
The New Rules of 
Brand Consistency



Human beings are hard-wired to detect patterns. It’s how we make 
split-second decisions, recognize qualities of people we like, and 
refine our judgment calls over time. It’s also why we’re capable of 
seeing designs in nature, weaving together stories through seemingly 
random events, and predicting outcomes before events have a chance 
to take place.  It’s this reason why marketers spend billions of dollars 
on building recognizable, impactful, and emotion-driven brands.  

Just take a look at Interbrand’s 2014 Brand Value Index, as an 
example. You’ll notice that the top companies share a valuable trait in 
common: they’re universally recognizable, regardless of whether you 
come across them on digital or offline channels. 

Memorable companies generate higher sales, which translate into 
higher shareholder value. As companies grow, they become more 
widely known largely due to the sheer fact that they are bigger more 
successful brands. They grow in presence both on peoples minds and 
on shelves—furthering just how memorable they are. As these brands 
take up that emotional and mental availability they are put into a 
context that gives consumers something to remember.  

We know when something is an Apple product even when there’s no 
logo present—and if it’s not an Apple product, we immediately 
categorize it as an imitation. We can recognize a Coca-Cola label in 
a fraction of a second. When we meet Google employees, we 
identify them as ‘Googley.’ We can even unpack these split-second 
moments into larger brand narratives.

Interbrand ranks the world’s most valuable brands.

Top 10 Global 
Brands

Rank Brand Country Sector Brand 
Value

1 Apple U.S. Tech $118B

2 Google U.S. Tech $107B

3 Coca-Cola U.S. Beverages $81B

4 IBM U.S. Business Services $72B

5 Microsoft U.S. Tech $61B

6 GE U.S. Diversified $45B

7 Samsung South Korea Tech $45B

8 Toyota Japan Automotive $42B

9 McDonald’s U.S. Restaurants $42B

10 Mercedes-Benz Germany Automotive $34B



While the power of branding is timeless, established, and widely 
studied, today’s marketing ecosystem is new and experimental.  
As digital channels continue to evolve, companies are finding new 
ways to reach, engage, and convert their audiences through online 
communities, paid channel advertising, content marketing, and 
social media. With so many channels and so many interactions 
with consumers across more channels, there are more opportunities 
to go off-brand. Digital has introduced new channels to the delivery 
of brand experiences but is also making brand consistency more 
valuable for marketers to maintain.  

For the first time in history, the concept of branding has entered 
new territory—raising more questions than immediate answers.  
As marketers, we find ourselves grappling with the following  
gray areas: 

– Whether and how to reinforce brand identities through user-
driven channels like social media. 

– How to reconcile brand identities through user-generated 
assets and photos. 

– How to effectively position customers as our advocates. 

– Whether it’s possible to launch experimental, digitally driven 
marketing programs without undermining existing brand 
identities. 

Here are the 5 rules that illuminate the role of brand consistency in 
today’s digital ecosystem. 



Why  
Fragmented marketing landscapes create structural weaknesses. 

The Trend  
Fragmentation is one of the biggest challenges in the CPG industry 
today. According to a Strategy& report from PwC, “individual 
consumer behavior is more pluralistic.”  

Now more than ever, consumers rely on multiple channels for their 
purchases. In addition to making purchases online, they’re visiting 
discount retailers, luxury brands, malls, and local storefronts. Brands, 
as a result, are under immense pressure to deliver consistent 
experiences across both online and offline mediums. 

Brands have adapted by investing in cross-platform marketing and 
advertising experiences. In the case of CPG companies, which have 
historically relied on channel/distribution partners, brands are 
looking for new ways to reach consumers directly. 

The Takeaway 
Both new and established companies need to redefine their brand 
guidelines for cross-platform and cross-channel experiences. As sales 
and marketing landscapes continue to become fragmented, more 
strategic partners, team members, affiliates, consultants and creative 
agencies will become involved as stakeholders. 

Brands need to ask themselves the simple question of what makes our 
brands memorable. The answer will connect the dots between the 
many moving marketing components that range from events to 
billboards, social media, and digital advertising—allowing brands to 
remain timeless and grow sustainably.

Rule 1: Consistency connects 
cross platform experiences

For instance, Molson Coors, a company that relies on supermarket 
and restaurant channel partners to drive product sales, recently ran a 
Facebook campaign using weather and mobile targeting data. 
Central to this advertising strategy was an emotion-driven brand 
experience through visuals that reinforced the Coors identity.  

The Molson Coors example illustrates the need for an integrated 
marketing environment. Social media provided one channel for a 
timeless, established company to engage with consumers in key 
buying moments. 



Why  
Mobile has sparked a major shift in how consumers learn, source 
information, and make purchase decisions. 

The Trend  
Think With Google describes this concept elegantly: 

“As mobile has become an indispensable part of our daily lives, 
we're witnessing a fundamental change in the way people consume 
media. What used to be our predictable, daily sessions online have 
been replaced by many fragmented interactions that now occur 
instantaneously.” 

This trend is unsurprising given the world’s growing smartphone 
adoption rates. Consumers are doing more than just using their 
phones—they’re glued to them. In 2014, Nielsen reported that time 
spent using smartphones had begun to outpace web usage in the 
U.S., U.K., and Italy. 

Even more pressing is the trend of consumers turning to their 
smartphones reflexively, with 67% of American mobile phone owners 
having reported checking their phone for messages, alerts, or calls — 
even when they don’t notice their phone ringing or vibrating, 
according to the Pew Center. It’s this reason why brand consistency is 
so important.  

With audiences making split-second decisions on tinier screens, 
brands can make an impact by harnessing the power of memory. 
Think With Google Shares some stats that explain why: 

– Of online consumers, 69% agree that the quality, timing, or 
relevance of a company's message influences their perception of 
a brand. 

– Of leisure travelers who are smartphone users, 69% search for 
travel ideas during spare moments, like when they're standing in 
line or waiting for the subway. Nearly half of those travelers go 
on to book their choices through an entirely separate channel. 

– Of smartphone users, 82% consult their phones while they're 
standing in a store deciding which product to buy. One in 10 of 
those end up buying a different product than they had planned.  

Rule 2: Micro-moments 
reinforce brand memories

U.S. UK Italy

Monthly TV time spent 185 hours
129 hours,  
54 minutes

143 hours,  
20 minutes

Monthly online time spent
26 hours,  
58 minutes

29 hour,  
14 minute

18 hours,  
7 minutes

Monthly mobile time spent
34 hours,  
21 minutes

41 hours,  
42 minutes

37 hours,  
12 minutes

Source: Neilson|2014



The Takeaway 
Brand consistency is critical for mobile-first experiences. When 
consumers relate to a brand instantaneously, they’ll be better 
positioned to make a split-second interaction, engagement, or 
purchase decision. 

Brand identities are now distributed across hundreds of daily 
interactions—in key decision-making moments. Not to mention, 
consumers have developed an expectation that their smartphones will 
quickly deliver the information that they’re seeking out.  

The small details count, and consistency is critical. 

Why 
The opportunity to create memorable brand experiences is becoming 
more expensive due to the amount of industry noise being generated. 

The Trend  
Banner blindness, defined as the tendency for consumers to ignore 
ads, is the new norm, in part due to the introduction of streaming 
services, digital video recording, and ad blockers. Advertising costs 
are rising. The amount of branded content across channels is 
proliferating, with audiences seeing countless ads per day. As 
Harvard Business professor Thales S. Teixeira points out, the cost of 
attention is rising across digital and nondigital mediums.  

He found, for instance, that the costs to reach 1,000 viewers during 
the Super Bowl and during network prime time have been increasing 
at an accelerated rate since 1998, when TiVo entered the market. As 
consumers have more control over their media consumption patterns, 
the cost of reaching them becomes higher.  

Rule 3: Personalization is the 
new currency of brand 
consistency



Digital channels are creating even more of a paradigm shift. Now 
more than ever before, consumers have the power to pick what they 
want to watch, and as a result, their attention spans are fragmented 
across multiple channels.  

That’s where the human psychology concept of selective attention—a 
cognitive process that allows us to focus on a few sensory inputs 
while ignoring other ones—enters the picture. With today’s digital 
environment becoming increasingly cluttered, brands can stand out by 
appealing to consumers’ memories and positive brand experiences.

86% of consumers reported that 
personalization influences their 
purchase decisions to some extent, 
while 25% of them reported that 
personalization significantly 
influences what they buy.

2014 Infosys Survey

The Takeaway 
There’s an opportunity to reinforce brand consistency through 
personalized, segment-specific, and tailored experiences. 

McKinsey found, that over a period of five years, companies that put 
data at the center of marketing and sales decisions improved 
marketing ROI by 15 to 20 percent—a lift of $150-$200 billion 
globally.  

As personalization technologies improve, so will efficiency. There is a 
strong window of opportunity for brands to jump in and create new, 
personalized experiences for their audiences and customers. 

These connections will fuel the creation of new memories that 
empower and energize consumers through their split-second buying 
moments. Personalization outsmarts noise, reinforces brand 
consistency, and brings down the cost of attention.



Why 
Humanized brands are more likely to strike an emotional chord. 

The Trend  
More so than ever before, consumers are having conversations about 
the products that they love and are proactively sharing brand-related 
content on social.  In fact, with 70 billion pieces of content shared on 
Facebook alone each month, a meaningful percentage of 
conversations about your brand—and purchasing consideration by 
potential customers—are happening at the outer edges of your 
marketing funnel. 

These discussions are more than tangential to the concept of brand 
identity—they’re a core part of the consistency equation. 

Social recommendations are the backbone of consumer trust. 
According to one report in AdAge, only four percent of consumers 
think that the marketing industry behaves with integrity. Not to 
mention, 54 percent of businesses surveyed for Edelman’s 2015 Trust 
Barometer cited pressures for business growth and money/greed as 
barriers to innovation.

Rule 4: Social media and 
user generated content 
(UGC) contribute to a 
brand’s core identity

The Takeaway  
UGC, customer communities, and social media create a new 
frontier for brand consistency—and even more importantly, 
complement the identities of established brands. 

One of the most timeless concepts in business is that people like to 
do business with other people. Social media and UGC are 
mechanisms that contextualize a brand’s role within the consumer 
world at large. As consumers, we talk about companies and 
products that we love on social media, and we even share our love 
by creating photos to share on platforms like Instagram, Pinterest, 
Twitter, and Facebook—we feel instrumental in helping define our 
favorite companies’ brands. 

In addition to professional photography, brands can look to its 
community—to social media—to cultivate visual assets. With this 
approach, consumers can experience brands through the eyes of 
their peers.



Rule 5: Processes, tools, and 
systems are essential to 
consistent creativity
Why 
Thanks to UGC, mobile-first micro-moments, and heightened consumer 
expectations, brands must manage many moving parts 

The Trend  
Brands are navigating a period of extreme change—which means that 
opportunities for new customer connections are emerging. With so 
many moving parts through mobile, social, UGC, and multiple new 
marketing channels, there needs to be a central way to manage 
operations, workflows, and processes. 

What’s most important to remember about UGC, for instance, is the 
simple fact that people love creating and sharing it. Mobile, and apps 
like Instagram, Snapchat and WhatsApp have made selfies, home 
movies, and social photo albums as commonplace as internet use itself.  

Beyond UGC, consumers rely on multiple marketing mediums to learn 
about brands. Tradeshows, social media, meetups, whitepapers, and 
paid channel ad networks are all channels that brands harness to reach 
their customers. As more stakeholders, team members, and external 
partners enter the picture, consistency becomes even more critical. 
Brands need systems to keep these many moving parts in check. 



The Takeaway 
On the brand side, marketing programs require legal approval 
workflows and campaign planning. Even with a seemingly infinite 
pipeline of customer created content, the process of brand-building 
requires more than saving a few pictures. There needs to be a careful 
vetting process in which marketers can create alignment with their 
own values, compliance policies, campaign themes, and style guides. 

Successful end-to-end marketing takes thoughtful, efficient workflow 
planning, creativity, great content, effective distribution, continuous 
learning, and repetition. By strategically incorporating the right 
technology into your team’s content marketing workflow, you can 
improve the quantity, consistency and effectiveness of your teams’ 
content efforts.



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
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