
Why 
Do You 

Need An  
Authentic 

Brand?



Since the advent of consumer 

culture, and increasingly in recent 

decades, consumers have demanded 

authenticity from the companies who 

serve them. 

Brand authenticity, though difficult 

to define, is essentially a measure of 

how sincere consumers perceive the 

messages, statements, and product 

offerings of a company to be. 

Here we’ll focus on how 
brands walk this fine line 
between successfully 
establishing an authentic 
brand, and coming off as 
an “unauthentic” authentic 
brand. We’ll look to answer 
the question of how brands 
achieve this with the 
consumers, one that will not 
only increase positive brand 
connotation, but also drive 
sales and interactions with 
the consumer.

Overview
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This too is a fine line, where brands 

must carefully manage the type 

of emotional connection they are 

creating as to not cross over into 

overly negative emotions and seem 

as if they are “manipulating” their 

audience.

 



Offering authenticity to consumers 

is a difficult task because once a 

company attempts to create this 

characteristic to boost sales, they are 

in fact committing the inauthentic 

act of deliberate fabrication, as true 

authenticity is an organic process. 

Consumers want to connect with 

brands they can believe in – brands 

with whom the consumer feels they 

share a connection, which they can 

be proud of. Social and emotional 

connections segue into upticks in 

sales and brand loyalty.

But what good will it do, and why 

does your brand need to foster these 

connections?

The brands who achieve authenticity 

and emotional connectivity go 

beyond traditional branding 

strategies, not just relying on 

their logo and name to make the 

connection that drives sales but 

connecting with consumers on a 

different level, using the emotional 

equity built by a strong and authentic 

brand and how the consumer uses 

that feeling to drive purchases. 

It’s easy to fall in line with the other 

brands in your space. Each one may 

have a standout characteristic, but in 

the minds of the consumers there are 

few who connect in a way to establish 

true differentiation. 

Why do you need an authentic brand?
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Successful brands realize that 

branding goes beyond competing 

along the physical aspects of your 

brand – the establishment of an 

authentic and emotionally powerful 

brand is something unique to them 

and can be carried with the consumer 

long after their last contact with the 

brand.

Consumers want to connect 

with brands they can believe in 

– brands with whom the consumer 

feels they share a connection which 

they can be proud of. Social and 

emotional connections have begun to 

segue into upticks in sales and brand loyalty.



Why do you need an authentic brand?
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Your brand 
has a strong 

set of moral or 
emotionally 

strong values

Your brand 
strategy relies 
on consumer 

belief and trust 
in what the brand 

represents

Your consumers 
rely on emotional 

connections 
when making 

their purchasing 
decisions

Your brand 
strategy can 
benefit from 

positive public 
sentiment

Your brand exists 
in a crowded 

space with 
differentiating 

factors between 
brands.



For brands who have found success 

in this area of their strategy, they have 

seen that despite their consumer 

audience or line of business, an 

authentic brand serves as an 

invaluable resource.

These brands 
understand that 
branding today 
has evolved from 
a time when your 
“non-tangible” 
branding assets 
such as logos, 
names, packaging 
and colors were 
the driving forces 
behind brand 
building. 

Why do you need an authentic brand?
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With the rise of consumers relying on 

emotion as much as a recognizable 

logo when making their brand 

selection, these organizations realized 

that a transition was necessary, where 

the tangible brand assets combined 

with such characteristics of a brand 

as a genuine emotional connection 

and were the first steps to success.

 



Example: Coca-Cola
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One of the brands leading this transition was The Coca-Cola Company. Coca-Cola 

developed an internationally recognized logo and color scheme at the onset of their 

brand, and from there began systematically building up the halo of associations 

around their brand.
 

They associated such emotions as positivity, relaxation, and happiness with Coca-

Cola so that even though a consumer may never physically need a Coke, people 

happily flocked to the iconic glass bottles.

The Coca-Cola Company has become more sophisticated from a business model 

standpoint since its inception, but the brand persona of happiness has remained a 

staple of the company. 

Coke’s first three slogans were “Drink Coca-Cola,” “Delicious and Refreshing,” and 

“Coke Revives and Sustains.” These three slogans illustrate the prioritization of 

functional benefits and stand in stark contrast to their iconic tagline, “I’d like to buy 

the world a Coke.” 

Since Coca-Cola and many other companies jumped on the branding wagon, the 

industry has never looked back, and now emotion, authenticity, and branding are 

inextricably linked. Research has now been conducted that proves the efficacy of 

linking branding with emotion to drive consumption. 



Brand authenticity, though difficult 

to define, is essentially a measure of 

how sincere consumers perceive the 

messages, statements, and product 

offerings of a company to be. 

This can be a very vague and hard 

to connect to definition, and it 

should be. Brand authenticity is 

not something that comes easy, or 

something that can be created in 

a lab. It is the result of a number of 

factors that comprise your brand 

strategy, all of which come together 

for this one important part of your 

brand.

But, as we’ve mentioned, when it does 

come together and reaches a level 

that resonates with the audience, 

the impact can resonate across the 

brand.

There are five 
steps to take as 
you jump into the 
strategy creation 
for to position 
your brand for 
authenticity 
success:

How to garner brand authenticity
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1. Who is this really for?

2. Find Your Voice

3. Stick to it

4. Talk the talk and

walk the walk

5. Listen to your                
audience



1. Who is this 
Really For?
The first rule in almost any 

communication or messaging 

strategy is to define your target 

audience – you can’t speak to 

everyone, so if you don’t know who 

your brand would like to connect with, 

your messaging will fall flat. 

Getting an outside perspective 

can provide a fresh and unbiased 

direction on the audience selection. 

Brand strategy exercises can identify 

audiences that are a best fit for your 

brand and messaging. 

How to garner brand authenticity
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2. Find Your 
Voice
Consumers can see through 

“unauthentic authentic” brands, 

and many times that happens 

when a strategy FOR the brand 

speaks through a voice that isn’t 

authentic TO the brand. Find out 

what your brand’s voice is and 

how your consumers want to be 

communicated. Don’t try and create a 

connection where one doesn’t exist.

The creation of a brand strategy 

based on research and information-

gathering ensures that your brand 

voice fits with the already-established 

qualities present in the brand.

5
STEPS



3. Stick to It
Rome (or an authentic brand) wasn’t 

built in a day. Building an authentic 

brand takes time – much like the 

Coca-Cola example, where their core 

branding elements were in place 

for decades prior to the brand itself 

reaching a level of success. Don’t 

get discouraged if it doesn’t happen 

right away - it’s not supposed to. 

This is an easy mistake to make 

when working through this process. 

Organizations see their established 

brand and assume that a solid 

brand automatically translates into 

an authentic one, when in fact an 

established brand is just one step on 

the path to brand authenticity.

4. Talk the 
Talk and Walk 
the Walk
It is crucial that a company 

communicate their authentic desire 

to provide the best product and 

satisfy the customer rather than 

seem as if their marketing, branding, 

and sales tactics are all fabrications, 

created to drive profit and with no real 

concern for the customer in mind. 

As previously mentioned, consumers 

will see through this tactic and it will 

have a negative impact on its strategy. 

Although the end goal can be to 

increase success for the brand, the 

efforts toward the goal need to point 

to a more sincere direction.

How to garner brand authenticity
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5. Listen 
to Your 
Audience
Brand authenticity can be driven 

by brand sentiment among your 

audience. If your brand has a positive 

sentiment around it and your target 

market is already carrying this feeling 

toward your brand, the trek toward 

the final goal can be expedited.  On 

the other side, if there are hills to 

be climbed, you will want to identify 

these as soon as possible, as your 

strategy path will need to be designed 

in a way to traverse and overcome 

these obstacles.



This call for authenticity has caused 

brands to construct personalities for 

themselves that provoke emotions in 

their consumers. 

Even though a brand is, in its essence, 

a construct, the effect that a brand 

can have on consumers is very real, 

and this is where the paradox is 

resolved. Emotional responses to a 

brand are inextricably linked to how 

the brand is perceived. 

A brand that triggers no emotions, 

or that triggers only disgust at its 

mega-corporate aura, fails to convince 

consumers that it is authentically 

human. By appealing to the emotions 

every human feeling, attempting 

to tell a story, or tapping into the 

network of positive associations 

that accompany home-grown, local 

companies, a brand is reminding the 

consumer that they are comprised 

of people and made for people- and 

what could be more authentic  

than that? 

It should be cautioned that brands 

should not and likely can not jump 

right into the decision of brand 

authenticity – not only must research 

be done to determine whether the 

brand has the ability to complete this 

aspect of their branding, but specific 

and tailored strategies are necessary 

to cater to the uniqueness of the 

individual situations where a  

brand resides. 

Conclusion
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At Addison Whitney, our 
brand strategy and market 
research teams have spent 
years consulting brands 
on this very aspect of their 
branding, determining 
if and how they should 
proceed with building brand 
authenticity. 

Building brand authenticity is a 

fine line to walk – one that should 

be taken with the help of experts. 

An authentic brand is one that 

can provide many benefits, so the 

question you should ask now is – 

what can I do to take the first steps?



For More Information, 
visit us at 
addisonwhitney.com, 
or call 704-347-5700


