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BRAND ENGAGEMENT 4.0 
The Era of Human Connections



We live in a new “Engagement 
Economy” – a digital future where  
everyone/thing is connected. 

STEVE LUCAS
CEO, Marketo
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NEW STRATEGIES FOR ENGAGEMENT
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Welcome to the era of B2ME 
marketing. Rapidly changing B2B 
buyers’ expectations are driving 
the need for B2C-like experience. 



Brand is not what you say it is. 
It’s what they say it is.	

MARTY NEUMEIER
The Brand Gap
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WHAT IS A BRAND?

It’s NOT a logo, or a tagline, or an identity system.
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WHAT IS A BRAND?

A brand is an expectation of experience and a  promise 
delivered.
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BRAND ENGAGEMENT THEN AND NOW
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BRAND PERSONALITY VS. BEHAVIOR

++ Your brand personality must be in alignment with your 

culture and attract the “right” customers and employees

++ Your brand behavior must adapt to what’s expected for 

each communication channel
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BRAND PERSONALITY WORKSHEET
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PERSONALITY	 VISUAL & COPY STYLE

Casual, Accessible, Fun	 Informal, open, approachable,  

	 personable

Edgy, High-Energy  	 Modern, trendy – needs to be  

	 refreshed more often

Corporate, Traditional	 Symmetrical, conservative,  

	 timeless 

Exclusive, Smart	 Sophisticated, high-end, formal
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BRAND BEHAVIOR

LinkedIn: A business networking event 

Facebook: A happy hour attended by professionals

Twitter: An NPR and The Daily Show sandwich 

YouTube: A TED talk with a Sundance Film festival after-party

Blog: A summit designed to provoke debate 

Email: A workshop series hosted by your firm and financed 

by your audiences 



All content and graphics ©Substance151, Benefit LLC. Do not use or reproduce without  permission.

Source: The State of Engagement 2017 | Marketo

TOP DIGITAL CHANNELS FOR ENGAGEMENT

79%
EMAIL 

MARKETING

60%
FIRM’S 

WEBSITE

35%
SOCIAL 
MEDIA
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CUSTOMER  

Does your firm:

++ Collect customer feedback and share it firm-wide? 

++ Know the actual people behind your CRM data?

++ Understand its customers’ communications habits  

and preferences?
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Male
Born in 1948

Grew up in England
Married for the 2nd time 

Vacations in the Alps
Wealthy

Likes Dogs

Prince Charles

Male
Born in 1948

Grew up in England
Married for the 2nd time 

Vacations in the Alps
Wealthy

Likes Dogs

Ozzy Osbourne
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CUSTOMER LIFECYCLE JOURNEY
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ALIGN MESSAGE AND CONTENT TO JOURNEY

PRE-SALE SALE POST-SALE

Awareness Consideration Purchase Retention Advocacy

Educate

Increase Visibility

Prove Expertise

Confirm & Reinforce 

Understanding 

Provide Solution(s)

Prove It’s the Best 

Solution

Reassure That  

Your Firm Is the 

Right Choice

Deepen 

Relationship

Create 

Additional 

Value

Upsell and 

Cross-Sell

Delight
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PERSONALIZE MESSAGE AND CONTENT

Engage the right audience with the right message at the 

right time through the right channel – every time.



Creating a customer-centric,  
engaging brand requires looking 
at the brand through the eyes of 
your customers.
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ENGAGEMENT IS HUMAN

++ Develop engaging tone and style for your design and 

message 

++ Use content marketing, thought leadership and corporate 

citizenship to connect with your audiences

++ Engage through video, social media and effective 

storytelling
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Companies should be striving 
to create a great place for great 
people to do great work. 

MARILYN CARLSON
Carlson Companies
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BRAND-BASED CULTURE 

Exceptional brands attract exceptional talent. How do you 

create a brand that everyone wants to work for?

++ Know what you stand for (brand purpose)

++ Live your brand out loud!

++ Hire those who share your purpose, care about your 

values and fit your culture



If you hire people who believe 
what you believe, they’ll work for 
you with blood, sweat and tears. 

SIMON SINEK 



© 2009–2018 - Zappos.com, Inc. 

Our number one priority is company culture. If you get the 

culture right, most of the other stuff like ... great customer 

service or ... a long-term enduring brand will just happen 

naturally on its own. —Tony Hsieh, CEO, Zappos
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ENGAGING BRAND IS: 

++ Memorable

++ Authentic

++ Personable

++ Connecting

++ Human

++ Customer-focused

++ Relevant

++ Meaningful 

++ Adaptive

++ Always evolving



www.substance151.com

brand@substance151.com


