The Al Brand Gap™

Why your brand intention no longer
controls your brand reality.



For decades, companies have carefully defined their brands.
he Brand Book became the source of truth for:
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But the Brand Book was designed for a world where
companies communicated directly with people.
That world is changing.

Your Brand Book defines what
you want your brand to mean.
But is that what Al understands? |




YESTERDAY

BRAND > MARKETING > CHANNELS > CUSTOMER

Companies created the story. Marketing distributed it. Customers encountered it.

TODAY

discover companies compare brands

understand categories :
evaluate alternatives

INFORMATION
BRAND — "EcOSYSTEM

> CUSTOMER

- explain differences
research solutions P

compare brands create shortlists

The customer forms an opinion about your company before visiting your
website or seeing your campaign. Al is becoming the interpreter of your brand.
(And it does not work from your Brand Book).



Your Brand Book might say:
We are innovative. We are premium.
We are the specialist.

But what happens when someone asks Al?

THE BRAND YOU INTEND
¢
THE BRAND YOU COMMUNICATE

[ THE Al BRAND GAP™ ]
THE BRAND Al UNDERSTANDS

THE BRAND Al PRESENTS
J

THE BRAND YOUR CUSTOMER
UNDERSTANDS

The Al Brand Gap™:
The distance between how you want your brand to
be understood and how Al actually represents it e




Does Al understand your category? Your positioning? Your differentiation? Your target audience? I'he problems
you solve? The attributes you want to own? The evidence behind your claims? Your authority and expertise?
Who your real competitors are? When your brand should be considered or recommended? Does Al understand
your category? Your positioning? Your differentiation? Your target audience? The problems you solve? The
attributes you want to own? The evidence behind your claims? Your authority and expertise? Who your real
competitors are? When vour brand should be considered or recommended? Does Al understand your
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Most companies spent months answering
these questions in their Brand Book.
Far fewer know how Al answers them.

That is the new brand question.

Does Al understand your brand
the way you want your target
audience to understand it?
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The traditional Brand Book isn't obsolete. It has a new job to share.

THEBRANDBOOK  THE AIBRAND BOOK

Defines how the brand expresses itself. Defines how the brand should be understood
in an Al-mediated market.
ldentity Al Brand Gap™
Positioning Desired Al brand understanding
Messaging Competitive associations
Visual language Problems and use cases
Tone of voice Evidence and authority

Brand consistency Brand signals

Al activation priorities
Al tools and channels
Prompt architecture
Measurement and governance

Together, they form the emerging Brand Operating System.



KVD closes the gap between

brand intention and Al

interpretation.

2.Investigate

how relevant Al

environments
1. Examine what represent it
your brand today.

wants to mean.

3. ldentify the Al
Brand Gap™.

5. Establish
where to act and
how alignment is
measured over

4. Define the time.

signals, evidence,
channels, and

sources that need
strengthening.

Theresultis not
another Al
report. It is your

Al Brand Book.

A strategic framework sitting alongside
your existing Brand Book, designed to
guide marketing, communications,
digital, content, PR, and Al activities in an
increasingly Al-mediated market.




You know what your Brand Book says.

Your customers are using Al to discover and compare. Your competitors
are entering the conversations. If your brand intention and Al's
interpretation are different, you have an Al Brand Gap™.
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