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Who iS thiS guidE for?
This guide is for anyone responsible for managing an 
organisation’s brand and marketing activities. It is written  
by Acacia, a Kent-based brand communications studio.

Why thiS guidE?
At Acacia, all too often we see organisations with great 
products and services, but that are not fully realising the full 
commercial power of their brand.

We believe that this is partly because branding is riddled  
with jargon and buzzwords, creating confusion around how 
to build and grow a brand.

A big part of our job is to make our clients’ life easier and  
we aim for clarity and transparency. Over the years we  
have found that sharing our knowledge goes a long way to 
build strong and successful relationships and to produce 
excellent work.  

We hope you find this guide useful. 

An InTRODUCTIOn TO BESPOKE BRAnD COMMUnICATIOnS
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WhAt iS A BrAnd?
The general public often think that a business’s brand is purely its 
visual identity, such as its logo and colour scheme, and therefore 
assume that some companies have strong brands while others do not.

A brand is much more than a logo, it is the overall impression that a 
business wants to portray and the expectations that consumers have 
from that business. 

In essence, it is the first thing to come to someone’s mind when 
they hear mention of an organisation or a business. This is why even 
companies who don’t see themselves as having a brand still have one, 
through the way they are being perceived by their public.

BrAndS BuiLd rEPutAtionS
Brand perception is greatly influenced by how a business presents 
itself to the world and how it communicates. The communication 
activities that a business undertakes in order to build and develop its 
brand fall under the remit of brand communications. Keeping this in 
mind, businesses that carefully manage their brand communications 
positively influence their overall reputation. 

While some activities can be undertaken internally, others might 
benefit from being outsourced, saving time and resources, with the 
added benefit of dedicated specialist expertise.

BrAndS LASt forEvEr
Unlike products and services, which change during the life of a 
business, brands last as long as the business they personify. In some 
cases, the business is the brand which is then used across all kinds  
of services and products. Google, Tesco and Virgin are good examples 
of this model. 

Why brands matter



hard to break
The benefits of a strong 
brand are multifaceted
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BrAndS crEAtE LoyALty
There is no escaping the fact that brand building takes time and effort. 
But over time, a well-nurtured brand becomes something unique and 
trusted that competitors will find hard to match and  
to imitate. 

Trusted brands have loyal followers and advocates. We all have 
favourite brands to which we have been faithful to for years and we 
wouldn’t consider leaving them for competitors, however hard they  
try to wow us with lower prices or new features. 

Achieving this level of brand reputation is the ultimate goal for  
any business. 

BrAndS givE viSiBiLity
Although the most well-know brands tend to be consumer brands, 
the power of brands is equally important in business to business 
relationships. Businesses which could in the past rely on a captive 
local market now face worldwide competition. Achivieving visibility in 
an overcrowded marketplace is now harder than ever.

It is worth remembering that successful businesses are all about 
translating a vision into reality. In order to effectively communicate this 
vision to associates, investors, clients and the general public, there 
isn’t a more effective tool than a strong brand. 

Building a brand is an investment and its value increases over the 
lifetime of a business.
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did you hear me?
Standing out is now 
harder than ever



7 | © Acacia | www.acaciauk.net | hello@acaciauk.net

An InTRODUCTIOn TO BESPOKE BRAnD COMMUnICATIOnS

Building and managing a brand is a gradual and ongoing process. 
Some businesses have been doing it from day one whilst others 
only start thinking about their brand after many years of trading. 
Regardless of where they are in their journey, they all face these 
common challenges:

LiMitEd tiME And rESourcES
Everything about running a business takes more time than expected. 
Looking after the brand is often seen as yet another thing to do on top 
of running the core business. 

How much resource should be allocated to brand communications 
depends on the sales and growth targets set for the coming months 
and years. 

Regular brand communications are helpful when trying to break into 
new markets, launch new products or simply be competitive.

JuggLing BEtWEEn SEvErAL coMMunicAtion chAnnELS
In today’s multi-connected world, there are more ways to 
communicate than ever before: websites, blogs, social media, online 
videos, events and traditional press channels. 

All these choices make managing brand communications quite 
daunting. Defining the right balance between online and off 
line communications is as crucial as having a yearly plan of 
communication activities.

the challenges of building  
and nurturing a brand



Pick your favorite
Keeping communications both 
consistent and varied requires 
careful consideration
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LAnguAgE And cuLturAL diffErEncES
It’s now easier than ever to operate in a global market. Europe is also 
the biggest export market for around 80 countries and presents great 
opportunities for UK-based businesses. 

Multilingual communication is more than just a literal language 
translation; the meaning needs to be communicated in a way that 
makes sense to local audiences.

It is also about an understanding of the cultural and socioeconomic 
differences within the countries. Whenever possible, it helps to tailor 
messages to each audience.

KEEPing A conSiStEnt BrAnd MESSAgE
In larger businesses, different offices and departments might create 
local marketing materials for local audiences. In smaller businesses, 
there may not be a marketing team or individual. In both cases there 
is a risk that over time, the communication becomes diluted and loses 
its focus.

In order to ensure that the brand message stays consistent across 
all communications, it is important that a planned and structured 
approach is defined from the beginning. Sometimes an external 
design studio can oversee the implementation of communications 
across the whole  organisation and act as a brand guardian.



raising expectations
Attention to detail always 
gets noticed
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The growth of the web has created a digital low price platform, where 
cheaper competitors are only a click away. However, it’s easy to forget 
that business relationships are about real people, and we aren’t easily 
fooled by generic products and solutions, into which little thought and 
attention has been given.

Anyone who has ever worn a fully bespoke suit will tell you that they’d 
never wear an ‘off the peg’ suits again if they can avoid it. This is 
because they have found something that meets their needs and will 
continue to do so for years to come.

The same applies to business brand communications. By definition, 
brands are unique and must communicate in the most unique and 
genuine way possible to be trusted. Well-crafted websites and printed 
material convey how much the business cares about quality across all 
its activities.

Here are two examples of how bespoke brand communications 
can help both large and medium-size businesses successfully 
communicate with their chosen audiences.

The benefits of fully bespoke 
brand communications
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deloitte 
recuitment communications

BriEf
Deloitte is the largest professional services network in the world both 
in terms of revenue and by number of professionals. Like many large 
organisations Deloitte constantly seeks to attract and recruit the most 
talented people. Deloitte has two parallel recruitment schemes for 
young people. Two equally rewarding but very different paths.

The challenge was to communicate these two paths in a single 
brochure, without favouring one over the other. How do you 
communicate with equal emphasis two things that are both equal  
but very different?

APProAch
Acacia created the concept ‘A great opportunity whichever way you 
look at it’ which resulted in a brochure with two covers, one for each 
scheme. This gives each scheme equal importance and allows the 
reader to turn to reading their preferred scheme straight away.

Quirky imagery is used to effectively convey to a young audience the 
benefits of working with Deloitte.

The brochure has been a success with the target market and has 
generated a large number of applications.
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A brochure with a twist
The brochure has two 
covers, allowing the 
reader to turn to their 
preferred scheme  
straight away.

A brighter future
Eye-catching visuals and 
layouts mirror the energy 
that graduates bring to 
Deloitte.
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BB7 
Events communications

BriEf
BB7 is an independent Kent-based business with offices across the UK 
and Scotland. They are a leading fire safety and security consulting 
firm. They approached Acacia with the intention to refresh their 
promotional brochure for a large B2B exhibition in London.

APProAch
Acacia felt that designing a promotional brochure, which is fine when 
used as a leave-behind at meetings, wouldn’t be the right solution for 
this event. The event would be attended by thousands of delegates 
who would be given large numbers of leaflets, gifts and promotional 
packs on the day. Most of these would end up simply being ignored.

We suggested presenting BB7’s services and expertise in the format of 
a daily newspaper, making it highly distinctive and headline-focused.

Acacia created and produced the ‘Fire Risk Management Review’ 
as BB7’s thought leadership publication on all aspects of fire risk 
management.

The publication was so well received on the day that BB7 decided  
to produce subsequent issues to use all year round.
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hot from the press
FRMR is designed as a 
tabloid newspaper rather 
than a standard company 
brochure. 

An editorial approach
A complete editorial-type 
look and feel has been 
achieved, including, 
news, events, critiques 
and tutorial sections.



Innovation Centre Medway, Maidstone Road, Chatham, Kent ME5 9FD, UK 
www.acaciauk.net

We hope you have found this guide useful. 

For more information contact François Reynier 
at freynier@acaciauk.net


