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A well branded facility is like a large oak tree. What 
you see above ground is a healthy and continually 
growing tree, while under the surface there is a vast 
framework of roots. 

Your company’s brightly lit canopy or store front 
logo is like the awe-inspiring oak tree, inviting the 
attention of passers by. The real success of your facility 
brands lies in the root system that nourishes your 
customers brand experience across the entire facility; 
the store design, loyalty programs, POP promotions 
and community outreach to name a few. Without strong 
roots, your brand will not �ourish. 

The foundation for facility branding is built around 
the customer experience, which occurs from canopy to 
cooler.  If a customer has dif�cultly fueling due to faulty 
or slow dispensers, or the acceptable credit cards and 
current promotions are not clearly communicated – you 
miss an opportunity for a positive brand experience.  
If a customer enters your store and makes a b-line to 
the restroom only to �nd the facilities dirty and out-
of-order, or if your cooler is not stocked with the cold 
drink of choice - then you have just created a negative 
brand experience.  Every experience with your facility 
will impact sales per customer visit and the very 
important “repeat visit”.  Just as pruning the non-
productive or unwanted sections from a tree allows it 
to rejuvenate and thrive, pruning away the negative 
experiences will also bene�t your business. 

The number one ingredient to growing a 
di�erentiated brand image is contracting a Creative 
Brand Expert. Many businesses mistakenly utilize 
in-house support, a friend or relative who aspire to be 
a creative designer and consequently they miss the 
opportunity for a robust, comprehensive plan for success. 
One of the bene�ts when leveraging professional brand 
designers is the extensive experience the designer brings 
to the table when translating the client’s vision into 
reality. Professionals maintain best-in-class relationships 
with manufactures, printers and designers. They can 

deliver new innovations, state of the art conceptual 
renderings and project planning foresight to avoid 
common pitfalls in the re-branding project. 

The successful branding program doesn’t  
just end with a branding guideline for the  
facilities. Successful retail marketers  
understand that the answer to growing  
a strong retail brand lies in securing  
strategic relationships with industry  
professionals and co-marketing with  
highly recognized product brands.  This cross 
pollination of branding and marketing creates  
a high-impact POP experience for your customer  
and motivates  spontaneous purchase decisions  
in high pro�t segments. 

Are you missing opportunities to grow sales between 
your brands �rst impression and the many points where 
your customer interacts with your brand? Turning 
positive experiences for the customers into long-term 
sustainable strengths for the organization is a win for 
both you and your customer.  Developing the best plan 
will set you on course to facility branding success. 
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