
What is the 
role of brand?
Especially in an industry which has 
either become commoditised, or where 
relationships and performance are everything
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Natwest

BRAND - A complex, 
multi-layered set of 
perceptions driven by 
products, interaction 
and experience
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Relevance of Brand
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Relevance of Brand

Brand is not just a...
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> Logo

> Pantone

> Typeface

> Tagline

> Campaign or

> Brochure…
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Relevance of Brand

...it’s what defines you, 
what you want to be known for 
and how you want clients to feel about you...
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Relevance of Brand

Brand 
=
Relevance 
=
Impact
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prophet.com/relevantbrands



About Prophet

We transform 
businesses today 
to deliver growth 
for tomorrow

We’re a strategic consultancy 

that builds relevant brands 

and customer experiences, 

sparks digital transformation 

and creates strategies that 

accelerate growth.
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About Prophet

The customer is 
at the heart of 
everything we do CAPABILITIES, 

CULTURE & 

ORGANISATION

BRAND, IDENTITY & 

GO-TO-MARKET

CUSTOMER

PRODUCTS, 

SERVICES & 

EXPERIENCES

Accelerating growth requires a 

ruthless focus on 

understanding under-served 

customer needs. 

We fuse this insight with 

strategic analysis, digital and 

marketing expertise, world-

class design and operational 

experience to deliver 

successful results for the 

world’s biggest companies. 
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About Prophet

We have 400 people and 
10 offices around the world 
but only 1 P&L

San Francisco  |  Atlanta | Richmond | Chicago | New York | London | Zurich | Berlin | Hong Kong | Shanghai

Our people have diverse 

backgrounds in strategy 

consulting, industry, customer 

insight, UX design, graphic 

design, digital and more.

We are privately owned 

with all of the ownership in 

the hands of the people who 

work here.

One P&L means you always 

get the best resources on 

your project.

Prophet Confidential 8



03/

Brand Relevance Index

Brand relevance is measurable…

Confidential 9

Customer Obsessed

Pervasively Innovative

Ruthlessly Pragmatic

Distinctively Inspired

2017 GLOBAL BRAND RELEVANCE SCORES 

IN PAYMENT CATEGORY

2017 Prophet Brand Relevance Index Research
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Brand Relevance Index

…and predicts business growth

2017 Prophet Brand Relevance Index Research Prophet Confidential 10

R COEFFICIENT = 0.72

PROPHET BRAND RELEVANCE INDEX SCORE
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TOP 50 BRANDS OF 2016 (US):

10-YEAR GROWTH VS. RELEVANCE SCORE

RELEVANCE VS REVENUE GROWTH

TOP 50 BRANDS OF 2016 (US):

10-YEAR GROWTH VS. NPS

R COEFFICIENT = 0.56
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Brand Relevance Index

16 attributes can 
explain relevance

In touch and responsive to 
how consumers live and 
work, their needs and 
desires

• I can’t imagine living without

• Meets an important need in 

my life

• Makes me happy

• Connects with me 

emotionally

Customer obsessed Ruthlessly pragmatic Distinctively inspired Pervasively innovative

Makes life easier, is 
dependable, consistent 
and available when and 
where they need it

• Is available where and 

when I need it

• Makes my life easier

• Delivers a consistent 

experience

• I know I can depend on it

Motivates and inspires 
with a clear purpose, is 
trustworthy and authentic

• Makes me feel inspired

• Has a purpose I believe in

• I trust

• Is modern and in-touch

Pushes the status quo, 
offers novel solutions, 
engages in creative ways 
of working

• Pushes the status quo

• Engages with me in new 

creative ways

• Has better products, 

services and experiences 

than competitors

• Always finding new ways to 

meet my needs

Prophet Confidential 11



Financial Data
Services

Retail Banking &
Investments

Insurance - Life and
Health

P&C Insurance

Banking Insurance
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Brand Relevance Index

Financial services 
brands appear 
to be out of touch 
with customers
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Customer Obsessed Pervasively InnovativeRuthlessly Pragmatic Distinctively Inspired
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Relevance of Brand

… most FS brands perform really poorly
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Customer Obsessed Pervasively InnovativeRuthlessly Pragmatic Distinctively Inspired
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All Change Ahead

The sector is about to change even more…

DIGITAL DISRUPTION

Artificial Intelligence

Robo advice

Block-chain
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UNIQUE MACROECONOMIC TIMES

Historically low interest rates & returns

Stagnating growth

Brexit uncertainty

Increased margin compression

DISILLUSIONED POST-CRISIS CUSTOMERS

Question banks’ motives

Relationship has become impersonal

Increase in time-consuming red tape

NEW COMPETITIVE FORCES

Fintech

Digital commerce firms (Google, Facebook, Alipay)

Uber-isation of consumer expectation

CONTINUED REGULATORY CHANGE

Fatigue from continual regulatory restructuring

Open Banking & PSD2

GDPR

Increasing risk, finance, legal & compliance costs

SHIFTING EXPECTATIONS

Seamless experience across all channels 24/7

Growing rift between needs of ageing and next generation

Societal role of banking and UN SDGs

Banking 
is essential, 

banks 
are not 
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All Change Ahead

…and FinTech, is 
already going 
mainstream

EY FinTech Adoption Index 2017 Prophet Confidential 15
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Money transfer 

& payments

Insurance

Savings & 

investments

Borrowing

Financial planning

Proportion of 22,000 digitally active 
customers across 20 countries who have 
used 2 or more FinTech products in last 6 
months (up from 16% in 2015)
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The Way Forward

To stay relevant FS 
brands need to 
become more 
customer obsessed 
and innovative

The most relevant brands outperform 
the rest across all four dimensions.

Leading brands have permission to 
move into new categories, including 
further into Financial Services.
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Customer
Obsessed

Ruthlessly
Pragmatic

Distinctively
Inspired

Pervasively
Innovative

Top 10 Top 11-50 The Rest
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The Way Forward

It doesn’t really matter which 
brand model you use…
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The Way Forward

The key is to have a 
clear and relevant 
point of view that 
defines how you 
want the world 
to perceive and 
interact with you.
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The Way Forward

How we think about brand ‘ingredients’
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Brand positioning

The core of the brand 

strategy

Brand expression

The creative 

articulation to bring 

the brand strategy to 

life

Brand delivery

Application of the 

brand strategy to the 

business

Brand ambition

The translation of the 

business strategy into 

the underpinnings of 

the brand strategy

Brand role (vision/mission)

Strategic target

Frame of reference

Brand promise

Brand pillars

Brand essence (handle)

Brand narrative (manifesto)

Brand  personality

Brand voice

Tagline

Visual identity

Customer experience

Products & services

Internal engagement

Culture & capabilities



Thank you!
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Greg Handrick

Partner

Prophet

10 Bedford St.

London, UK, WC2E 9HE

+44 7867 521 060 

ghandrick@prophet.com


