
Beyond the Beaker

Why Your Laboratory’s Brand Matters





A brand is NOT your logo, 
website, color palette, 
advertising, or tagline.



A brand IS the collection of 
expectations, experiences, 
perceptions, and emotions 
people associate with your 

organization.





What Business Are You In? 













Why Branding Matters

Reduce

Reduce the 
marginal cost of 
effective 
communication 
and raise the 
marginal cost for 
direct competitors

Manage

Manage the risk of 
being unseated by 
competitors and 
allows consumers 
to avoid making a 
bad decision

Inoculate

Inoculates 
companies 
against minor 
missteps and can 
assuage many 
sins

Justify

Justify charging a 
higher price.  Price 
is always part of a 
consumer’s value 
equation; 
however, a great 
brand can lessen 
its importance.











Articulate Your Attributes





What One Word Describes You Best?





Value Style Fun

Safety Rebel Love



Status Wealth

Intelligence Family Tribe

Craftsmanship









What Emotion Does Your 
Brand Convey?





Humans buy on Emotion… 
We use Features and Benefits as 
reasons to choose away from a 

brand…



The Case 
for 

Branding

• Distinction – Give customers the reason to 
choose you

• Retention – Build relationships not transactions
• Value – Takes the focus off price 

• Reputation Protection – Build trust before 
problems occur

• Employee Recruitment and Retention – Attract 
talent

• Growth – Makes it easier to introduce new 
services and programs

Brand Equity becomes Business Equity!



Five 
Essential 

Questions

What do we want to be known for?

What do our customers “believe” we’re 
known for?

What distinguishes us in the 
marketplace?

Does the customer experience 
consistently deliver our brand promise?

Can every one of our employees explain 
why a customer should choose us?







Accreditation 
doesn't just 

validate a 
laboratory's 

competence.

It strengthens 
the credibility 
of your brand.



Accreditation answers:
“Has this laboratory demonstrated 
competence against established 
requirements?”

Brand answers:
“What should I expect when I work 

with this laboratory?”



Accreditation supports credibility

Experience creates reputation

Brand gives that reputation meaning
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