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S I X  D E G R E E S

MARKETER’S GUIDE
to developing a brand platform that will dramatically 
improve your digital marketing ROI 
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https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Located in the heart of sunny Scottsdale, Arizona, Six Degrees is a unique brand-building agency 

that combines psychology-based tools and techniques with sensory branding methods to achieve 

better results for companies.

“Psycho-sensory brand-building,” the agency’s one-of-a-kind approach and philosophy, has 

helped create real and lasting impacts for some of today’s fastest-moving brands.

Learn more at six-degrees.com or follow Six Degrees on social media where we’re always sharing 

our thoughts and engaging in conversation with others who are passionate about the world of 

branding, marketing and advertising.

Or if you haven’t already, sign up to receive Six Degrees content and get our take on all the most 

recent, relevant and trending topics for our industry delivered right to your inbox.

ABOUT SIX DEGREES

https://twitter.com/6DBrandBuilding
https://www.linkedin.com/company/19648
mailto:fschab%40six-degrees.com?subject=
https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Frank Schab has over 30 years’ experience in branding, marketing and advertising. He is CEO 

of Six Degrees – a unique brand-building agency that combines psychology-based tools and 

techniques with sensory branding methods to achieve better results for companies.

Prior to co-founding Six Degrees in 1999 along with its signature approach to brand-building 

called “psycho-sensory,” Frank held positions at General Motors and Pfizer, served as a 

Managing Partner at Interbrand New York and VP of Global Brand Research at Opinion 

Research Corporation.

His distinctive brand-building work in various sectors including hospitality, medical device, 

pharmaceutical, automotive and technology has taken him to 17 countries on four continents.

Frank holds a doctorate in psychology from Yale University. 

“THE MOST SUCCESSFUL BRANDS OF THE FUTURE WILL NO LONGER 

OFFER GENERALIZED BRAND EXPERIENCES TO THEIR FANS, BUT 

SPECIFIC EXPERIENCES THAT FIT THE NEEDS AND WANTS OF THE 

INDIVIDUAL BRAND FAN.”

 — FRANK SCHAB, PH.D., PSYCHOLOGY 
  CEO, SIX DEGREES

https://twitter.com/psycho_sensory
https://www.linkedin.com/in/frankschab
mailto:fschab%40six-degrees.com?subject=
https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Not too long ago, in what many marketers consider the “good old days,” life was much simpler.  

There was a limited number of TV and radio stations and a handful of important magazines and 

newspapers in any given market. If you had a strong message, you stood a good chance of  

achieving your sales goals. 

Brand,
product or 

service

Out-of-
home

TV

In-store

POP

Print
ad

Direct 
mail

Public 
relations

Website Customer
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Today, what a difference! Those in marketing live in an entirely altered universe. The Internet marketing 

environment is packed with channels like Twitter, Facebook, LinkedIn, Snapchat, YouTube, Pinterest, 

Instagram, Google, Tumblr, Reddit and more.

Marketing experiences include mobile marketing, display and native ads, video marketing, search and 

social ads, social media and influencer marketing, loyalty, referral, geo-fencing, gamification, search 

engine optimization, content marketing, augmented reality, etc.

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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With all this, marketing operations have also exploded with great tools and information at the ready,  

like dashboards and visualization tools, Web and mobile analytics, audience and market data …  

oh, data … big data! It’s a phrase that’s hard to escape these days.

The basic concept behind big data is that everything we do is increasingly leaving a digital  

trace, or data, which people like brand marketers can use and analyze. Big data therefore refers 

to our ability to make use of the ever-increasing volumes of data. But there’s a lot of data out 

there and more isn’t always better. Oftentimes, more data simply leads to more confusion and 

second-guessing. And that leads to bad marketing, poor brand experiences and big problems. 

48,000
app downloads

72 hours of 
new videos

240 million 
emails

4 million 
Google searches

2.5 million 
Facebook shares
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BRAND BRAND

Once upon a time, marketers devoted the majority of their time to identifying needs, 

segmenting customers and communicating brand benefits. Marketers still have to do 

all that, but they ALSO have to develop and manage immersive brand experiences 

and deeply engage with current and potential customers, on a group and individual 

level, across a wide range of digital channels and virtually 24/7. 

It’s probably no secret then that marketers are often feeling overwhelmed and 

struggling to keep up with the fast pace and constantly evolving nature of  

digital – with emerging technologies, new social media platforms, weekly algorithm updates, viral 

videos, increased mobile adoption and so on. However, through all the changes, there is one thing  

that has remained relatively unchanged. Like a glowing beacon on the digital horizon reminding us  

why we’re engaging in the marketing activities we do. It’s the brand.

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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It’s important to remember, for marketers especially, that while the approach to brand-building has 

changed and evolved through the years, a brand is STILL a company’s most important asset. An asset 

that, if properly managed, will never depreciate and only appreciate. But brands have far less control 

over what is being said about them these days. There’s more autonomy with customers in how they 

seek out information and make decisions about a brand. In short, there’s been a power shift from the 

brand to the consumer. Branding is still about connectedness and digital can strengthen that 

connectedness – but a well-defined brand remains an essential ingredient for distinguishing a product 

or service from the competition. A well-defined brand gives a marketer focus. And marketers NEED 

more focus! A well-defined brand helps marketers answer the question of what they specifically can do 

to help drive revenue for their company. Ultimately, a well-defined brand can even help to pull together 

operations, sales and marketing in a clear and integrated manner.

Having a well-defined brand is clearly important. And yet, from startup to well-established companies 

alike, many have not spent the time to make sure they have one. Here’s how to change that!

“A BRAND IS AN ASSET THAT, IF PROPERLY 
MANAGED, WILL NEVER DEPRECIATE  
AND ONLY APPRECIATE.”

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Here are five quick examples to help convince you of the importance  

of brand and managing it appropriately in a digital world:

1.  Brands have less control over what is said about them online. Users have access to  

the opinions of other users, which heavily influence their purchase decisions.

2.  Online users are more autonomous than they ever were. With information at their fingertips,  

users are spoiled for choice in terms of products and services. A well-defined brand  

is essential for distinguishing your product or service from the rest.

3.  Branding is a way to develop and maintain a competitive advantage. In the noisy world  

of digital media, staying competitive is even more of a daily challenge.

4.  The online customer relationship rarely ends with a sale. Brand-building in the digital environment 

should leverage this and convert one-time customers into coveted brand loyalists.

5.  Branding has always been about connectedness. Digital heightens the connectedness  

of brands, people and things.

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw


11

11

New tools. New approaches for engaging people. New methods for reaching customers. New ways 

to find and interpret data. It’s all very exciting and can be immensely helpful to marketers, as long 

as marketers focus on maintaining some of the core fundamentals of brand-building. Because 

building a strong brand in the digital age, as noted, is really, really tough, but never more important.

So, what’s one surefire way for marketers to maximize all the new digital tools at their disposal and 

ensure the success of their integrated marketing activities?  

MAKE SURE THERE IS A BRAND PLATFORM FIRMLY IN PLACE.

READY TO SHINE IN DIGITAL MARKETING?
Make sure you have a solid brand platform 

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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• Is the “lodestar” that informs digital marketing efforts in terms of content, voice and format.

• Is the foundation of a brand.

• Defines why the brand exists.

• Defines what the brand does.

• Defines what the brand stands for.

• Defines the target customers.

• Determines what those targets should expect to receive from the brand.

A brand platform is the brand’s strategy expressed succinctly in words (and sight, sound, etc.,  

if a brand chooses to develop a sensory position).

A brand platform informs the content that needs to be created for the brand as well as how to express 

that content. 

FOR THE UNINITIATED, A BRAND PLATFORM: 

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Content creation is, in fact, one of the most important activities required for successful marketing – both traditional and digital.  

But beyond that, it also defines the tone and manner of the brand’s interactions with its target customers, as well as its core  

message – allowing it to stay true to its brand, in all its content, and across all of its marketing channels.

There are variations to brand platforms, but for a brand platform template and brand platform example, here is the one for Six Degrees:

Growth-oriented brands with national or international scope or ambition

Six Degrees. Psycho-sensory brand-building.

The best brands become a natural part of how people think, feel and behave

Helping our clients build stronger, more successful brands by connecting with their 
target audiences on both broader and deeper levels

Flexible & Responsive
Insightful, Brand- 
Building Solutions

Genuine, Engaging  
& Creative

• Deep projective research techniques
• Psycho-sensory workshop exercises
• Sensory positioning through SensoryQ™
• Messaging Blueprints

Customer Targets

Six Degrees Brand Platform

Core Message

Brand Promise

Reasons to Believe

Brand Pillars

Mission

Vision

• B2B and B2C expertise
• Major brand clientele
• Brand-building experience across 17 countries
• 15-year history

Building more successful 
brands through psycho-sensory methods

ServiceOffering Personality

external
internal

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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If you don’t already have a brand platform, you can do it yourself by following the standard process of:

1. Conducting market research among your key target audiences.

2.  Auditing the competition and facilitating one or more workshops with internal stakeholders to 

populate the brand platform template.

Candidate brand platforms should be evaluated against some key criteria:

a) Is the brand platform compelling to your target audiences?

b) Is it different from the competition?

c) Is it credible for your organization?

Alternatively, you can engage a branding agency to drive the process. At Six Degrees, we use psycho-

sensory tools and techniques throughout the standard process to ensure the resultant brand platform is 

optimized for the brand at hand as well as for the digital world in which brands now live and compete.

CREATING YOUR OWN BRAND PLATFORM 
Basic building blocks to get you rolling 

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Over the years, we have learned a few things about developing a more effective brand platform that we will share here. 

The (primarily) internal platform components of vision and mission have the greatest potential to motivate your team and 

organization. But in order to live up to that potential, they can’t be the trite, boring and noninspiring statements with which 

we’ve become all too familiar. Examples of how not to write vision and mission statements abound: “To be the leader in 

[whatever] by delivering outstanding customer service” or “Continuing our legacy of commitment to consumers, community 

and children, we provide high-quality products while conducting our business in a socially responsible and environmentally 

sustainable manner.” 

By contrast, a compelling and inspiring vision statement reflects the actual philosophy of the organization. It is the 

organization’s guiding principle … something that drives but is never a job done (or else it would be the end of the 

organization’s purpose). Here are two such vision statements with their accompanying mission statements. A good mission 

statement describes how the organization works toward their vision.

HAVE VISION. HAVE A MISSION. 
Recommendations for creating your brand platform 

VISION STATEMENT
Everyone who has a body  
is an athlete

MISSION STATEMENT
To develop products that help 
athletes of every level of  
ability reach their potential

VISION STATEMENT
The PERFECT search engine

MISSION STATEMENT
To organize the world’s  
information and make it  
universally accessible  
and useful

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Brand pillars form a bridge from the organization to its external audiences by describing what external 

audiences can expect in terms of general offerings, behavior and personality from the brand. Good 

brand pillars guide the organization’s behavior and are as 

specific as possible. They need to have enough specificity 

to be actionable. Good examples of brand pillars include 

“youthful, cool and stylish” (personality: Mazda) and 

“insightful and inventive” (offering: Herman Miller). 

Examples of poor brand pillars include “innovative” and 

“high-tech” because they are too generic. At Six Degrees, 

we use psycho-sensory brand-building techniques to 

further define brand pillars by identifying the sensory cues 

that will trigger these perceptions in the target audiences.

BRAND PILLARS

97

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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The brand promise and reasons to believe form the brand’s competitive position in the marketplace.  

                 The brand promise is the most concise articulation of the benefit the organization provides  

                       compared with the competition. It must be differentiated from everyone else who  

                          competes in that space and compelling to the chosen target audience.  

                                 A good example is Volvo: “To professionals, especially women with young children 

                                      (target audience), Volvo is the only manufacturer of entry-level luxury vehicles  

                                       that puts safety above all else (brand promise).”  

                                      These externally facing elements of the brand platform are often the hardest  

                                    because they require taking a stand and sacrificing (i.e., admitting we are not  

                             for everyone). But once you have done this, marketing the brand becomes much 

            easier because you now clearly know who you’re going after with an offering that is  

   different, compelling and credible.

BRAND PROMISE & REASONS TO BELIEVE

brand

relevant

different

credible

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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So, you’ve got your brand platform firmly in place. And now you can begin to apply the knowledge you 

gained from its creation to achieve greater focus in your overall marketing efforts. But before you step 

on the gas, here are a few helpful tips using principles from psychology to assist in making deeper, 

more impactful connections with your customers.

PSYCHO-SENSORY FACTS FOR COMMUNICATORS
As communicators, we often forget that people experience the world through all five senses. And not 

all information we perceive is treated equally. The following video is a helpful reminder about how 

the roles played by the different senses, as well as the type of information we deem most valuable, 

impact the performance of our marketing efforts and customer engagement.

HELPING TO MAKE MORE “SENSE” OF IT ALL 

https://youtu.be/XjAaFbZrNnA
https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Unlike the past, when marketing campaigns were more likely to lead directly to brand purchase, today 

brand marketing campaigns are more likely to result in an Internet search. The upside of this is that 

prospects’ behaviors can now be tracked and analyzed nearly in real time and campaign adjustments 

made on the fly. The downside is that competitors can now fairly easily re-target and convert “your” 

prospects.

A completed and vetted brand platform is your No. 1 tool for directing your digital marketing efforts. 

Be warned: In this digital age, building awareness without the follow-through can be detrimental to your 

brand and benefit your competitors! And brands are not just corporate assets anymore, but communities 

of people united in attitude, belief and/or purpose. A brand’s reputation, while taking much effort, 

investment and commitment to grow, can very quickly be eroded.

If you truly focus on brand as the most important asset for your business, you’ll begin to achieve 

significantly more buy-in from your team members and greater engagement from your customers.  

All this will help you set the stage for your business to achieve effective and sustained growth.

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw
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Connect with us:

https://twitter.com/6DBrandBuilding
https://plus.google.com/+Sixdegreesbrandbuilding/posts
https://www.facebook.com/sixdegreesagency
https://www.linkedin.com/company/19648
https://www.youtube.com/channel/UCHHP1xDTZaCHmy47-qKGysw

