“Branding”
Parts of this article was taken from an article dated 2/705. 







McDonald's, represented by the Golden Arches, is one of the world's most famous brands.

A brand represents the holistic sum of all information about a product or group of products. This symbolic construct typically consists of a name, identifying mark, logo, visual images or symbols, or mental concepts which distinguishes the product or service. A brand often carries connotations of a product's "promise", the product or service’s point of difference among its competitors which makes it special and unique. Marketers attempt through a brand to give a product a "personality" or an "image". Thus, they hope to "brand", or burn, the image into the consumer's mind; that is, associate the image with the product's quality. Because of this, a brand can form an important element of an advertising theme: it serves as a quick way to show and tell consumers what a supplier has offered to the market.

Well known products acquire brand recognition. A brand name comprises that part of a brand consisting of words or letters that humans can verbalize. A brand name that has acquired legal protection becomes a trademark.

Branding has become part of pop culture. Numerous products have a brand identity: from common table salt to designer clothes. Non-commercially, branding can also apply to the marketing of entities which supply ideas or promises rather than goods and services -- such as political parties or religious organizations.

Consumers as a group may look on the brand as an important aspect of a product, and it can also add value to a product or service. It carries the reputation of a product or company. A branded laundry detergent may sell twice as much product as a store-brand detergent. Although the two products may resemble each other closely in almost every other respect, people have learned to regard the branded product as superior. In some cases they believe that because it costs more it offers better quality.






<over>

The most effective logos should be recognizable instantly, and should evoke some sort of emotional response. Well designed logos work well at many sizes, and even in one color.

Some well-known examples are: Apple computer's apple with a bite out of it started out as a rainbow of color, and has been reduced to a single color without any loss of recognition. Coca Cola's script is known the world over, but is best associated with the color red; its main competitor, Pepsi has taken the color blue, although they have abandoned their script logo. IBM, also known as "Big Blue" has simplified their logo over the years, and their name. What started as International Business Machines is now just "IBM" and the color blue has been a signature in their unifying campaign as they have moved to become an IT services company.

There are some other logos that must be mentioned when evaluating what the mark means to the consumer. Automotive brands can be summed up simply with their corporate logo- from the Chevrolet "Bow Tie" mark to the circle marks of VW, Mercedes and BMW, to the interlocking "RR" of Rolls-Royce each has stood for a brand and clearly differentiated the product line.

Other logos that have become global: the Nike "Swoosh" and the Adidas "Three stripes" are two well-known brands that are defined by their corporate logo. When Phil Knight started Nike, he was hoping to find a mark as recognizable as the Adidas stripes, which also provided reinforcement to the shoe. He hired a young student (Caroline Davidson) to do his logo, paying her $35 for what has become one of the most well known marks in the world (she was later compensated again by the company).

While large corporations spend hundreds of thousands of dollars to update and implement their logos, many small businesses will turn to local graphic designers to do a corporate logo.

An interesting case is the refinement of the FedEx logo, where the brand consultants convinced the company to shorten their corporate name and logo from "Federal Express" to the popular abbreviation "Fed Ex". Besides creating a much stronger, shorter brand name, they reduced the amount of color used on vehicles (planes, trucks) and saved hundreds of thousands of dollars in paint costs. Note also, the right pointing arrow in the new logo is a subliminal hint of motion.

Logos/Images Quiz: here – have students name business or product.

Pepsi, Coca-Cola, Nike, Reebok, Apple, McDonalds, Pixar movie studio, Mercedes, NBC, Playboy

	
	
	
	
	

	
	
	
	
	


Slogans:

	“Betcha can't eat just one.”
	Lay’s

	:Where do you want to go today?”
	Microsoft

	I love New York.”
	State of New York

	“Sometimes you feel like a nut, sometimes you don't.” 


	Mounds/Almond Joy

	“Raise your hand if you're sure.”


	Sure

	“It's everywhere you want to be.”


	Visa

	“Drivers wanted.”


	Volkswagen

	“Breakfast of champions.”
	Wheaties

	“Plop, plop, fizz, fizz, oh what a relief it is."
	Alka Seltzer

	"Don't leave home without it." 


	American Express

	“Have it your way.”
	Burger King

	“It's the cheesiest”
	Kraft Mac and Cheese

	“Just Do It.”
	Nike

	“The King of Beers”
	Budweiser

	“Ultimate Driving Machine.”
	BMW
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