
“the company with the strongest, 
most consistent, most attractive,  

best implemented and manifested 
reputation/identity will emerge on top”

Wolff Olins> ‘The Guide to Corportate Identity’> Design Council UK

Why invest in your brand? ...some food for thought.



worX brand profile>

Before worX, this category of paper was dominated by generic 

descriptors. In the case of worX it was Semi-extensible Sack Kraft.

Identifying a market opportunity, Australian Paper asked us to 

create a brand for a product still in development. The process 

began with identifying key customer benefits and rolling out a 10 

month media campaign that addressed customer’s supply chain 

concerns. Utilising the knowledge gathered along the way, an 

identity was born and launched to coincide with the start of 

production (see illustration below).

Today, the progress continues with Australian Paper’s Packaging 

Papers team using research-driven insights to maximise the value 

of market segmentation and exploring new opportunities for the 

worX brand.	

customer type> 

Paper manufacturer

industry> 

Packaging

geographics> 

Australia and New Zealand

Creating a brand is a profound 
step. It is one of the moments in 
an organisation’s life when it 
stands back and looks at what it 
is, how it became what it is and 
what it is going to do and say 
about itself.

challenge>
The development and introduction of a new brand / identity 

brings with it the clear implication that the business reputation 

will no longer look after itself; it must be guarded as a company 

resource, in the same way that the company guards its research 

and development, investment, personnel and other company 

resources.

background>
The fundamental idea behind a branding programme is that in 

everything the company does, everything it owns, and everything 

it produces, the company should project a clear idea of what it is 

and what its aims are. The most significant way in which this can 

be done is by making everything in and around the company - 

its products, buildings and communications - consistent in 

purpose and performance and, where appropriate, in 

appearance too.
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            ...an audience will form a view of 
an organisation based on the totality of 

impressions that company makes on them 

Inevitably then, the visual elements that go to make up the 

brand usually make the most significant impact. Linked to these 

is the way in which the company behaves and the language it 

uses. Outward consistency of this kind will only be achieved if it 

is the manifestation of an inward consistency - a consistency of 

purpose within the organisation.

The audiences of an organisation are those people who come 

into contact with it at any time, in any place, and in any form of 

relationship. The audience will form a view of an organisation 

based on the totality of the impressions that the company 

makes on them. Where the impressions are contradictory - 

where impressions made in one place are different from those 

made somewhere else - the overall impression will be negative, 

or at any rate, confusing.

Branding is often a massive catalyst for change. This is 

because, if a brand  is to work effectively, it will be concerned 

with three areas of business activity, each of which is 

fundamental to the nature and purposes of the organisation. The 

three areas are; coherence, personality and positioning.

A branding programme will not in itself succeed in making 

change. A good brand underlines change and helps it to 

happen. The benefits which a change in branding can bring 

must therefore always be seen as part of a package of the 

organisation’s changes and improvements.

benefits>
With this proviso, the benefits which a change in branding can 

bring are as follows:

>	 It allows the process of change to take place more quickly 		

	 and easily inside an organisation.

>	 It enables the organisation to tell people with whom they 		

	 deal what they stand for, what they are, what they do and 		

	 how they do it. It enables them to explain how their activities 	

	 relate to each other.

>	 It encourages tighter and more coherent messages of all 		

	 kinds to emerge from the company.

>	 It enables people who deal with the company to understand 	

	 its business goals and objectives.

other advantages>
Because of these advantages, a well organised branding 

programme also brings with it other advantages:

>	 It can improve morale and motivation internally.

>	 It can enable better products of more consistent quality to  

	 be produced.

>	 It can enable the company to attract a better calibre of 		

	 employee than its more anonymous competitors.

>	 It can enable people from different parts of the organisation to 	

work together more effectively.

>	 It can make for higher recognition in financial circles, and 		

	 therefore often favourably affect share prices.

> 	It can encourage consumers to look more favourably upon 		

	 the company and its products and to stay brand loyal.

>	 It can encourage suppliers to operate regularly and consistently.

>	 It can enable the company to establish itself more effectively 	

	 in new markets.

> 	It can allow for the more rapid emergence of new activities 		

	 within a company.

> 	It can allow for more effective and cost efficient expenditure in 	

terms of activities and promotion.

final thought>
“Today it is virtually impossible to detect quality differences 

between the products of major financial service companies, or 

petrol retailers or various other institutions. This means that 

companies and their brands have increasingly to compete with 

each other on emotional rather than rational grounds. The 

company with the strongest, most consistent, most attractive, 

best implemented and manifested reputation/identity will emerge  

on top in this race. The brand enables the company to make its 

strategy and culture visible.”

Quote taken from ‘The Guide to Corporate Identity’ by Wolff 

Olins, published by The Design Council, England.
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contact> PO Box 1106 Jindabyne >NSW >Australia

phone> +61 2 6457 1328  email> email@d-i-g.com.au

D.I.G Multimedia is a design studio with many years of experience and expertise, specialising  

in strategic design communications. As a multi-disciplinary studio, our services include brand 

design and management, print design, online and interactive digital design and video production. 

Our integrated communication solutions draw on these skills to meet the specific requirements 

of large and small business organisations.

 


