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How do you sell yourself?

Creating a Brand?

Issues?



What makes a good brand?



Branding is Not Simply About Awareness 
It’s more complicated!

“Branding is the most misunderstood concept 
in all of marketing, even among so-called 
professionals. For example, people think 
successful branding is about awareness. It 
isn't. After all, everyone knows about cancer, 
but how many people actually want it?”

Bob Frankel 



Good Brands (Bob Frankel)

• Delivers the message clearly 
• Communicates quickly 
• Projects credibility 
• Strikes an emotional chord 
• Motivates the respondent 
• Creates a strong user loyalty 

Advertising grabs their minds. 
Branding gets their hearts



Branding

• Branding is really tied to 
creating a business 
strategy

• Who the heck are you, 
why are you important, 
and why should people 
care?

“I’m the victim of negative advertising”



Evolution of Marketing

• Features—what it has
• Benefits—what it does
• Experience—what you’ll feel
• Identification—who you are
• A Connection!



Know your story!



Brands can trigger a 
religious experience





The Best Product Doesn’t Win…

The Best 
PERCEIVED 
Product 
Does! US$ 8,000



Who would have 
thought!



Fateful Purposes





Brand winners now create 
“Platforms”…instead of  

“Products”



And the biggest “store” on earth…



For a Strong Brand –
Three Questions to Ask

• Who are you?
• What do you do?
• Why does it matter?

“
I

“I can’t decide. I’m having a brand
Identity crisis.”



Branding Examples from Industry

“It would sure fool the hell out of me.
What about you, Thompson?”

















Brand Strategy Checklist
http://www.cim.co.uk/mediastore/Brand_eGuides/eGuide4.pdf

• Is there a clear and clearly expressed strategy for the 
brand?  Is it flexible enough to change when 
necessary?

• Is there a well-established brand management 
process to ensure that this strategy encompasses all 
touch points users will encounter?

• Is the brand strategy defined not just in relation to its 
own history and standards, but in relation to 
dynamic environment changes?

• Is the entire organization focused on delivering the 
brand promise?



Brand Strategy Checklist (cont.) 

• Do you see the brand not just as a promise to your 
customers, but to all your stakeholders including 
employees, partners, etc.

• How is your brand positioned to differentiate it from 
competition and keep your customers loyal?

• Do you know which customers you should target –
and why?

• Is responsibility for the brand at a high enough 
executive level?



Institutional Reputation

School Reputation

Department  
or Discipline Reputation

Individual 
Researcher 
Reputation

Institutional Reputation

Individual Researcher Reputations

institutional reputation 
= collective reputations of 

all of its researchers

Library Success and Brand is tied to Institutional Brand 
which is tied to its Faculty..

Source - a talk by Arnold Hirshon, University Librarian, 
Case Western Reserve University



the library role on the new roadmap of institutional 
success

• To develop strategy and improve intelligence
– Analyze key predictors of success
– Conduct benchmark testing
– Visually display information (infographics)

• To improve institutional reputation
– Document institutional name variants
– Citation analysis and improvement
– Use alt-metrics
– Support faculty Orchid ID registration
– Educate faculty on importance of journal impact, 

and provide assistance to ready their articles to 
improve likelihood of publication

• To ensure the library has good working 
partnerships with other university offices 

• To develop and foster a productive 
organizational culture within the library Orchid ID: orcid.org/0000-0002-1321-6041

fostering 
institutional 

innovation and 
transformation

Source - a talk by Arnold Hirshon, University Librarian, 
Case Western Reserve University



traditional libraries
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today’s libraries
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Source - a talk by Arnold Hirshon, University Librarian, 
Case Western Reserve University



In this ecosystem, library assets are changing to 
ensure the library’s value in academic success

an idea incubator for 
entrepreneurship & 
sustained innovation

+ +

=

scholarly 
content and 

resources

services 
for research & 

scholarship

space
to think & 
collaborate

Source - a talk by Arnold Hirshon, University Librarian, 
Case Western Reserve University





Thanks…

pgandel@syr.edu
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