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Developing a branding strategy for a company is as important to its success as any and all of the 
employees working for the business. Without distinct brand identification, the product is 
unrecognizable and the customer has no recollection of experience or a reason to buy. The brand is 
the true essence of the company in distinction and how it sells. Therefore, it is important to 
develop a brand and strategy early in the product life so all marketing efforts can be focused on 
supporting the brand and a common goal.

When someone believes in a brand—when he or she feels a sense of ownership over it and can use 
it as a form of self-expression—that is when a brand has an advantage over its competitor. The 
lasting power of a brand can sustain an organization through any economic storm.

More importantly, a brand that garners loyalty through the building of relationships and repeat 
business should also have the flexibility to change appropriately, generating customer loyalty for 
future generations.
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With this in mind, we believe that Royal Worcester is one of the most well known and valued 
brand names in the tabletop industry.  The acquisition of the brand by Portmeirion Group wasn’t 
just an investment in existing lines, but an investment in a history of British quality and creativity 
that has lasted over two centuries.

We believe that now is the time to reestablish the Royal Worcester as premiere brand it history 
belies.  

This positioning is part of an overall clarification of brand identities within the Portmeirion Group 
family of brands.  With a clear profile of each brand and the customer for that brand, creative can 
focus on developments within each brand to fulfill product, design, and price point niches and 
grow each segment of the market.

Brand Strategy



Lost Branding Focus
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Licensing

We believe there is an opportunity to leverage the Portmeirion Group brands 
with licensing to create greater brand awareness and develop an additional profit 
center.

The development of focused brand statements would result in brand style guides.  
These guides would be used the generate addition products that reflect the 
lifestyles these brands are already a part of.
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Packaging



Primary Color Scheme: Black and Gold Packaging



Moving forward doesn’t mean ignoring the past.  With a great history and an eye for today’s 
upscale market, the aim of the Royal Worcester brand should be timeless prestige..  Patterns from 
its heritage should inspire new designs and patterns, creating and sophisticated blend of yesterday 
and today.  

The Royal Worcester customer understands quality, and might even have inherited part of their 
dining collection, giving them a better understanding of fine china production.

We propose 3 approaches to keep in mind in moving forward with design:

1.  Vintage redesigned

2. Vintage combined with contemporary design

3. Re-Issue of Vintage that fits well with today’s  customer’s lifestyle
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Vintage Contemporary
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Vintage Contemporary
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Vintage Vintage
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