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Objectives:

• To define the importance of branding as the main aspect 
of the strategy of any business

• To explore the steps needed to build a brand

• Exercise: How to create your brand manifesto



Recap from Karen Gibbs webinar The US Market Today

As of July retail sales have returned to pre-pandemic levels.

However, the way people are shopping has CHANGED.

• People are shopping more and more online. There is an increase of 25% in online 
shopping

• Many retail stores are closing. For example: Barneys, JC Pennys, Neiman Marcus, Sur 
la Table, J´ Crew, Pier One Imports etc.

• People are aiming to shop at independent retailers and makers/artisans directly

• Product categories have changed. People want products that make them feel safe. 
Examples: comfortable clothing, kitchen and garden supplies, products to improve 
the office at home. 



BRANDING is

A holistic way to approach your business

A way to contextualize content and context

A strategic way to embrace your vision

A way to “package” value and values 

A long-term way to visualize your everyday work



“Branding is the tangible representation of a 
company’s strategy.  It is a way to distill the 
essence and communicate it efficiently to 
the relevant  audiences.”



A brand is a space in the HEAD and HEART of your 
customers.  

Their loyalty is your currency.

Your brand is your fingerprint, your main ASSET and the 
driving force of your business.





A brand is NOT a LOGO





A brand is the visual representation of a STRATEGY

To be able to express who you are; you need to know 
WHO YOU ARE.



This could become clear by answering these 5 
questions:

Who are you?
What are you doing?
Why are you doing it?
Where are you doing it?
How are you doing?





What you do matters but WHY you do it matters much 
more

https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action?language=en



Strong brands have primarily one voice. This voice 
could be:

The voice of the person behind it
The voice of the place of origin/provenance.
The voice of the material or technique.
A voice related to how the product is made. 
The voice of the purpose behind it

One simple message should shine because too many 
ideas make it difficult for customers to connect 



Designer/ activist // URBAN ZEN



Designer/ activist // EILEEN FISCHER



Designer/ activist // DOSA INC.



Origin/Provenance // HARRIS TWEED



How the product is made/process/material// ALABAMA CHANIN











How the product is made/process/material// BUAISOU





How the product is made/process/material// LAUREN 
MANOOGIAN



Lauren Manoogian is a Brooklyn-based designer whose initial knitwear 
and accessory work has continually matured as a collection of 
intentional ready-to-wear and evolving lifestyle pieces. With 
persistent and intuitive shape development, a commitment to a 
maintained visible hand, and cohesive textural narratives, the 
brand's subtle essentialism has earned a loyal following since its 
2008 inception. Natural material choices along with a dedication to 
sustainable and sincere handcrafted production practices inform each 
collection's composition and highlight the designer's personal and 
deep knowledge of textile development from her time in the industry 
and Rhode Island School of Design studies.



Purpose // RAW MANGO



Purpose // TEIXIDORS



Purpose // NORLHA



BRAND EVOLUTION

Successful brands are not static, they are fluid and evolve 
without loosing their DNA.

Logos themselves go in and out of fashion—from the 
minimal designs of the '60s to the logomania of the nineties 
to the varied expressions of today.

The overall trend is hard to miss: Luxury isn’t connoted with 
fussy extras; no-nonsense boldness is the rule. Spartan 
solutions have been rampant in all areas of design and this 
is a trend to be continued. 















A logo is one of the most important representations of a 
company. A logo serves as an artistic representation of the 
company, an association of the brand's essence, an 
indication of a change in direction, and a symbol for its 
present and future potential. 



The bold "I  (HEART) NY" logo  by Milton Glaser- cleverly 
using typewriter-style letters as the typeface - was 
dreamed up as part of an ad campaign to boost the state's 
image when crime and budget troubles dominated the 
headlines..





A brand has to communicate value according to its 
uniqueness.  This is called the Unique Value Proposition 
(UVP) 

How you define and communicate value is very much 
linked to your definition of value and your pricing 
strategy



Ç



“Price and discounting are not a luxury 
strategy. If customers don’t value what 
we sell because we don’t value what we 
sell, we have killed desire. And if we’re 
producing too much for long tail 
platforms and people who are not 
prepared to pay for it, we’ll kill the planet. 
Forget our businesses. Game over,” —
Andrew Keith, Vogue Magazine



Consumer habits are changing rapidly. Traditional luxury is 
part of the past. New luxury is here to stay in the form of 
independent, niche brands that embrace the concerns 
and changes of the “new different”.





Independent/niche brands are very relevant today 
because they redefine what it means to be a global 
citizen. Concepts such as North-South; East-West; Past-
Present, are reimagined by independent brands. 







In today´s world, HOW you do something MUST relate to 
SUSTAINABILITY 

Are you using natural materials?
Are you reusing materials? Recycling?
Are you giving proper payment and credit to your partner 
artisans?
Are you paying your employees fairly?
Are you promoting fair working conditions?
Are you embracing diversity in the workplace?
Are you working towards the preservation of culture?
Are you sure you are not involved in cultural appropriation?



WHAT IS SUSTAINABILITY?

capable of being sustained

a: of, relating to, or being a method of harvesting or 
using a resource so that the resource is not depleted or 
permanently damaged
-sustainable techniques
-sustainable agriculture

b: of or relating to a lifestyle involving the use of 
sustainable methods
-sustainable society



SUSTAIN
To manage to make something continue to exist over a 
long period of time





“Consumers are facing a growing desire to use their fashion 
choices to express their own style, self-image, and values.” 

—The Business of Fashion 



Exercise 

Brand Manifiesto.

Please fill in the blanks:

For (audience) who (searches, wants and needs), 
(product name) is a (market category) than (key benefit). 
Unlike (competition), this product / service (only / 
difference)



Lauren Manoogian is a Brooklyn-based designer whose initial knitwear 
and accessory work has continually matured as a collection of 
intentional ready-to-wear and evolving lifestyle pieces. With 
persistent and intuitive shape development, a commitment to a 
maintained visible hand, and cohesive textural narratives, the 
brand's subtle essentialism has earned a loyal following since its 
2008 inception. Natural material choices along with a dedication to 
sustainable and sincere handcrafted production practices inform each 
collection's composition and highlight the designer's personal and 
deep knowledge of textile development from her time in the industry 
and Rhode Island School of Design studies.



Thank you

Marcella Echavarria
www.marcellaechavarria.com

marcella@marcellaechavarria.com

If you are interested in my next workshops along with Polly Leonard from Selvedge Magazine
please visit

www.selvedge.org

21 - 25 September, Crafting Your Brand, 

28 September - 2 October 2020, Crafting Your Product

5 - 9 October 2020, Crafting Your Message

http://www.marcellaechavarria.com/
http://www.selvedge.org/

