FROM VISIBILITY TO CREDIBILITY:
BUILDING A BRAND PEOPLE TRUST
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Why visibility is easy and credibillity is hard

How people judge your brand instantly

We'll leave you with practical actions, noft just theory



Al has increased content but reduced quality

With more noise, it's harder to stand out
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THE SHIFT: WHY BRANDING HAS CHANGED  HELP T0 GROW.

MANAGEMENT ALUMNI

What does this mean for SMEs?
More pressure, more output, less time...

...budgets are squeezed

TRUST is now the differentiator



Marketing
Investments
and Actions

Consumer-Based Purchase and Firm-Based Shareholder
Brand Equity Use Behaviors Brand Equity Value

Harvard Business School (2024)



FIRST IMPRESSIONS AND VISUAL TRUST ~ HELP TO GROW.

MANAGEMENT ALUMNI

e Visuals shape perception before anything else
e Poor visuals damage credibility instantly

e Strong visuals ftell your story
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FIRST IMPRESSIONS AND VISUAL TRUST ~ HELP TO GROW.

MANAGEMENT ALUMNI

e Generic stock / Al visuals vs real, meaningful imagery

e What builds trust visually:
o Behind-the-scenes content
o Product/process storytelling
o Real people
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S eNevlal Sccret Level, one of the studios behind those

DR o\vful Al Coke ads, released a featurette.
They're trying to flex with their numbers, but
all it does is show how inefficient and bad
their art direction is. 512 images per shot, and
85 minutes of 'content' for a hideous 80
second ad.
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CONSISTENCY: THE FOUNDATION OF HELP TO GROW.
CREDIBILITY

e Consistency builds frust over time
e |nconsistency confuses and weakens brands

e A lotf of inconsistency comes from internal decisions
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Al: DON'T LET IT DILUTE YOUR BRAND

e Alis atool, not a sirategy
e Overuse leads to generic, low-impact content
e Human thinking is your competitive advantage

e Use Al to create time for thinking, not replace it



Al: DON'T LET IT DILUTE YOUR BRAND
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Use Al for: Avoid using Al for:

o Efficiency o Core messaging

o Drafting o Brand voice

o Admin o Strategic thinking

o Collating lots of data o Replacing human insight



STORYTELLING AND AUTHENTICITY

e People trust stories, not statements
e Authenticity builds credibility faster than perfection

e Your journey is part of your brand






STORYTELLING AND AUTHENTICITY HELP TO GROW.

MANAGEMENT ALUMNI
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e Founder stories
e Customer outcomes
e Real experiences

Why it works:
e HuMan connection

o - e Relatability
e Practical




YOUR BRAND COMMUNITY

What does
building A
brand
community
really look like?



COMMITMENT

A

YOUR BRAND COMMUNITY

The Community Commitment Curve

Adopt leadership role
Start/Lead sub-group

Organize event
Attend event
Lead live video disc
Lead Forum
Participate in live video discussion

Become key contributor in forum

Write blog post

Upload video
Message other member

Contribute to Forum

Comment on blogs

Read blogs Read Forums

Become a membe

Read Member Profiles ook at Resource Pages

Read Purpose

Look at photos/videos

3

TIME Atkin (2014)

What does
building A
brand
community
really look like?



KNOW WHEN TO GET SUPPORT

e You don't need to do everything yourself
e Time is best spent on your strengths

e External support can accelerate growth



KNOW WHEN TO GET SUPPORT

Reality of SMEs: founders wear too many hats
Risk: spending time on low-value tasks

Options:
o Al fools
o Agencies / specialists



KNOW WHEN TO GET SUPPORT

In a study of SME leaders:

65% state outsourcing helps them focus on core functions

63% identify cost reduction as a key benefit of outsourcing

the modern market offers more than 8,000 different MarTech solutions -
specialists help navigate these (and this was two years ago!)

mMost expect agency costs to be lower compared with building an

Internal marketing department
European Journal of Management Issues (2024)

In a study of SME using marketing outsourcing:

used due to lack of expertise in their own business
belief in significant underuse of website
53% wanted additional analytics capabillities

Australasian Marketing Journal (2025)



KNOW WHEN TO GET SUPPORT

Opportunity costs....




KNOW WHEN TO GET SUPPORT

Christoffer Bjelke @ @chribjel -4d (I

We hired a junior developer to write the simple
code, so we don't have to spend a ton of
money on tokens for those basic/primitive
tasks

O239 11583 Q125K (lg98ok [] <L

>, Sameer goel
@sameer_goel

Replying to @chribjel

Great, so now we’re optimizing LLM costs
by inventing employees again. Full circle
innovation.

9:45 AM - 21 Apr 26 - 50.8K Views
X platform (2026)

ASsSess your needs
Don't just follow the herd

Match the resource to the
requirement

Beware buzzwords and fads
that don't add value to your
business!



SETTING YOU UP FOR SUCCESS HELP TO GROW.

MANAGEMENT ALUMNI

How will you understand the impact your decisions have on your customerse

m—)




SETTING YOU UP FOR SUCCESS

Assess decision making / impact in:

Positive Emotion
Engagement
Relationship
Meaning
Accomplishment

Is there a fransformation?

What's the impact of future purchase
intent for your customer?¢

Compare the customer impact before (1) and after (2)

interacting with the brand, and with the decision-
making process (3) inside the business.

AFTER 2

Smith (2025) Marketing Excellence Model



KNOW WHEN TO GET SUPPORT

Believe In what your brand strategy
says not always in what big tech says...!

Remember your brand building basics



KEY TAKEAWAYS

e Small changes can have immediate impact
e Focus on quality, clarity and consistency

e Trustis built through deliberate action

e Remember the brand building basics

e Consider the consequences of your choices
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PRACTICAL ACTIONS

1) Audit your visuals — do they build truste

2) Check consistency across all channels

3) Rewrite one message to focus on customer problems

4) Review how you're using Al

5) Consider how internal decision-making process impacts customer fransformation?

6) Add one real story to your brand this month



GET IN TOUCH

Sarah Williams Dr Mark Smith
Co-founder of Darklight, Visual Consultancy Founder of Direction™, Brand Strategy

Lecturer at Nottingham Business School, NTU




Join our next webinar...

THE LEADERSHIP SHIFT: EVOLVING
FROM SME FOUNDER T0 LEADER

FRIJUNE 12"™ 2026
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