Brand Building Continuum

JDG Communications developed the Brand Building Continuum™ to help
organizations identify where they are in the branding process and the steps

required to move to the next level.

Successful branding starts with research, distinct messages and a Brand Promise.
It builds by creating a unique identity and marketing to increase Brand Awareness.
The branding process then requires a greater financial commitment to produce

consistent communications over time and across all customer points of contact.

The end result is a loyal customer relationship built on trust that pays a real
return on investment (ROI). To maintain this relationship it must be nurtured

with a continuing commitment to deliver on the Brand Promise.
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