
©The Strategic Planning Group
258 Adelaide Street E., Suite 201, Toronto, Ontario, M5A 1N1

Tel: 416 366-4774 Fax: 416 366-4775 All Rights Reserved

The Strategic Planning Group’s
BRAND ARCHITECTURE MODEL

Relationship to the Customer Experience

©The Strategic Planning Group
All Rights Reserved

Page 14

BRAND ARCHITECTURE

Corporate
Vision

Corporate
Mission

Strategic Plan

Brand Vision

Brand Promises

Brand Strategy

Brand Tactics

Value
Propositions

Customer
Experience

Service Quality
Strategy

Service
Behaviors

Strategic
Initiatives

W
h

a
t 

w
e

n
ee

d
 t

o
 b

e
H

o
w

 w
e 

w
il

l
a

ch
ie

v
e 

it
A

ct
iv

it
y

Executive
Leadership

Organizational
Alignment

High Performance
Culture

Results Oriented
&  Accountability

Marketing
Mission

Marketing
Strategy

Marketing
Tactics

O
rg

a
n

iz
a

ti
o

n
a

l
U

n
d

er
p

in
n

in
g

s

Peter Drucker wrote that the purpose of a business is to create and serve a customer. For this reason, he placed the
customer at the centre of the Marketing Concept. We believe that just as the customer must be at the centre of
business strategy, “customer experience” is at the centre of brand strategy because the customer defines the brand.
Unfortunately, too many organizations approach issues of brand from an internal perspective, thinking that brand
is largely a communications and positioning issue. We place the customer experience at the core of our “brand
architecture” as shown below because, in the end, customers define the requirements for business success.


