
2015: A Marketer’s 
Retrospective



Whether you’re a CMO or a content marketer, a front-end engineer or a 

designer, the technological developments and creative ideas that defined 

2015 are likely to have touched your role in some way or the other. 

This collection of some of our most thought-provoking blog content focuses 

on those trends that shaped marketing as we know it. One of the biggest 

topics was the debate around ad blocking and the ever-increasing choices 

consumers today have to engage — or entirely ignore — brands. With brands 

engaged in a battle for attention, it’s important to assess what brand will 
mean in 2016: from the outside as well as the inside. 

We hope these essays provide you with food for thought and actionable 

insight as you plan your creative campaigns for 2016.

A look back at 2015 



Inside this collection

Defining Brand Identity 
We open with an essay on the defining elements of brand identity: from 

company values to the design elements of branding, there’s several factors  
to be taken into consideration when defining your brand. 

Be Distinctive,  Not Different: 
Marketing science proves that it’s distinctiveness, not differentiation,  
that sets the best brands apart from the rest. We debunk marketing myths  
to explain this further. 

Work Culture: The Inward Elements of a Brand 
Your work culture is your brand, too: how you interact with and treat your 

employees can have implications for how you’re perceived externally. 

How Ad Blocking Redefines the Standards for Creativity 
The choice to block ads comes with several implications for the relationship 

between consumers and brands, not least of them being a new set of standards 

for originality in advertising.



How Ad Blocking Redefines the Standards for Creativity
— Mihika Barua



PageFair and Adobe | 2015 Ad Blocking Report
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Choice is a powerful thing, and as technology advances we keep getting more 

of it. We’ve witnessed the move from a society where brands presumed their 
right to communicate with consumers, to one where consumers have the 

choice to filter through the noise. It took less than ten years from when the 

first mobile ad platform brought banner ads to mobile screens, to having 144 

million people globally using software to block those ads. The choice to block 

ads online is a relatively new one — especially on mobile — but it comes with 

several implications for the relationship between consumers and brands, not 

least of them being a new set of standards for originality in advertising. 

Understanding why ad blocking is here to stay has a lot to do with why we 

adopt new technology. Historically, critical mass occurs when about 15 
percent of households or users adopt a new consumer medium or technology. 

Business opportunities arise from these new technologies: social media laid 

the ground for hundreds of businesses, and smartphones have opened up  
the universe of mobile apps, many of which are standalone companies.  
Similarly, the business of ad blocking has been catalyzed by smartphones  
and social media. 



Adults Use Their Smartphones More Than All Other Devices…

Recently released mobile news apps like Facebook’s Instant Articles and 

Twitter’s Project Lightning promise readers news curated using social 

algorithms, instantly promising a more personalized reading experience.

Much of the debate has centered around publishers’ livelihoods being 

threatened, and the ethics of blocking revenue-generating ads in favor of a 

“cleaner” web experience. But these arguments risk losing sight of the bigger 

picture, which is more than an ethical argument about funding free 

journalistic content. The bottom line is that people won’t stop blocking ads  
any time soon, launching us into a new phase in the history of how brands 

communicate with consumers. There’s two major pieces to this puzzle:  

the move to a mobile-first world, and the new standards for content that  

have come along with it. 

SELECTIVITY IN THE SMARTPHONE ECONOMY 

Smartphones have brought with them a new expectation of privacy: as mobile 

is increasingly the first touchpoint for online behavior, Internet behavior has 

moved to a more private, handheld domain. Tracking codes and social media 
integrations allow brands to find their ways into mobile browsers, causing 

privacy concerns for consumers — and triggering the download of ad blockers. 

As exponentially more people use mobile as the first screen for online 

browsing, reading, payments, and purchase, they will come to expect new 

standards of quality from their mobile browsing experience: including the 

content they encounter. 
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STANDARDS 2.0 

But what emerged from this were new transactional models: this time between 

ad-blocking apps and brands to determine which ads make the cut, and which 

ones don’t. Acceptable Ads is an initiative started by Eyeo, the company that 

makes AdBlockPlus, the world’s most popular ad blocking tool. Its manifesto, 
co-signed by several Internet companies including Reddit, boldly states that it 

isn’t anti-advertising; it just wants to reverse the “vicious cycle” of declining 

click-through rates and “obtrusive and annoying” online ads. By giving 

consumers the choice to “whitelist” the ads they want to see, they are seeking a 

compromise between brand and audience — one in which the scales might tip 

in favor of the consumer. 

So why do we care? Companies have paid third parties for promotions for as 

long as we can remember. But now, there’s a new arbiter for quality here:  
the ad blocker. It isn’t enough for ads to go through the entire creative 
development process, they now have to pass a final screen after they’ve gone 

live: ads that, according to the Acceptable Ads standards, are “effective  
without shouting at us”.

It shouldn’t come as a surprise then, that the world’s second largest 

smartphone manufacturer enabled ad blocking in its latest operating system 

update. Apple’s move to allow third-party ad blockers in Safari in iOS 9 opened 

the floodgates for an entire market of ad-blocking apps. Since mobile Safari 
makes up 52 percent of the mobile browsing market, and 14 percent of total 

web browsing, it’s no surprise that publishers were panicking.

Global Share of Mobile Ad Blocking by Browser (Q2 2015)
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CONTENT = ADVERTISING FOR THE LONG TERM 

These changes are further driving the convergence between ads and content, 

something we have been seeing for a while. Native advertising is one of the 

byproducts of this convergence, offering publishers an alternative revenue 

stream to interruptive ads. 

By giving consumers the choice to “whitelist” the ads they want to see, they are 

seeking a compromise between brand and audience — one in which the scales 
might tip in favor of the consumer. So why do we care? Companies have paid 

third parties for promotions for as long as we can remember. But now, there’s a 

new arbiter for quality here: the ad blocker. It isn’t enough for ads to go 

through the entire creative development process, they now have to pass a final 

screen after they’ve gone live: ads that, according to the Acceptable Ads 

standards, are “effective without shouting at us”. 

This means brands will need to revisit the metrics they evaluate their 

advertising on. The short-term success of ad clicks will be replaced by more 

meaningful, longer-term metrics. As Martin Weigel, who spoke at our 
Transition conference earlier this year, put it, “Short-term data leads to short-

term perspectives, short-term objectives and short-term strategies.”  
Data like click-throughs can be compiled in real time to assess brand reach, 

but research has shown that it’s long term campaigns that grow sales volume.  
As marketers reassess priorities, there are a few strategies that should be  
on their radar.



We know that, contrary to popular belief, good advertising targets broader 

reach rather than frequency of exposure, so serving someone a banner ad for 

your product every time they log onto Facebook is probably less effective than 

targeting them with an informative or entertaining piece of content within 

their news feed. Publishers are making way for this new type of editorial, from 

digitally-forward Buzzfeed who refers to them as “brand publishers” on its 

site, to the New York Times’ T-Brand Studio with its visual-heavy, long-form 
branded content. 

Other publishers like The Washington Post are taking a proactive stance 

against ad blocking and redirecting readers with active ad blockers to their 

subscription page. This move underscores that advertisements are crucial to 

publishers’ revenue, but with a vast menu of news sources to choose from, 

readers may just be tempted to switch their loyalties to a publisher that 

supports ad blocking. 

Whether these changes mean refocusing budgets towards more effective 
advertising, or reevaluating the metrics on which they evaluate success, 

brands have to reconfigure their approach to ads. So instead of mourning the 

banner ad, marketers should celebrate the emergence of a new set of standards 

for higher quality creative.

Social native ads will account for the largest share of native ad revenue

Source: BI Intelligence
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— Christy MacLeod

Defining Brand Identity



IF BRAND ISN’T MARKETING, THEN WHAT IS IT? 

A brand isn’t a just product either. A brand is a distinct entity that lives outside 
of the product or the consumer need. It’s everything that an organization 

stands for and how it expresses that. It is the sum of every interaction people 

have with the entity, organization, or person. A brand logo doesn’t mean 

anything without the context of the brand’s story and the perceptions people 

have of it. Or as Percolate CEO Noah Brier once wrote,

We talk about brands all the time here. We’re fascinated with them, but it 

struck me recently that nowhere in all of the blog posts or white papers have 

we taken a moment to explicitly define the elements of brand. Doing so might 
explain our (healthy) obsession with brands and brand management. The 

dictionary definition falls short of explaining what “brand” means, so I’ll 

attempt to explain what we’re talking about. 

WHAT DO WE MEAN WHEN WE SAY ‘BRAND’? 

First, a definition: a brand is an idea system, a network of associations that 

represent any entity, organization, or person. 

To be clear, a brand isn’t just marketing. It’s not a logo or set of fonts and colors. 

It’s an integral part of the strategy and operations of an organization—

extending far beyond marketing. Companies with the greatest market share, 

are also the companies with the greatest brands. INSEAD professor of 

marketing, J.C. Larrech’s research articulates how strong branding doesn’t 
come from marketing alone. He found that marketing spend didn’t actually 

determine growth. Between 1985 and 2004, of the Fortune 1000 brands that 

actually decreased their marketing spend delivered higher growth in market 

capitalization (80% greater than the Dow Jones). Those companies 

operationalized brand. It became core to their business strategy.

“Brands live in people’s heads. They are  
the sum total of perceptions about them.”

Building a brand therefore comprises two things. First is defining a brand 

identity, the story that will resonate and serve as your brand criteria—  
a set of rules that define what is and is not “on-brand.” Second is executing  
on that brand identity and extending a top-of-mind brand presence with your 
target audience—establishing a brand identity firmly in the minds of  
a greater public.



The first piece, brand identity, brings together what we refer to as “brand 

pillars” for the company. Those pillars are the mission, values, purpose, 

positioning, voice, tone, look and feel. These become your compass—the lens 
through which you evaluate all decisions at every level of the organization. 

The second piece, “brand management,” is where you build out your brand 

presence, facilitating every interaction that adds up to brand. Brand 

management is the strategy and executions that express those brand pillars.  
It ensures that every interaction reflects each facet of your brand—whether 

those interactions are with customers, vendors, investors, press or employees. 

We spend a lot of time thinking and writing about this second piece. We think 

that technology is the the best way to manage brand through an increasingly 
complex marketing landscape. We think that systems enable creativity, 

coverage, and consistency in brand management. 

But you have to have a brand to manage before you get to all that. That’s why  
I want to take the opportunity to expand on the first piece of brand building: 

What are your brand pillars that together define your brand identity?

MISSION 

A brand mission is the essence of a business’ goals and the philosophy 

underlying them. 

I like Nike’s mission statement. When you think about Nike’s investments and 

strategic decisions—from advertising to product design—through the lens of 

its mission, they  all make sense: 

“Bring inspiration to every athlete* in  
the world.* if you have a body, you are  
an athlete” 

Nike’s mission sets the tone for the rest of its brand pillars discussed below. 

There’s a reason why Nike has such a valuable brand. It consistently delivers 

on this mission through its brand pillars and their expressions. You’ll see how 

in a few of the examples below how through each brand pillar, Nike builds on 

and reaffirms this mission.



VALUES 

Values are the set of guiding principles that stand alone in 

value and importance to the entire organization. 

Values are what form culture. They guide decisions.  
They inform a product roadmap or service delivery.  
At Percolate, we see our values as our guiding path to scalable 

and sustainable growth. As James and Noah have written in 

the past on the Percolate values, “We believe the only way to 

scale out Percolate is to distribute decision making out to the 

edges. That means we ask each and every person in the 

company to make decisions on behalf of the organization on  
a regular basis, without necessarily going to their manager to 

get advice or approval. Their guide instead must be the 

company’s culture.” 

We have our values hanging in every office at a reminder of 

their importance in our day-to-day.



VISION 

Vision states what is essential to preserve and what future the organization is 

progressing toward. The Harvard Business Review explains vision as having 

two parts: the ideology and the predicted future. That means a vision has to 

speak to both a company’s current mission and purpose as well as what it 

aspires to be or achieve in the future. In other words, vision sets a destination 

and plots the path to get there. 

That said, you also don’t necessarily start with the end game.  Percolate  
didn’t start with the vision to build The System of Record for Marketing; we 

started with a vision for helping brands communicate better to execute 

marketing better. That vision eventually led to the development of what we 

abbreviate to TSOR.

PURPOSE 

Purpose is more than an organization’s output or target customers; it’s the  
soul of the organization—its raison d’etre. Purpose is the whole reason why an 
organization exists. It should reflect why every employee gets out of bed in the 

morning and their motivation for doing the work. As with each of these other 

elements, the purpose should be clearly observed in every brand expression, 

because it gives your audience a reason to care. 

Back to the Nike example, the company’s stated purpose is, “To experience the 

emotion of competition, winning, and crushing competitors.” This emotion, 

winning spirit, and excitement to run hard at being best is felt throughout the 

company. It’s what gets people enthusiastic about the brand. It’s the reason 

why my best friend texted me photos of famed Coach John Thompson Jr.’s 
bust on the Nike of Walk of Fame when she visited the Nike campus. She knew 

I was a Georgetown Basketball fan, but she also felt the excitement of that 

winning feeling permeating the world headquarters in Beaverton and wanted 

to share that.
A vision has to speak to both a 
company’s current mission and 
purpose as well as what it aspires 
to be or achieve in the future.



POSITIONING 

Positioning explains how your offering contributes to your purpose. Mission, 

values. vision, and purpose really define strategy across the organization—

giving way to a brand promise. They help set product roadmaps and define HR 

policies. Positioning is really about ensuring that all activities across the 

company ladder up to that brand promise. 

Salesforce’s Marc Benioff explains it well, “Every experience you give a 

journalist or potential customer must explain why you are different and 

incorporate a clear call to action. This does not require a large team or big 

budget; it just requires your time and focus.”

VOICE + TONE 

Your voice and tone establishes the credibility of your vision, purpose, and 

positioning through communication. The voice and tone of your brand  
(along with the look and feel, discussed below) may seem cosmetic but it  
backs up your brand pillars, fitting with the brand vision, purpose, and 

positioning. Think of Walt Disney’s values which include optimism, 
storytelling, and even mention being able to laugh. The Disney voice and  
tone are consistent with the whimsy and excitement of the company ethos  
set by the vision, purpose, and positioning. 



LOOK + FEEL 

A brand’s look and feel is a common spirit uniting and creating consistency 

across executions. The look and feel of a brand are all the company’s visual 

assets that express the voice and tone of the brand. Coming back to Nike once 
again. Nike’s swoosh expresses movement. Their photography is always hi-def, 

close up and personal. Nike ads feels very alive, as if you are right next to the 

athlete at the starting blocks and crossing the finish line. 

We talk about design a lot because we think it is incredibly important to brand. 

Our communications design team puts a lot of effort into everything from our 

webpages and sales collateral to the art hanging on our walls to actually-cool 

company swag. Having that visual expression of brand not only creates 

company pride, but it creates a consistent identifier for your customers. 

Brand identity is only the first part of brand building. Defining them is a the 

easy part. Creating these brand pillars, executing against them, and 

maintaining a culture and strategy that consistently adheres to them is the 

hard part. That’s why we’re fascinated. We’re fascinated that an intangible idea 

can build billion dollar companies, loyal customer bases, and proud employee 

alumni networks.



— Kat Gebert 

Be Distinctive, Not Different



For example, consumers will likely rate companies A, B, and C similarly on 

attributes such as how trustworthy or efficient they are and their rapport or 

relevance. Not only that, but the attributes consumers associate with 

particular brands tend to overlap with those of other brands. In other words, 

category leaders aren’t associated with unique attributes: Lenovo stands just 

as much for “innovation” in consumers’ minds as Toshiba does. 

This isn’t to say that there are no differences in perception. Obvious functional 

aspects of a brand are reflected in perception surveys: Chinese brands are 
perceived as Chinese, German brands as German, and luxury brands as luxury.

A few weeks ago, we set out to bust a number of marketing myths. We’re now 

on the third of our five-part series, using hard science to set a few things 

straight (make sure to check out parts one and two). We’ve been drawing on 

Byron Sharp’s work at the Ehrenberg-Bass Institute to help explain how 

brands can grow to become market leaders. Our last essay looked at brands’ 

customer bases and established mass marketing as an effective strategy for 

long-term brand growth. In this essay, we’ll be breaking down the difference 

between differentiation and distinctiveness, and which of the two unlocks the 

potential for true brand innovation. 

BRAND DIFFERENTIATION ISN’T THE KEY 

What is brand differentiation? For years, marketers have been told to 
differentiate themselves, lest their brand face eternal doom. Differentiation  
is the idea that there is a different perceived meaning behind every brand—  
the key here being perceived, whether or not the brand meaning is actually 

different. In other words, if consumers do not perceive a difference,  
it may as well not be there. Sharp explains differentiation as the “reason to 

buy” for the consumer. Academics have touted that brands will only succeed  
if their consumers perceive them as different from their competitors;  
however, research has shown that brand perception scores actually tend  
to be quite similar.

The attributes consumers 
associate with particular 
brands tend to overlap with 
those of other brands. 

https://blog.percolate.com/2015/09/be-distinctive-not-different/


In 2012, a well-respected communications journal published a case study on  
a forestry service in the U.S., identifying a lack of brand differentiation as the 

reason for their demise. They wrote that the forestry brand "lacked 

differentiation from similar organizations," with participants sometimes 
unable to distinguish between the organizations. Interestingly enough, the 

journal extended this finding to all public organizations, recommending that 

they must differentiate themselves accordingly in their spaces. This finding 

highlights the fact that the importance of differentiation is still a firmly-held—

albeit mythical—belief. 

We can see, then, that we have just stumbled upon the first marketing myth in 

this post. Top brands aren’t perceived as radically different. In fact, brand 

differentiation is consistently quite weak across the spectrum, regardless of 

size: consumers simply don’t perceive brands within a category as being 
particularly different. 

The importance of 
differentiation is still a firmly-
held—albeit mythical—belief.

This brings us to our first important conclusion: differentiation isn’t 

occurring at the brand level. Top brands have many competitors that look  
like them, and we already know that their customer bases look similar too. 

Brands shouldn’t pour money into appearing different, or creating a category 

apart from their competitors, as customers don’t need to see differentiation 

to buy into a brand. Consumers will continue to buy Coca-Cola, even if they 

don’t rate it as particularly different from Pepsi.



BRAND DISTINCTIVENESS HELPS BRANDS GROW 

Enter distinctiveness, the true marketing aim. Distinctiveness is a brand’s 

ability to stand out so that buyers can easily identify it: “I know these sneakers 

with a swoosh are Nike, and these sneakers with three parallel bars are 

Adidas”. Sharp defines distinctiveness as a brand looking like itself. This 
characteristic is far more critical for brands than differentiation, as they need 

customers to quickly notice, recognize, and recall their brand over others. Not 

only this, but distinctiveness, or branding, is legally defensible. Branding can 

be trademarked, but points of differentiation cannot. 

So how can a brand be distinctive? Distinctive elements show customers what 

brand something is. These can include colors, logos, taglines, symbols, 

celebrities, or even advertising styles. In defining these elements, brands can 

begin to craft a story around who they are, making sure this story resonates 

and lingers with their consumers. 

These elements are critical, as they play to the neuroscience that helps 

construct and reinforce memories. As such, the repetitiveness and 

recognizability of these elements helps remove consumer cognitive burden. 

The more consumers can rely on an implicit reaction to a brand, the more 

likely they are to buy that brand.

COLORS 
Coca-Cola’s red

TAGLINES 
Nike’s “Just Do It”

LOGOS 
McDonald’s golden arches

SYMBOLS 
Mickey Mouse’s ears

ADVERTISING STYLES 
MasterCard’s “priceless” campaign

CELEBRITIES 
50 Cent for Vitamin Water

Distinctive Brand Elements



STRIVING FOR UNIQUENESS AND PREVALENCE 

In establishing their brand elements, brands should aim for uniqueness and 

prevalence. Uniqueness is the idea that customers don’t associate a brand’s 

assets with those of a competitor. A desire for uniqueness makes sense: if a 

brand element reminds a customer of a competitor more so than of your own 

brand, you’re driving that customer to your competitor. If a brand element is 

unique to your brand, every time a customer sees it, they can strengthen the 

memory structure linking that element to your brand, increasing likelihood of 

buying in the future. Uniqueness simply makes your brand more identifiable. 

Prevalence, on the other hand, is the idea that the majority of customers link 

your brand to your brand element. For example, when customers see a 

“swoosh,” they know that that product belongs to Nike. And here’s another 

marketing myth: prevalence can’t be built overnight, or with one single 

instance. This element-to-brand link, which signals a brand to a consumer,  
is built through consistency over time. Nike’s “swoosh” appeared next to the 

word “Nike” for years before it was able to stand alone as a brand element. 

When brands produce a consistent set of associations, they create an 

accessible impression in consumer memory. In other words, consumers can 

seamlessly strengthen the element-to-brand link in their mind, as they receive 
the same cues over and over again.
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Uniqueness and prevalence together help establish brand 

distinctiveness. Distinctive brands, in turn, are thought of 

more often and are able to achieve greater market share. 
Ultimately, then, such positioning can help brands grow  
their customer bases in the long run. It’s important to  
re-emphasize here that customers cannot create strong brand 

associations overnight. That's why brand consistency is so 

important: the most iconic brands in the world are such due 

to consistent and constant use of their distinctive brand 

elements, over many years. As such, brand growth is born out 

of a commitment to these elements. 

In this post we’ve contrasted brand differentiation and 
distinctiveness, concluding that brands must establish 

distinct brand elements in order to win in the marketplace. 

Not only this, but brands must consistently and relentlessly 

uphold those brand elements over time, in order to create a 

retrievable impression in consumer’s memory. Of course, 

brands should continue to invest in a best-in-class product  
or service and strive for innovation in their field; but when it 

comes to external communications, brands must first focus 

on distinctiveness.



— Victor Gamez

Work Culture: The Inward Elements of a Brand



We’ve stated before that when we at Percolate use the word 

“brand,” we define it as the sum total of interactions an 
organization has with its community. 

There’s a lot to unpack there, including these corollaries: 

1) The way a brand interacts with the outside world manifests 

itself as marketing. 

2) The way a brand interacts with those inside the company 

manifests itself as work culture. 

YOUR WORK CULTURE IS YOUR BRAND, TOO 
We define brands in terms of interactions because 

interactions—big and small, intended and unintended—  
are the root-causes of someone’s ability to recognize you,  
to have positive feelings about you, and to create a deeper 

relationship with you. For the outside world, that typically 
means investigating your products and making a purchase. 

If a brand is the sum total of interactions an organization has 

with its community, that would have to also include all the 

employees who help create that brand—those who help shape 

the face that the outside world sees.



When you’re inside the company, every moment is an interaction with the 

brand. The hardware and software you use to accomplish tasks, the employees 

you work with, the office supplies you use, the regular meetings you hold—
each is an interaction with the larger organization. The only way to describe 

the total sum of those interactions, then, is work culture. 

That’s not something Marketing can ignore; culture and marketing are 

intertwined in many ways. For one, work culture can help the broader public 

form an opinion on the brand; the inside affects the outside. How many 

articles have you seen about Google’s playful work culture—and remember 

how there was a movie all about it? It’s a case where culture has helped propel 

a brand’s visibility. Moreover, 59% of millennials said they look to a company’s 

ethics and practices to decide what brands they’ll buy, one survey found. 

It goes the other way, too; the outside can affect the inside. Workers want to 

work for a company with a great brand. We all likely know this intuitively,  
but research suggests people are more likely to apply to a company with a good 

reputation because they use that reputation to make inferences about the job 

itself and they expect to have more pride from joining. 

59% of millennials said  
they look to a company’s ethics 
and practices to decide  
what brands they’ll buy,  
one survey found.



WHAT MARKETERS CAN DO TO MANAGE BRAND INTERNALLY 

Marketers have their hands full with the external face of a brand.  
But internal and external manifestations of your brand work together in 

critical ways, so marketing departments have to think about how both  
can be managed in concert. 

The solution is to work with other key stakeholders at the company.  
Culture often starts at the top—just as the CEO informs marketing strategy,  
he or she should similarly be involved in providing direction to work culture.  
Then, work with HR and Facilities to execute on that vision. They’re on the 

hook for determining big pillars of your work culture: things like work policies, 

what to look for in a prospective employee, work spaces, and the skills that 

employees need to grow, among others.

Additionally, a clear brand promise gives a customer-centric direction to 

employees. Without that type of mission statement as guidance, workers can 

become aimless and forget exactly what their work ultimately contributes to—

meaning the brand less likely to fulfill its promise in the first place. 

Take Nike’s headquarters as an example where this idea manifests itself 

physically. It’s outfitted with two gyms, a running track, a hiking trail, and 

soccer fields—all reminding employees what their work adds up to when it’s 

put to use by customers. 3M equips employees with both opportunity and 
incentive to stay inventive in the form of work policies. Departments are on 

the hook for generating at least 30% of their revenues from products developed 

within the last four years. Employees also have something called “15% time”—

a portion of their work day that is dedicated to thinking of and pursuing new 

ideas. The culture has led to the creation of things like a Bluetooth-connected 

stethoscope, an improved type of sandpaper (that took over fifteen years to 

develop since its original ideation), and Post-It Notes. 

And Pixar employs structured and unstructured forums for providing open 

feedback and advice on creative work. For instance, directors and producers 
can convene a brain trust of creatives who offer their thoughts as peers—  
no need to be polite—and animators show early unfinished work to the entire 

animation crew to get comments. 

Internal 
Employees 

Work 
Culture

Outside 
World Marketing Your 

Brand



Leaders from these teams should meet and discuss how 

different components of the culture contribute to the  
brand’s identity. There are multiple frameworks defining  
those components; here are some common ones that you 

should discuss: 

– History 

– Mission and Values 

– Valued skills and traits 

– Behavioral norms 

– Metrics, rewards, and recognition 

– Office location and design 

Don’t think of a brand anymore as merely the product or as 

advertising; those are expressions of a brand which are 

encoded throughout the entire company. When your work 

culture and your marketing efforts come together to express  

a single identity, you are on the way to creating a distinct, 

recognizable brand.



Percolate is The System of Record for Marketing.  
Our technology helps the world's largest and fastest-growing 

brands at every step of the marketing process.  

Want to learn more?  

Contact learn@percolate.com for more information  

or request a demo today at percolate.com/request-demo

Mihika Barua  
Mihika Barua is on the Integrated Marketing 

team at Percolate.  
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