
HOW BRANDQUEST CREATED A BRAND STRATEGY, 
NEW NAME, NEW BRAND AND EMBEDDED BRAND 

CULTURE ACROSS THE GLOBAL ASURIA BRAND

One of the strengths BrandQuest brought was your ability to help us understand the essence 
of our existing brand. Brandquest was able to distil our essence down into just two key words: 
ENTERPRISING HEART. And Enterprising Heart has formed a platform that enables us to 
communicate and brand our culture globally.

‘‘ ‘‘

Con Kittos,     
Executive Chair, Asuria
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BrandQuest, founded in 2007, is a Sydney based strategy and brand management consultancy that intrinsically believes great
brands are born of the founders, staff and the cumulative knowledge a Company possesses and not the result of an outsourced
creative endeavour. Clients work with us because they seek: Increased brand and business value, management alignment, clarity
and direction delivered with authentic and fearless advice.

BrandQuest Engagement process:   Management Brand Alignment Survey  Brand Strategy Development  
Renaming  New Brand Logo Development  Brand Style Guide  National Brand Presentations to Staff

The Situation: PeoplePlus was a Federal Government 
contractor specializing in employment placement and 
development for Australia’s long-term unemployed cohort.

The company had been operating in Australia under license 
of its UK parent since 1984. 

Long-term CEO Con Kittos, had a driving ambition to take 
the brand fully independent from its UK parent because he 
believed the PeoplePlus name, brand and heritage failed to 
reflect what the local brand had achieved in the Australian 
market. 

In addition, Con had a bold vision to expand globally into 
Western countries, including Sweden and South Korea, but 
his ambition for global expansion was constrained under the 
current license agreement.

The opportunity to become a fully 
independent brand was to be realised in 
2020 when the current operating license 
was due for renewal.

For Con and the management team to 
seamlessly move from PeoplePlus to a 
new (as yet un-named) brand, meant any 
new brand had to be in place within 4 
months of their decision to part ways with 
the PeoplePlus UK brand.  

Following numerous presentations from 
a short-list of branding consultants 
(providing little confidence to PeoplePlus 
management) an invitation was made for 
BrandQuest to present their credentials 
and approach.  

The Process: Upon their appointment 
BrandQuest implemented their proven 
process beginning with an alignment 
survey of senior management prior to a 
full-day immersion in BrandQuest’s 5-step 
brand strategy engagement.

The recommendations of the brand 
strategy were accepted and the two key 
outcomes, being the answers to the ‘Why You?’ and the 
‘Who are You?’ of the brand were agreed.

The BrandQuest Brand Strategy provided three core 
promises (the ‘Why you’ of the brand) on which the new 
brand could be launched:

1. We hear you

2. We believe in you

3. We will help you get and keep a job

Along with refining of the existing brand culture into 
a powerful two-word Brand Essence; ‘Enterprising 
Heart’ which has since been embedded throughout the 
organisation’s global staff and acts as a driver of culture for 
all actions and behaviours.

Once the Brand Strategy recommendations were agreed 
BrandQuest then proceeded to the critical rebranding 
process. Which meant a new name that had the ability to be 
trademarked globally with all required likely future global 
url’s.

BrandQuest approached this naming task using their 
BrandSafeTM approach, a collaborative and iterative stage-
gate process that ensures the selected and preferred name 
offers surety of trademarking and url requirements.

Thus, from an extensive list of 
BrandSafeTM options, the name; Asuria 
was chosen as the new Brand name. 
Once the brand name was selected the 
new Brand design stage began. Again, 
BrandQuest provide a highly iterative 
staged process, beginning with a broad 
variety of design options with the client 
team a key part of the refinement process 
(in this case over four design stages were 
interrogated) until the final brand logo 
was agreed. 

The brand change process was 
completed with the creation of a 
comprehensive Brand Style Guide that 
would steer the consistent application of 
the new brand roll-out globally.

The BrandQuest process not only 
delivered all elements of the brief but did 
so within a total timeframe of less than 16 
weeks from appointment.

The Outcome: Asuria is now a privately-
owned independent business operating 
across the globe with offices in Sweden, 
South Korea and the EAU.

Since the rebranding, staff growth has risen from 450 
across Australia to 2000+ globally. A national roll-out of 
130 rebranded offices across Australia sees the brand 
represented in urban and regional centres throughout the 
country.

Internally, the ‘Enterprising Heart’ brand essence is culturally 
embedded throughout the entire global workforce and 
provides a distinctive and differentiated rallying point for all 
staff and management of Asuria – a brand that truly beats to 
an enterprising heart.

3 years after 
introducing the new 
brand, the results  

show great growth:
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