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INTRODUCTION


Why should you read this book?


We are very fortunate that there is now a host of books covering branding from a wide range of perspectives, including advertising, design management, business and marketing. There are, however, only a few written from the designer’s perspective and no others that explore the complex practical creative processes involved in creating a brand.


This book has therefore two main aims. The first is to introduce you to branding, a complex and fascinating area of visual communication that spans the practical skills and techniques of graphic design as well as aspects of social and cultural theory. The second is to provide you with the creative tools – both theoretical and practical – that will enable you to tackle designing your own brands, from researching the target consumer to considering the name, as well as how to apply the final brand identity.


Who should read it?


The book is designed to appeal to anyone who aspires to or works in this fascinating area of design. You may be a degree-level student looking for guidance and inspiration or a lecturer sourcing course materials. This title will also benefit graduates and postgraduate students seeking insights into an industry that they are considering. Finally the book also aims to appeal to design practitioners needing a refresher and companies embarking on commissioning a brand for the very first time.


Branding is a global phenomenon, with the growth of the discipline particularly evident in developing nations. For these emerging economic powers the importance of branding in helping to secure new markets for their products both at home and internationally is clearly understood. Therefore the book also aims to encompass issues of cultural design, with the intention of developing a wider international readership.


What will you learn?


The book is divided into two key sections. The first places branding into a theoretical and historical context, highlighting how and why we brand and branding strategies. Focusing on key theories related to consumerism, it explores issues of brand identity, why we buy and how branding is changing in the twenty-first century. You will also be introduced to the anatomy of branding, helping you to gain an understanding of the vocabulary and terminology used in the industry. Finally you will develop an appreciation of the strategies used by designers to create successful brands, including the application of semiotics to enhance meaning and how to identify unique selling points to ensure successful sales.


The second section of the book introduces you to the practical branding design process used by industry to create a brand. It highlights key activities undertaken by designers to ‘manage’ the creation of a successful brand identity and to ensure that they stick effectively to the client’s original brief. You will learn how the design process works by exploring the ‘step-by-step’ methodology used by design agencies to research, define an audience, create a unique name and logo and test a new identity.
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The desire to visualize an identity is not a modern phenomenon. These beautiful impressions left by our ancestors in the Cueva de las Manos (Cave of the Hands) in Argentina date back 13,000 years.


How is the book designed?


As designers we are primarily visual animals, so the book uses images throughout to illustrate the text, including examples of professional design concepts, brand case studies and diagrams. Flow-charts are also used extensively to highlight the step-by-step methodology applied by industry professionals to create a brand. Other examples of how to undertake practical design processes, such as the creation of consumer and mood boards, are explored through creative exercises. ‘Tips & tricks’ sections give guidance on how to undertake a variety of creative assignments.


What was the inspiration for the book?


The content of this book has been derived from two main sources. The first was experience of entering the world of branding as a graduate and having to learn the hard way, ‘on the job’. The years of creating brands for both small independent start-up businesses and multinational corporations has in turn enabled me to develop teaching materials for undergraduate and postgraduate students on the Graphic Communication course at the University of the Creative Arts.


Many of the diagrams, exercises and flow charts you will see in the book have been developed through my own creative practice and tested by my students. It is my alumni that I have to thank for many of the other images within this publication. With careers ranging from Junior Designers to Creative Directors and from Studio to Account Managers, they have provided me with an invaluable resource of information on current industry practice. They have been generous in not only offering examples of their own work, but also personal insights into their own creative practice, for which I am exceptionally grateful.


Finally I hope that this book will not only help to serve as a resource and support for teaching, offering a window into this fascinating area of graphic design, but will also inspire and guide those whose ambitions are to enter it.
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Celebrity branding has become ubiquitous in our modern consumer society. The creation of a unique identity enables stars to promote not only themselves but also a whole range of consumer products.






CHAPTER 1: BRANDING BASICS


Brands have become an integral part of modern consumer society. They are used to promote everything from jeans to the British Royal Family. However, arriving at a satisfactory definition of a ‘brand’ is far from simple.


A brand is much more than a product you buy. Brands are as relevant to businesses as to services, and they can be applied to ideas and concepts as well as to products – a brand can even represent an individual celebrity. To be able to define what a brand is and does in its simplest form, it is helpful to consider first why people buy, and what influences their choice of one product over another.





CONSUMER CULTURE – WHY DO WE BUY?


‘Women usually love what they buy, yet hate two-thirds of what is in their closets.’


Mignon McLaughlin, American journalist and author (1913–1983)


Being a consumer is about identifying one’s needs and satisfying them by choosing, buying and using a product or service. These needs can be as varied as comsumers themselves, although there are basic requirements that are fundamental for all humans, namely food, clothes and shelter.


These basic necessities are then followed by more subjective needs, defined by a person’s particular lifestyle, which is, in turn, predetermined by their culture, society, social group and class.


These purchases are often driven by more than basic need, as aspirations and desires also influence what people choose to buy. Social pressures can play an important role in this, as the need to fit in, or appear more successful than those around us, can be highly influential in our buying decisions.


Understanding why people buy and the triggers that make them choose one item over another is key to designing appropriately and successfully for today’s brand-savvy consumer.
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What we buy is determined not just by our basic needs, but also by what our chosen brands say about us. Brands therefore position themselves to become integral to consumers’ lifestyles, whatever their social aspirations.


What is Consumerism?


The Oxford English Dictionary first featured the word ‘consumerism’ in its 1960 edition, defining it as an ‘emphasis on or preoccupation with the acquisition of consumer goods’. However, more modern critical theory often describes it in relation to the tendency of an individual to define themselves in relation to the products and services they buy or consume. This trend is most evident in the perceived status of owning certain luxury goods, such as cars, clothing or jewellery, with some people willing to pay a premium to own a product that has been made by a particular brand.1


Consumer culture theory argues that people buy one brand over another because they feel it reflects their own personal identity, or one that they wish to create.2


In her book Consumer Culture, Celia Lury explores the way an individual’s position in social groups – structured by class, gender, race and age – affects the nature of his or her participation in consumer culture. She highlights the powerful role consumption plays in our lives, and how our highly sophisticated modern consumer culture provides new ways of creating personal, social and political identities. One of the conclusions she reaches has a direct relationship to the role played by design; she argues that as consumer culture has become increasingly stylized, it has come to provide an important context for everyday creativity.
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Whether it’s a second-hand VW campervan or a Mini Cooper, the car you drive is an obvious indicator of both your personality and lifestyle.


WHAT IS A BRAND?


‘Products are created in a factory. Brands are created in the mind.’


Walter Landor, designer and branding/consumer-research pioneer (1913–1995)


The practice of branding is far from new. Early man began the custom of leaving a mark on objects to signify ownership of property, to reflect a person’s membership of a group or clan, or to identify political or religious power. The pharaohs of ancient Egypt left their signature in the form of hieroglyphs all over their temples, tombs and monuments.


The ancient Norse branded their animals with hot irons – a practice continued today by American cowboys, amongst others. However, the term ‘brand’ in its contemporary sense is relatively new, being principally the attachment of a name and reputation to something or someone, primarily to distinguish it from the competition.


A brand is also far more than the name, logo, symbol or trademark that highlights its origin; it is imbued with a set of unique values that defines its character and works as an unwritten contract, promising to deliver satisfaction by providing consistent quality each time it is bought, used or experienced. Brands also seek to connect emotionally with their consumers, to ensure that they are always the first and only choice, creating lifelong relationships.


The whole brand creation process – its design and marketing – has consequently become vital to the success of any new product, service or venture. Indeed, in the twenty-first century the manipulation and control of a brand’s image has become, in many cases, more important than the ‘real’ thing the brand represents, with the design of the product now often acting as a vehicle for the brand’s values. Rather than a brand existing to sell more of a particular product, products are now developed to extend and reinforce a brand success, and the ‘image makers’ – designers, ad agencies and brand managers – have become central to our modern consumer culture.
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Marking systems have always been important conveyors of information, especially in societies with restricted literacy. In ancient Egypt, carved oval cartouches were used to indicate a royal name.
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Branding is said to have started in Sweden during the Middle Ages. A brand in this context was the action of burning a symbol into the flesh of an animal in order to signify ownership.
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It might be argued that branding has changed very little in the last 3,000 years. Gabrielle ‘Coco’ Chanel’s iconic ‘cartouche’ logo has made her name immortal in the world of high fashion.




WHY DO WE BRAND?


‘The primary function of brands is to reduce our anxiety in making choices. The more we sense we know about a product, the less anxious we feel.’


Nicholas Ind, writer and partner in Equilibrium Consulting


Trust is one of the key reasons why we brand. As a result it has become central to the marketing of almost all products and services, used to build awareness and extend customer loyalty. Why we brand therefore goes beyond just a logo and encompasses the whole product concept, as well as the promise to deliver quality and predictability.


A successful brand uses its unique set of values to drive a successful business strategy – to encourage consumers to choose it over its competitors. Therefore a successful brand is one that achieves a high degree of recognition by consumers. However, this relationship is based upon reputation, so for a brand to retain its position, it must ensure that it continuously fulfils the customer’s expectations.





HOW DOES BRANDING WORK?


‘Branding is principally the process of attaching a name and reputation to something or someone.’


Jane Pavitt, Head of the History of Design Programme at Royal College of Art, and author of Brand.New


In its simplest form the practice of branding is about creating differentiation, making one product or service seem different from competitor products. Brand values are the core beliefs or philosophy that a brand upholds, and which differentiate it from its competitors. Another way of characterizing a brand is by identifying its brand personality. One way of identifying this is by using social psychologist Jennifer Aaker’s ‘Dimensions of brand personality’ framework, which uses a set of human characteristics to characterize a brand. These are grouped into five core dimensions:





1.Sincerity: domestic, honest, genuine and cheerful





2.Excitement: daring, spirited, imaginative, up to date





3.Competence: Reliable, responsible, dependable, efficient





4.Sophistication: glamorous, pretentious, charming, romantic





5.Ruggedness: tough, strong, outdoorsy





This technique can be used to distinguish between brands that otherwise belong to a similar product category – for instance, Land Rover falls into the rugged category, while Ferrari represents the sophisticated – and is often used by design agencies to underpin the creation of unique brand values. Its use has helped to transform the way designers consider communicating with target audiences, and plays an important role in the creation of techniques that drive today’s vibrant, social-network driven brand communities.3


If successful, a branding strategy will create the perception in the mind of consumers that there is no other product or service on the market quite the same. As a brand is ultimately a promise made to a customer to deliver consistently, branding is therefore the act of creating a physical set of attributes – a brand name, brand identity, strapline and so on – along with less tangible assets, such as the emotional benefits offered by the brand.


To succeed in branding you must understand the needs and wants of your customers. There are many different ways to create a successful branding strategy, but most design agencies start with research. The practical step-by-step processes involved in designing the final brand are covered in detail in the later chapters of this book, but they can be reduced to five key stages:





1.Customer research and visual enquiry





2.Concept development





3.Design development





4.Design implementation





5.Testing





Many branding agencies use this staged design method as it incorporates a holistic approach to developing an identity, i.e. it considers the needs, desires and aspirations of the target consumer, the current market and competitive products or services, and it ensures that the client is involved in making key decisions during the process.


THE HISTORY OF BRANDING


‘In some ways life has not changed much over the last 2,000 years. The fundamentals of living, our instinctive human needs, are essentially the same.’


Robert Opie, consumer historian and founder of the Museum of Brands, Packaging and Advertising


Perhaps the most popular marketing myth is that branding began in the great unfenced prairies of America’s Wild West, where cattle men would literally ‘brand’ their stock with a red-hot iron, signifying ‘This cow belongs to me and is my property’. However, Giles Lury, author of Brandwatching: Lifting the Lid on Branding, traces branding back to much earlier – around 9,000 years ago – when a Roman oil-lamp maker began stamping the word ‘Fortis’ on his lamps, thereby providing the first-known use of a trademark.


Lury suggests, though, that the modern approach to branding was not developed until the nineteenth century, when a rapid rise in the standard of living due to the Industrial Revolution led to the development of a new mass market. As populations grew rapidly and moved from the countryside, where families had been able to grow their own food, into towns and cities, they lost their ability to be self-sufficient, and so a new market for manufactured goods was born. Mass distribution, via the development of the railways, ensured the viability of the mass market, while a substantial rise in literacy led to the growth of newspapers and other forms of mass communication, creating a platform for advertising. Manufacturers began to develop successful communication strategies, giving birth to the modern concept of branding. Lury quotes Wally Olins and his description of this simple, but highly original process:


It was to take a household product, a commodity, no different fundamentally from any other made by any other manufacturer, and endow it with special characteristics through the imaginative use of name, packaging and advertising … They advertised them heavily and distributed them widely. The achievement of those companies was prestigious.


The success of some of these early branding pioneers continues even into the twenty-first century. For instance, Kellogg’s first filed its company papers in 1906, after inventing its corn flakes almost by accident in 1898; it is now considered the most successful cereal company in the world. Del Monte has been the leading manufacturer in canned fruit since 1892. The year 1893 saw the introduction of Juicy Fruit, the oldest brand in the Wrigley family of chewing gums, launched just a few months ahead of Wrigley’s Spearmint. And jars of Marmite were first placed on the shelf in 1902.
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‘Firmalampen’ (factory lamps) were one of the first mass-produced goods in Roman times. These examples, found in Modena in Italy, clearly show their brand names stamped in the clay bases.
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Possibly one of the world’s best known brands, Kellogg’s was founded in 1906 by two American brothers, Will Keith Kellogg and Dr. John Harvey Kellogg, who changed breakfast forever by flaking wheat grains.
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The Wrigley’s Spearmint wrapper design has remained remarkably unchanged since its introduction in 1893. The design incorporates the distinctive single-headed spear emblazoned with the word ‘spearmint’.
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Del Monte created its ‘shield’ brand in 1909. Putting their brand promise right at the heart of the logo, the company reassured its customers with a seal that was, in their words, ‘Not a label – but a guarantee’.
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Marmite is a dark, tangy yeast-extract spread. Originating in the UK in 1902, the packaging was similar to a French casserole dish known as a marmite (pronounced MAR-meet) – possibly the inspiration for the brand name.





The use of clever marketing and advertising was one reason that these brands became so successful. However, they still retained their position more than a hundred years later because they also offered a real consumer benefit. Buying products in the nineteenth century could be a highly risky exercise – many were contaminated by cheap ‘fillers’, used to pad out the goods and increase profit. Some of these products were harmless, but others could lead to serious ill health. As Lury explains, ‘Brands, with their superior packaging and promise of consistent high standards, could offer a persuasive alternative – an easily recognizable and reassuring guarantee of quality.’


Bernd Schmitt and Alex Simonson, in their book Marketing Aesthetics, propose an alternative origin for modern branding practice – the creation in the 1930s of consumer packaged goods by manufacturers such as Procter and Gamble. They argue that the modern concept of branding was then fully realized in the late 1980s and early 1990s, when marketing managers realized that short-term financial targets were not offering the support brands needed to help them gain status in the marketplace. As a result, companies started to reject an ad hoc approach that responded to changes in markets and consumers in a reactive way, and began to create proactive, long-term ‘brand strategies’, supported by complex research into consumer purchasing choices.




HOW ARE THINGS CHANGING?


‘The Internet and in particular the advent of social media means that the number of contact points a customer has with a brand has proliferated.’


Jane Simms, freelance business journalist


In the last few decades there have been significant changes in the way individuals communicate and are communicated to. Traditionally our purchasing decisions were made in-store, often influenced by television, radio, billboard or magazine advertising. Brands reinforced their message through beautiful packaging, clever sponsorship and product placements in television programmes and films.


However, as Glen Manchester, CEO and founder of global technology company Thunderhead.com explains: ‘There is a fundamental shift taking place in the way that brands build relationships with consumers, driven by the combined forces of social and mobile technologies.’4 The Internet has provided the perfect platform for two-way communication between individuals and brands, with instant opportunities for consumers to capture ‘real time’ experiences through the use of social media such as Facebook and sites including Instagram, Snapchat and Tumblr. These forms of communication also allow brands to engage with their customers 24 hours a day, allowing consumers to be involved with a brand in ways traditional ‘static’ media can’t achieve.


The advent of smartphones and tablets has revolutionized the speed and volume of messages which brands can communicate to consumers, and emails, instant messaging, RSS feeds and social media offer a dazzling array of digital contact points. These points of contact between a brand and a customer are known as touchpoints, and these help brands to maintain a prominent presence in the minds of consumers.





THE FUTURE FOR BRANDS


‘… for long-term value, brands need emotional as well as technological appeal. Indeed, [forward-looking companies] will have to invest in their brand as their major sustainable competitive advantage.’


Rita Clifton, branding expert and previous chairman of Interbrand


Brands have now been given the chance to transform themselves again. These new technologies enable them to exist beyond advertising and the products they produce. They can even become a part of an individual’s lifestyle, thanks to Twitter and Facebook. In the last decade these new forms of global mass communication have allowed billions of conversations between consumers previously unknown to each other. They enable interaction between tens of millions of people everyday, and generate billions of website hits each month.


It is not only how we now interact that has changed but where and when. The mobile phone is now far more than a two-way communication device. The convergence of mobile technology, the Internet and location-based systems such as satellite navigation now offer us immediate and continuous access to entertainment, news, information, our friends, family and colleagues wherever we are, at any time.


Smartphone users can now use a whole host of personally defined apps, to perform tasks ranging from financial transactions to bird-spotting, and the advent of NFC-enabled handsets for mobile payments means consumers will soon no longer need to carry a wallet. Experts are predicting the next big step-change in technology to be the arrival of multiscreen services that allow consumers to seamlessly move from phone to tablet to computer to TV, providing cloud-based syncing of content, experiences and online purchases. Bar code and QR code marketing will become more sophisticated too, designed to make consumers aware of what a product is and how to use it. Samsung has now even designed a wearable digital device (the Gear 2 and Gear 2 Neo) that removes the need to carry a phone at all. These devices provide ‘enhanced wearable experiences’ for fitness, shopping, social media, music, news and even sleep management, all offering the opportunity of enhanced brand experiences and new touchpoints.


We are living in an age where we can be always on, always connected, and consumers are becoming increasingly sophisticated and educated, consuming only what is relevant to them. The challenge for brands, therefore, is to become part of the big link by offering immediacy, flexibility, portability, interactivity and ownability, engaging with their customers at deeper and even more emotional levels.
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From fashion to cleaning product manufacturing, top brands in many different categories are utilizing Twitter to help ‘humanize’ their brand, facilitating a more personal connection with their followers.


MAINTAINING BELOVED BRAND STATUS


Rather than simply avoiding failure, what a brand ultimately aspires to is to achieve a strong emotional connection with its customers – to become, and remain, what is often referred to as a ‘beloved brand’. Even once this status has been achieved, it is important to ensure that it is not taken for granted. There are a few strategies that can be followed to help ensure this:





1.When thinking about who you are, keep the brand’s promise front and centre in your mind. You need to be either better, different or cheaper. Challenge yourself to stay relevant, simple and compelling.





2.Keep challenging the status quo to maintain an experience that over-delivers the promise. Create a culture that attacks the brand’s weaknesses and fixes them before the competition can attack. With a beloved brand, the culture and brand become one.





3.Keep the brand story clear and simple, through great advertising in paid media, but also through earned media either in the mainstream press or through social media.





4.The most beloved brands have a freshness of innovation, staying one step ahead of their consumers. The idea of the brand helps, acting as an internal beacon to help frame research and development. Every new product has to back that idea.





5.Make focused strategic choices that start with being honest with yourself. Find a way to listen to your consumers and stay ahead of trends. Watch for dramatic shifts because they can really open a door for a competitor. It is easier said than done, but do not be afraid to attack yourself even if it means cannibalizing your current business. A good defence starts with a good offence.
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This Camper store in Santander, Spain is part of the Camper Together project, in which leading architects and designers create Camper stores that reflect their own vision of the brand. In this case, Tomás Alonso designed the store using his two guiding principles – a sparse use of materials and an understanding of our relationship with objects – while also reflecting Camper’s brand values of freedom, comfort and creativity.




Uniqlo


Over the last few years, switched-on brands have extended their communication into designing their own branded apps. Uniqlo, a Japanese clothing company, has produced a number of notable app options. Designed to support and improve consumers’ daily lives by making everyday routines more fun, engaging and joyful, ‘Uniqlo Wake Up’ (pictured here) ‘Uniqlo Calendar’ and ‘Uniqlo Recipe’ have been created in the hope of becoming indispensible tools. The goal is for the brand to achieve ‘beloved brand status’ in the hearts and minds of their consumers.


Are these just gimmicks, though? Why has Uniqlo invested so much in a range of apps that have little connection to their sales of fashion apparel? The answer is simple – they are conveying brand values. By creating useful lifestyle utility apps, Uniqlo is subtly conveying a concept – perhaps best summed up as ‘simple things’ – that captures their essence and plays to their core values. When we wake up, cook a meal or check our to-do list on the calendar, Uniqlo’s message is being delivered. It will be interesting to see what follows next, and whether this strategy will work.
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