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The changing role of Brand Managers 

the emergence and influence of 
Brand Ambassadors 



Early days

• large companies developed the discipline of 
brand management in mid 
20th Century

• Procter & Gamble, 
• General Foods (now Kraft Foods) 
• Unilever



Early days

• Marmite

• Brand Manager would be assigned responsible 
for sales performance



What do Brand Managers do?



Brand Manager

• in charge of the brand image as perceived by 
consumers



Brand Guardians

• As the 'brand guardian’, they maintain brand 
integrity across all design, advertising and 
marketing communications



Brand Guardian



Brand Manual

• ‘the bible’ set of guidelines ensuring brand 
consistency when used internally by other 
departments, divisions, or externally by 
printers, press etc

• NT brand guidelines
• EY brand guidelines



Brand Manager

• ensure that a brand remains recognisable, up 
to date and exciting to audience/consumers



Brand managers also...

• are responsible for creating and adapting the 
brand strategy for a target audience

• plan ways to promote and sometimes change 
perception of the brand

• they work with advertising agencies and 
creatives to achieve this
– eg: Old Spice, Weiden+Kennedy 2010



The man your man could smell like
• W+K 2010



#smelllikeamanman
• W+K 2020



#smelllikeamanman
• W+K 2021



#menhaveskintoo
• Series – Deon and Gabrielle ,W+K 2019 onwards



Never let a friend lose his swagger
• W+K 2021



• W+K founder David Kennedy 1939-2021



Old spice school of swagger mentorship program
• 2 million students dropped out of high school in 2019. Mentorship dramatically reduces dropout 

rates and improves long-term success.



Brand managers also...

• Unilever – owns 400+ 
global brands:

• Marmite, Lynx, Dove, Persil, 
Hellmann's, Knorr, Lipton, 
Lux, Magnum, Rexona, 
Lifebuoy, Sunsilk…

• Procter & Gamble – owns 
250 global brands:

• Old Spice, Always, Crest, 
Fairy liquid, Febreze, Gillette, 
Braun, Head & Shoulders, 
Olay, Oral-B, Pampers, 
Pantene, Vicks...

• may manage a portfolio of brands and 
products



The changing role of Brand 
Managers…



no longer just a guardian...

now has responsibilities such as 
• publicly promoting the brand
• creating content for social media 
• conducting consumer/audience research



Brand managers skills set...

• Belief in brand benefits and values
• Know the Target Audience
• Social Media platforms - Twitter
• Creative (small company)
• Creative thinkers (large company)
• Strategist
• Risk-takers



Responsive...



the emergence and influence of 
Brand Ambassadors…



Who are Brand Ambassadors?

• Brand fans
• real people who actively use and love the 

brand
• they want to spread the word about the brand 

because they are passionate about it, and  
want to see it do well

• they can use their social media profile to 
influence and boost brand awareness



What do Brand Ambassadors do?



Brand Ambassadors

• they use social media to promote a brand’s 
image, products, or services

• share relevant content
• they embody the values of the brand they are 

passionate about
• interact with the brand’s audience, bringing 

back useful insights to a brand.



Why Brands need Ambassadors

• ongoing long-term relationship between the 
brand and ambassador

• work collaboratively with showcase new 
products 

• Ambassador’s personal connection with the 
brand—an identity—and build a story with 
the brand

• Provide insights to the company



Gymshark

• Gymshark is one of the most successful brands 
fitness brands around.

• From a small start-up in 2012 to a global business 
– now valued at £1billion+



Gymshark

• To get the business off the ground, Ben Francis 
recruited a small number of fitness YouTube 
stars

• He did this by sending them free Gymshark
sportswear to wear in a bid to attract more 
consumers and reach a larger audience

• This proved to be a highly effective strategy, 
building the brand and creating a Gymshark
‘athlete’ community



Gymshark Ambassadors

• Gymshark Ambasssadors: bodybuilders 
– Nikki Blackketter (1.7m followers Instagram) 
– David Laid (1.8m followers Instagram) 



Gymshark Ambassador – David Laid





• Gymshark’s Brand Ambassadors and influencers 
are considered to be a key factor in stimulating 
the Gymshark’s growth. 



Other Brands’ Ambassador strategies

• Lululemon Athletica –Ambassador Program local leaders –
yoga instructors, social influencers, and elite athletes

• Nike – Colin Kaepernick
• The North Face’s – Ambassador athletes: Ashima Shiriashi, 

one of the top bouldering and lead climbers in the world, 
Rory Bosio, an ultra-marathon runner

• Oakley’s –stellar affiliate ambassador program, selective
• Starbucks program of brand ambassadors – campus 

students
• Revolve – network of 4000 social media brand ambassadors 

and influencers
• Canon brand ambassador program – partnering with 

professional photographers



Brand Ambassador v Influencer

• A brand ambassador is 
more like a representative 
of the company 

• Long-term contracts
• coordinate how the brand 

is presented and 
represented 

• avoid collaborations with 
brand rivals

• Influencer brand 
relationship short-term

• Represents brand in own 
unique way

• might not have used the 
brand/ product before

• will usually post about a 
brand just once or twice

Terms sometimes referred to interchangeably...

both have the power to influence people's decisions and 
perceptions



Celebrity Ambassadors
• celebrities are brand ambassadors as well



Celebrity Endorsement



Different types of media
• Paid for media
– paid for TV ads, billboards, radio ads, banner ads, 

advertising on social media platforms
• Owned media
– content that a brand controls: website, blog content, 

own YouTube and social media channels
• Earned media.. is the goal!
– exposure gained through “conversations” about the 

brand such as user-generated branded content, 
branded hashtags, shared virals, brand mentions, 
positive reviews – (can originate from paid/owned 
media) but shared by ordinary social media users.



Celebrity and brand pairings

• Michael Jordan & Nike
• Beyoncé & Pepsi – US$50m
• George Clooney & Nespresso
• David Beckham & H&M
– Also paired with Adidias, Burker King, Breitling, 

Sainsbury's, Armani, Gillette, AIA Group (global 
ambassador) and Pepsi. 



Celebrity and brand pairings

• David Beckham
– 1998 paired with Brylcream, then famously 

shaved his hair off!



Celebrity ambassador – problems

• Not always authentic
– celebrities take money to endorse a brand or 

prduct they don't believe in

• Promote or use rival brands
– Charlize Theron, Raymond Weil • Dior



Celebrity ambassador – problems

However, in some cases celebrity branding can go badly 
wrong and affect product revenue and brand reputation: 
• Lance Armstrong doping charges, cost him $30 million 

in endorsements with brand Livestrong and reportedly 
lost $75 million in sponsorship deals when found guilty

• Nike and Oscar Pistorius – immediately suspended his 
contract, eventually dropping him when he was found 
guilty of murder

• Hertz and OJ Simpson – had had 20-year association 
with the brand



Brand Ambassador Skills Set



Brand Ambassador Skills

• Thought Leaders in their field
• Well-connected
• High profile social media presence
• Daily content
• Creative strategist



Brand Ambassador – Thought Leaders

• Brand ambassadors are thought leaders in 
their area of expertise, industry icons that 
their audiences/followers strive to emulate. 

• they have a high profile, huge reach and a lot 
of name recognition that makes them 
persuasive brand representatives.



Brand Ambassador – Connections

• well-networked with other leaders within 
their communities. 

• a passion for building relationships with the 
most relevant influencers. 

• constantly reach out to a brand’s audiences. 
• know how to establish deep connections with 

a brand’s most valued customers.



Brand Ambassador – Social Media

• strong online presence, mostly on social media. 
• may reach thousands - millions on a single 

platform and in turn gain access to consumers’ 
social media feeds. 

• create content daily, providing their followers 
with new ideas, carving out space in their 
followers’ lives. 

• when brand ambassadors promote sponsored 
content, their fans are receptive to their 
message.



Brand Ambassador Physical Prescence

• In real world events, brand ambassadors are 
helpful in event marketing. 

• Often skilled at speaking on behalf of a brand 
with professionalism and charisma

• The presence of a brand ambassador can draw 
in attendees, boosting registration and add a 
personal touch to events.



Brand Ambassador Events



Brand ambassador job role

• As well as brand fans, celebrities and social 
media influencers

• Brand ambassadors can also be the from 
within an organization

• Paid employees who are also “brand fans”



Why I chose this topic

• Relevant to you and your future…



Job market

• https://uk.indeed.com/Brand-Ambassador-jobs
• https://uk.linkedin.com/jobs/brand-ambassador-

jobs?currentJobId=2784107005&position=4&pag
eNum=0

• 6,000+ jobs Brand Ambassador in UK (289 in last 
day)

• The average UK salary for Brand Ambassador job 
is £25,000

https://uk.indeed.com/Brand-Ambassador-jobs
https://uk.linkedin.com/jobs/brand-ambassador-jobs?currentJobId=2784107005&position=4&pageNum=0


Job market





Group  Discussion

Thank you • Diolch



Suggested questions

• What skills do you think industry employers are 
looking for from graduates?
– digital natives who know how to use latest socials in 

campaigns more than previous generations

• Tiktok has experienced colossal growth – what do 
you think will be next social to take off?

• How do you think the role of the brand 
ambassador will evolve in the future?
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