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Humanizing your Brand
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culture,
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Transparency

Is your brand
transparent
about the good
AND the bad?

Is your brand
honest Iin
everything you
do?



Does your
brand
contribute to

causes
ustomers
elieve are

. Important?
"

IS'your brand

mindful of your
B impact onithe

environment?

Brand
Contribution




brand develo
your offering Iin

L an ethical

manner?

“do the right
thing™?



Why does your
brand exrst’?
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Humanizing your Brand

Brand
Trust

Consumer
Empathy




Humanizing your Brand

It’s an operating system for marketing. % .2 g

It’s knowing who you are, where
you’ve been, what you value, and
where you want to go.



1. When in Social, be social.

Humanize customer support.

Make your employees ambassadors,
and when possible, make them the
face of your brand.

Little things matter a lot to customers
who want to like you.

Speak like a real person, not a brand.

Share honestly about when you've
screwed up.

Be true to yourself: Know and live your
brand purpose, and tie everything back to it.




