leverages 
employee advocacy through comprehensive 
career development and communications.  
They invest in training, diversity initiatives, 
and flexible arrangements creating genuine 
satisfaction, enabling employees to become 
authentic advocates sharing growth stories  
that enhance recruitment149.
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UNCOVER, UNLOCK AND 
UNLEASH YOUR BRAND’S 
EXTRAORDINARY
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