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baking

Look at your bakery
& pbrand with fresh eyes

By Michael Sherlock
Former CEQ of Brumby's Bakeries and co-author of Jumpshift!

Regardless of the size of your bakery or pétisserie, you need to have your branding
focused to communicate your offer to a passing customer in five seconds.

This might sound simple, but only the
successful brands achieve it. Sit outside
your world and see your brand, logo or
image as if for the first time

Pretend you have just stepped off a plane in
a foreign country and you have fresh, critical
and focused eyes. Does your brand convey
what was in your vision of what you wanted
your life’'s work to represent?

While | was at Brumby's, we re-branded

the company six times in a period of 30
years. Sometimes we re-branded for an
improvement, sometimes to freshen up;
sometimes it was a revolution, sometimes
an evolution. | want to share with you my
experiences with the Brumby’s brand while |
controlied the levers

The most recent brand change was the
most successful. To achieve it we followed
the eight step strategic planning process
outlined in some previous editions of this
magazine. We took all the research, focus
group feedback and usage/attitude survey
data and appointed a re-branding company
to pitch their concepts X

This started with a brand planning day
where we got all the key stakeholders to
identify what we wanted the brand tb stand
for: topics, claim to fame, core values,
personality, fan base, competitive base,
fan needs, emotive appeal and the hero all
distilled into the brand star.

Here are seven tips when considering the

re-branding of your business:

1. Undertake research, including a usage
and attitude survey;

2. Retain a branding expert to communicate
your message simply

3. Select appropriate font, colours,
positioning statement, strapline and
device

4 Make sure the final product has been
trialled in-store and clearly demonstrates
its true worth;

w

Produce a brand image manual and
signage guide and issue these to all
people involved;

6. Appoint a person responsible for all
applications, for example, a brand
controller; and

1975 | Old Style
Bread

Centre

Hot bread shop

Yellow and
mission
brown

The mentality was, “let's get the
doors open”. No attention was paid to
branding fundamentals.

Bread as bread
should be

1982 | Old Style
Bread

Centre

Red, yellow
and white

Finally someone wakes up to the fact
that branding is important. A friend
who knew what to do was brought
in. A strong colour scheme and a
positioning statement were chosen
that communicated the brand.

Fine breads
and spreads
and oven fresh ‘
‘ ; pizza i

1986 | Brumby's

Burgundy
and white

The revolutionary approach began;
throw everything out and start again.
We had new everything. We realised the
strapline was wrong and the products
were not wanted by the customers.

1991 | Brumby's Brumby'’s
hot bread
and pastry

specialists

Burgundy
and white

Some tweaking of the revolutionary

| approach occurred. We changed the
| strapline to something representative
of the brand.

The world’s
best breads

1995 | Brumby's

white

Burgundy,
yellow and

Brand changes, designed by a
committee, went to far. We made

the fatal mistake of ‘yellow on white’,
which couldn't be read. The strapline
was also a bridge too far. T

2002 | Brumby's

Bakery

Baked today

Red ,yellow
and white

| Finally, we arrived at the right i
| approach. Research was i
undertaken; we asked the customer ‘,

| what they thought about the brand |
and made changes accordingly. ’
We changed to strong colours and i
|

|

|

a devise that tells a story, with a
strapline that answers the main
1 question, "“is the bread fresh?

7. Protect the integrity and image of your
brand at all costs.

Once you have established where your

brand sits, you need to check your pricing is
reflective of the outcomes of the brand star
positioning. The idea is your pricing strategy
needs to suit your customers’ expectations
and demographics. if your strategy is to be the
cheapest, then it's easier for your competitors
to beat you

A supermarket can easily beat you by one
cent, no matter how low you are prepared to
go. Accordingly, you're better off building your

reputation on service and quality, which the
supermarkets find difficult to copy because of
their size

So get in the helicopter and see your brand as
your customers and competitors see it, invest
— get the experts in and get the right fit.

Branding is not just a part of your bakery, it is
the core of your bakery. Surround the brand
with great product and exceptional service
and you can't fail. A lot of the brands | see on
my travels are the 1975 version of the above.
You don't have to take as long as we did to get
it right. Please, learn from our mistakes.
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