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Your brand doesn’t live in guidelines.
It doesn’t live in layouts or touchpoints.
It lives in your people  – their decisions, 

instincts, pride and behaviours.

InsightBrand is commitment

Meaning gives your brand its core.
Commitment gives it momentum.
This is how...



InsightBrand is commitment

Brand commitment:

The sustained willingness of people to act in line with 
a brand’s direction, even when no one is watching  
and no instruction is given.

It shows up in the choices teams make, the care taken 
in creative and design decisions and the consistency  
of experience over time.

�:�K�\���G�R�H�V���L�W���P�D�z�H�U�"

It’s what keeps a brand coherent over time.  
�0�D�U�N�H�W�V���F�K�D�Q�J�H�����W�H�D�P�V���H�Y�R�O�Y�H���D�Q�G���V�W�U�D�W�H�J�L�H�V���V�K�L�y���S��
�E�X�W���F�R�P�P�L�z�H�G���S�H�R�S�O�H���F�R�Q�W�L�Q�X�H���W�R���P�D�N�H���G�H�F�L�V�L�R�Q�V 
that move a brand in the right direction.  
Without commitment, brands rely on rules,  
approvals and policing to stay on-track. With it,  
the decisions become instinctive.

Commitment is also what turns strategy into a lived 
�H�[�S�H�U�L�H�Q�F�H�����,�W�X�V���W�K�H���G�L�p�H�U�H�Q�F�H���E�H�W�Z�H�H�Q���D���E�U�D�Q�G��
that looks good in presentations and one that feels 
�F�R�Q�V�L�G�H�U�H�G���H�Y�H�U�\�Z�K�H�U�H���L�W���V�K�R�Z�V���X�S���S���L�Q���G�H�V�L�J�Q����
communications, products and digital experiences.

It helps brands grow, adapt and 

stay recognisable – through 

shared belief, pride and ownership.

What is brand 
commitment?



InsightBrand is commitment

Understanding is the foundation of commitment.  
If people don’t know what your brand stands for,  
they can’t stand for it.

Commitment starts when a brand becomes instinctive: 
clear, digestible and unmissable.

Not academic.  
Not corporate.  
Not locked in a deck.

�$���V�W�R�U�\���S�H�R�S�O�H���F�D�Q���U�H�W�H�O�O���Z�L�W�K�R�X�W���W�K�L�Q�N�L�Q�J���S 
and get right.

When understanding lands, clarity spreads.  
And clarity is what turns a brand into something  
people act on.

A brand people 
understand is a brand 

people can carry.

01 — Understanding



FROM  
“THE 
BRAND ”
TO �

InsightBrand is commitment

02 — Belief
People don’t commit to brands because they’re 
instructed to.

They commit because it feels right.

True. Aligned. Useful. Theirs.

�%�H�O�L�H�I���I�R�U�P�V���Z�K�H�Q���D���E�U�D�Q�G���I�H�H�O�V���W�U�X�H���W�R���L�W�V�H�O�I�����U�H�v�H�F�W�V���D�Q��
organisation’s reality and makes sense of its purpose.

It’s the moment people can see themselves in the story.

But belief doesn’t happen by accident.  
It’s built. Carefully. Deliberately. Consistently.

Belief is created when a brand:

�_�� ���5�H�v�H�F�W�V���K�R�Z���W�K�H���R�U�J�D�Q�L�V�D�W�L�R�Q���D�F�W�X�D�O�O�\���Z�R�U�N�V���D�Q�G��
�Z�K�D�W���L�W���D�F�W�X�D�O�O�\���P�H�D�Q�V���S���Q�R�W���D�Q���L�G�H�D�O�L�V�H�G���Y�H�U�V�L�R�Q�� 
but the lived reality

•  Connects decisions, behaviours and ambitions  
into one clear picture

�_�� ���6�L�P�S�O�L�r�H�V�����Q�R�W���F�R�P�S�O�L�F�D�W�H�V���S���P�D�N�L�Q�J���S�H�R�S�O�H�X�V���Z�R�U�N��
easier and clearer

�_�� ���6�K�R�Z�V���S�H�R�S�O�H���W�K�H���U�R�O�H���W�K�H�\���S�O�D�\���S���Z�K�H�U�H���W�K�H�\���r�W�� 
�K�R�Z���W�K�H�\���F�R�Q�W�U�L�E�X�W�H�����Z�K�\���W�K�H�\���P�D�z�H�U

�_�� ���%�X�L�O�G�V���S�U�L�G�H���Z�L�W�K�R�X�W���S�R�V�W�X�U�L�Q�J���S���J�U�R�X�Q�G�H�G�� 
authentic, earned

�_�� ���&�U�H�D�W�H�V���D���V�H�Q�V�H���R�I���G�L�U�H�F�W�L�R�Q���S���D���E�U�D�Q�G���W�K�D�W���K�H�O�S�V��
people move, not just understand

When those conditions are met, belief takes root.  
And once belief takes root, commitment follows.



Commitment shows 
up in the work —

 
 
not the words.

When a brand becomes the default rather 
than the exception.

When it enables, not restricts.

When consistency feels natural, not forced.

You know commitment has been established for a  
brand when you feel the need to stop policing it.

When it’s used and applied coherently because people 
�Z�D�Q�W���W�R���J�H�W���L�W���U�L�J�K�W���S���Q�R�W���E�H�F�D�X�V�H���W�K�H�\���I�H�H�O���W�K�H�\���K�D�Y�H���W�R��

This is where commitment becomes visible:  
in emails, presentations, decisions, meetings,  
service moments, tone, behaviours, judgements.

Insight

03 — Visibility

Brand is commitment



Insight

�$���E�U�D�Q�G���W�K�D�W�X�V���Z�K�R�O�O�\���F�R�P�P�L�z�H�G���W�R���L�V���R�Q�H���W�K�D�W 
�E�H�Q�G�V���G�H�F�L�V�L�R�Q�V���S���L�Q���D���S�R�V�L�W�L�Y�H���Z�D�\��

�,�W���L�Q�v�X�H�Q�F�H�V���S�U�L�R�U�L�W�L�H�V�� 
It shapes how teams talk, act, choose and lead.  
�,�W���E�H�F�R�P�H�V���D���r�O�W�H�U�� 
A reference point.  
A shared discipline.

�:�K�H�Q���E�H�K�D�Y�L�R�X�U���D�O�L�J�Q�V�����D���E�U�D�Q�G���D�F�F�H�O�H�U�D�W�H�V���S 
because everyone is pushing in the same direction.

Behaviour is where commitment stops being  
theoretical and becomes cultural.

3, 2, 1, action.

Commitment is proven 
through action.

04 — Behaviour

Brand is commitment



Insight

�3�U�L�G�H���L�V���W�K�H���H�P�R�W�L�R�Q�D�O���H�Q�J�L�Q�H���E�H�K�L�Q�G���F�R�P�P�L�W�P�H�Q�W���S 
the thing logic can’t manufacture, guidelines can’t 
enforce and campaigns can’t fake.

It’s what makes people advocate, protect,  
represent and elevate a brand without being asked.

Pride creates energy.  
Energy creates momentum.  
Momentum creates resilience.  
 
 
 

�7�K�D�W�X�V���W�K�H���F�K�D�L�Q���U�H�D�F�W�L�R�Q���H�Y�H�U�\���R�U�J�D�Q�L�V�D�W�L�R�Q���Z�D�Q�W�V���S��
and you only get it when people feel something for the 
brand they carry.

�:�K�H�Q���S�H�R�S�O�H���I�H�H�O���S�U�R�X�G���R�I���D���E�U�D�Q�G���S���D�Q�G���W�R���E�H���D���S�D�U�W��
�R�I���L�W���S���H�Y�H�U�\�W�K�L�Q�J���H�O�V�H���I�H�H�O�V���Q�D�W�X�U�D�O�����F�R�Q�V�L�V�W�H�Q�F�\�����F�X�O�W�X�U�H����
recruitment, reputation, relationships, impact.

Pride turns a brand from an instruction into an instinct.

The strongest 
brands are carried 

with pride.

05 — Pride

Brand is commitment



EVERY�
ONE

Insight

Commitment peaks 
when a brand 
belongs to everyone.
�2�Z�Q�H�U�V�K�L�S���L�V���W�K�H���G�L�p�H�U�H�Q�F�H���E�H�W�Z�H�H�Q���S�R�O�L�W�H��
agreement and genuine alignment. The point where 
a brand stops being something people agree with 
and becomes something they stand behind.

It happens when:

•  teams feel included
•  �D���E�U�D�Q�G���U�H�v�H�F�W�V���W�K�H�L�U���U�H�D�O�L�W�\
•  the tools feel built for them
•  the story makes their work clearer and more 

meaningful

When ownership lands, a brand becomes a  
shared responsibility.

Not a marketing output.  
Not a leadership message.

But a collective commitment.

06 — Ownership

Brand is commitment



Insight

Give people 
enough — but not 
everything.

Brands earn commitment when they:  

• give principles, not prescriptions  

�_�� �R�p�H�U���F�O�D�U�L�W�\�����Q�R�W���F�R�Q�V�W�U�D�L�Q�W 

• set direction, not dictation  

• explain the why, not micro-manage the how  

•  create enough structure for cohesion, enough 

freedom for ownership

A brand isn’t supposed to do all the work.  

�,�W�X�V���V�X�S�S�R�V�H�G���W�R���J�X�L�G�H�����H�T�X�L�S���D�Q�G���L�Q�V�S�L�U�H���S 

�W�K�H�Q���O�H�W���S�H�R�S�O�H���r�O�O���L�Q���W�K�H���U�H�V�W��

So they bring their own interpretation and ideas to  

the party.

Because commitment thrives when people feel trusted.  

And trust grows when the brand gives them room to 

move, think and interpret.

Guidance creates alignment.  

Freedom creates commitment.

Commitment doesn’t come from being overloaded.  

It comes from having just enough information.  

Enough clarity to act, enough context to understand, 

�H�Q�R�X�J�K���G�L�U�H�F�W�L�R�Q���W�R���P�R�Y�H���Z�L�W�K���F�R�Q�r�G�H�Q�F�H��

Strong brands don’t try to script every decision.  

They don’t box people in or drown them in rules.

�7�K�H�\���F�U�H�D�W�H���V�S�D�F�H���S���V�S�D�F�H���I�R�U���L�Q�W�H�U�S�U�H�W�D�W�L�R�Q�����M�X�G�J�P�H�Q�W����

personality and pride.

Because when a brand becomes a straightjacket, 

people stop contributing.

When it tries to control everything, people start 

�V�Z�L�W�F�K�L�Q�J���R�p��

And when it becomes overly instructional, it loses  

the magic that brings it to life.

07 — Space

Brand is commitment



Insight

Nobody feels responsible for how  
your brand shows up
Pride and ownership are missing.

When asked what your brand  
stands for, people pause.
Hesitation = lack of clarity.  
Lack of clarity = lack of commitment.

Teams can’t explain why your  
�E�U�D�Q�G���P�D�
�H�U�V��
If the ‘why’ is missing, the behaviour won’t follow.  
�3�H�R�S�O�H���Q�H�H�G���F�R�Q�W�H�[�W���W�R���D�F�W���Z�L�W�K���F�R�Q�r�G�H�Q�F�H��

There’s more variation than  
consistency in everyday outputs.
�9�D�U�L�D�E�L�O�L�W�\���L�V���R�y�H�Q���D�Q���L�Q�G�L�F�D�W�R�U���R�I���O�R�Z���D�G�R�S�W�L�R�Q�� 
not creativity.

Brand conversations only happen  
around campaigns – never culture  
or behaviour.
Which means your brand is still treated as an  
“output”, not an “operating system”.

People feel applying a brand is  
“extra work”.
If using a brand adds friction, people won’t do it. 
Commitment thrives on ease.

�3�H�R�S�O�H���G�H�V�F�U�L�E�H���\�R�X�U���E�U�D�Q�G���G�L���H�U�H�Q�W�O�\��
depending on who you ask
No shared language = no shared commitment.

Your brand is still “owned by marketing”
If teams defer everything to one department,  
your brand hasn’t bedded in.

Tools exist – but aren’t being used
Beautiful guidelines mean nothing if nobody opens  
or uses them.

Assets are forever being recreated
If teams create their own versions, your brand  
doesn’t feel usable.

�7�R�Q�H���R�I���Y�R�L�F�H���V�K�L���V���Z�L�O�G�O�\���D�F�U�R�V�V���W�H�D�P�V
�&�R�P�P�X�Q�L�F�D�W�L�R�Q�V���V�R�X�Q�G���O�L�N�H���G�L�p�H�U�H�Q�W���F�R�P�S�D�Q�L�H�V��
depending on who wrote them.

New joiners struggle to explain your  
�E�U�D�Q�G���D���H�U���R�Q�E�R�D�U�G�L�Q�J
�,�I���W�K�H���r�U�V�W���������G�D�\�V���G�R�Q�X�W���H�P�E�H�G���F�O�D�U�L�W�\�����L�W�X�V���D���V�L�J�Q 
the story isn’t clear enough.

Your brand isn’t referenced in  
decision-making
If strategy, product, people and operations don’t  
�X�V�H���\�R�X�U���E�U�D�Q�G���D�V���D���r�O�W�H�U�����L�W���L�V�Q�X�W���H�P�E�H�G�G�H�G��

Leadership talks about the organisation 
one way; teams talk about it another
�7�K�H���W�R�S���D�Q�G���E�R�z�R�P���D�U�H�Q�X�W���D�O�L�J�Q�H�G���S���F�R�P�P�L�W�P�H�Q�W 
�D�Q�G���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���L�V�Q�X�W���r�O�W�H�U�L�Q�J���W�K�U�R�X�J�K��

Brand is commitment

08 — Signs

These are the early cracks – 
the signals that teams aren’t aligned, 
a brand isn’t landing internally or 
the story isn’t being owned. In short, 
here’s how you know your brand is 
lacking commitment:



A resonant organising thought that tells people what 

�W�K�H���E�U�D�Q�G���V�W�D�Q�G�V���I�R�U���D�Q�G���Z�K�\���L�W���P�D�z�H�U�V���D�V���V�L�P�S�O�\���D�Q�G��

succinctly as possible. A strong brand idea becomes  

the anchor for everything:

culture, behaviour, decisions, recruitment, innovation, 

communication, experience and beyond.

It’s the reference point people return to when  

they’re unsure.  

�,�W�X�V���W�K�H���r�O�W�H�U���W�K�H�\���X�V�H���Z�K�H�Q���P�D�N�L�Q�J���F�K�R�L�F�H�V�� 

It’s the language they borrow when explaining the  

brand to others.

When the brand idea is meaningful, people can feel it.  

When it’s simple, people can remember it.  

When it’s true, people can believe in it.

�$�Q�G���Z�K�H�Q���L�W�X�V���J�H�Q�H�U�R�X�V���S���J�L�Y�L�Q�J���M�X�V�W���H�Q�R�X�J�K���F�O�D�U�L�W�\��

�Z�L�W�K�R�X�W���E�H�F�R�P�L�Q�J���S�U�H�V�F�U�L�S�W�L�Y�H���S���S�H�R�S�O�H���F�D�Q���P�D�N�H���L�W��

their own.

That’s when commitment begins.

Because a brand idea that works isn’t restrictive.  

It isn’t a script or a rulebook.  

It gives direction, not instruction.  

It provides context, not constraint.  

�,�W���O�H�D�Y�H�V���V�S�D�F�H���I�R�U���L�Q�W�H�U�S�U�H�W�D�W�L�R�Q���S���W�K�H���V�S�D�F�H���Z�K�H�U�H��

ownership grows. Ideas.  
Realised.

InsightBrand is commitment

Commitment starts with a clear, 
meaningful brand idea

09 — Start

Step into 
NATURE

Go deeper  

Be at your best: what a brand idea makes possible  

Click here to read

https://cubicstudio.co.uk/journal/brand-idea/


10 — Proof

InsightBrand is commitment



OUR 
BRAND

OUR 
BRAND  
IN YOUR 
HANDS

GROW 
TOGETHER

�7�K�H���F�D�P�S�D�L�J�Q���Z�H���F�U�H�D�W�H�G���I�R�U���W�K�H���R�U�J�D�Q�L�V�D�W�L�R�Q���S 
�8�V���S���Z�D�V�Q�X�W���D�E�R�X�W���U�H�G�H�V�L�J�Q�L�Q�J���R�U���F�K�D�Q�J�L�Q�J���W�K�H���E�U�D�Q�G�� 
It was about strengthening belief, clarity and alignment.

Giving teams a story they could stand behind.  
Tools they could use.  
Language that felt real.  
A narrative they could see themselves inside.  
�,�G�H�D�V���W�K�D�W���G�L�G�Q�X�W���V�L�W���D�E�R�Y�H���W�K�H���R�U�J�D�Q�L�V�D�W�L�R�Q���S 
but belonged  to it.

Commitment made visible.  
Culture made cohesive.  
A brand carried, and delivered, collectively.

Because brand is commitment.

�$�Q�G���Z�K�H�Q���\�R�X���J�H�W���W�K�D�W���U�L�J�K�W���S���H�Y�H�U�\�W�K�L�Q�J���H�O�V�H 
becomes possible.

Our work with  
The Woodland Trust 
is a testament to what 
internal commitment 
looks like in practice.

InsightBrand is commitment

View case study

https://cubicstudio.co.uk/work/woodland-trust/


InsightBrand is commitment



Hi, we’re 
Cubic.
We’re a strategically-minded design 
�V�W�X�G�L�R���W�K�D�W���P�D�N�H�V���E�U�D�Q�G�V���P�D�z�H�U���S��
�E�\���r�O�O�L�Q�J���W�K�H�P���Z�L�W�K���P�H�D�Q�L�Q�J��

By partnering closely with our clients, we help businesses stay fresh, 

�F�R�P�P�X�Q�L�F�D�W�H���Z�L�W�K���F�R�Q�r�G�H�Q�F�H���D�Q�G���E�H�F�R�P�H���W�K�H���E�H�V�W���Y�H�U�V�L�R�Q���R�I���W�K�H�P�V�H�O�Y�H�V��

We’re small but that’s how we like it, and so do our partners. They get the 

most out of us, and we in turn put our heart and soul into every project we 

�W�D�N�H���R�Q�����,�W�X�V���E�H�H�Q���W�K�D�W���Z�D�\���I�R�U���R�Y�H�U���������\�H�D�U�V��

Our services

�¬  Brand Creation

�¬  Visual Identity

�¬  Brand Refresh

�¬  Digital Experience

�¬  Brand Strategy

�¬  Campaign

�¬  Photography

�¬  Communications

�¬  Social Content

�¬  Brand Architecture

�¬  Copywriting

�¬  Motion Design & Film

�¬  Illustration

�¬  Guidelines & Toolkit

A little bit about us

Select clients



Like what you’ve seen and want to know 
�P�R�U�H�"���,�I���\�R�X�X�U�H���U�H�D�G�\���W�R���r�O�O���\�R�X�U���E�U�D�Q�G���Z�L�W�K��
meaning, drop us a note or line.

�:�H�X�U�H���D�O�Z�D�\�V���X�S���I�R�U���D���F�K�D�W���S���D�E�R�X�W���\�R�X�U 
brand, business and anything in between.

Ollie Bingham  
Managing Director  
oliver@cubicstudio.co.uk  
��������������������������

cubicstudio.co.uk


