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Dedication

For Guy and Miles

 

So throw off the bowlines.

Sail away from the safe harbor.

Catch the trade winds in your sails.

Explore. Dream. Discover.

Mark Twain
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Meet the authors

This is a book about branding – but it’s also about the realization of dreams. Through our experience of creating brands and by working with many entrepreneurs, we know that every great brand begins with a good idea. Keeping a positive mental attitude is essential for anyone considering the prospect of creating a perfect brand. The main motivation is never purely financial but is driven by passion. It takes courage to create a brand and there can be challenges on the route to success.

We started our own brand consultancy – Verve – in 1996. We chose the word ‘verve’ for its meaning – energy, enthusiasm and dynamism – all attributes needed for brand building. We advise and work with entrepreneurs and directors in a variety of organizations to deliver corporate brand strategies. Verve has had the privilege of working for some of the UK’s leading companies, including Granada Media and Virgin Atlantic. We have created brands and provided creative services to many industry sectors including: broadcasting, education, local government, manufacturing, oil and training.

Between us we have over 40 years of professional experience. Julia is a Charted Marketer with The Chartered Institute of Marketing. Paul has contributed branding commentary to the national and trade press.

Paul studied Graphic Design at the London College of Printing and began his creative career in advertising, where he won awards for his work. Paul later worked for Wolff Olins on the General Motors (GM) brands of Vauxhall, Saab, Opel and North American Vehicles. Since forming Verve with Julia they have hosted seminars on the importance of building a strong brand.

Julia studied Business at the University of Greenwich and began her career in marketing with campaigns for Samsung and Telewest. She later worked on global brands including; MGF Rover and ICL.

Verve worked together with the British Science Association and the University of Surrey for the launch of the British Science Festival in 2009. We are an approved BBC ‘Future Media Supplier’ and in 2007 we took part as a design associate on the ‘Designing Demand’ Programme organized by the Design Council, SEEDA and Business Link.

We hope this book will be both educational and inspiring and will motivate you to create your perfect brand!

 

Julia Hitchens and Paul Hitchens


1: Only got a minute?

We drive them, wear them, eat them and live with them. They exert a powerful influence on our behaviour, but what are they? BRANDS!

A brand is a small word considering the big part they play in our lives. Brands are about our feelings; trust, pride, joy, excitement, security, love and even lust and greed. We love our brands and even join clubs to prove it – from owners clubs to fan clubs. Some brands are symbols of our love or hate – ‘Marmite’ defines both ends of the spectrum. We use brands to describe ourselves and identify like-minded people. They are symbols of self-expression that we use to gain acceptance to a club or social clique. Throughout the history of mankind, we have used branding to mark out our territory and proclaim tribal membership.

In a fast moving society, we use brands as a short cut to making decisions. Their reputation guides our choice in the process of selection. Today, every car brand offers the same basic benefits – trouble-free transport with a warranty and a proven level of safety. But we are prepared to pay much more for kudos, style and status. Trust in the brand name means you don’t need to struggle with the details.

Brands offer a barrier to competition. They position themselves first in the mind so that there is no alternative. In every walk of life there is a brand leader that offers something more than just performance.

This book explains what they are, why you need one, what they are worth and how to build one. We have illustrated the book with real-life examples to help inspire you to create your perfect brand!


5: Only got five minutes?

If you ask a friend to tell you about their favourite things, chances are they will speak passionately about a brand. It could be a football club, make of car, music or holiday destination, but one thing’s for certain, great brands are held close to the heart. In an age of mass consumerism filled with copycat products, it’s the ones that stand apart and think differently that connect on a deeper level with customers. The scope of this book is wide and designed to give a holistic view of how to create a brand.

The book is divided into four sections:

 


	Brand importance

	Brand creation

	Brand implementation

	Brand support



Malcolm Gladwell, author of the bestseller Outliers (Allen Lane, 2008) writes that ‘the best way to achieve success is to spend 10,000 hours honing your skills’. This is a factor many entrepreneurs will attest to. Behind every great brand story it is usual to find a tale of dedication; few, if any, achieve overnight success. We have all heard stories of famous musicians who began their careers by travelling the country in transit vans and performing at small venues before getting their big break. In business, it starts with prototyping and honing an idea before it achieves the winning formula that connects with the customer. Sir James Dyson spent years developing his dual-cyclone vacuum cleaner before achieving success and changing the marketplace by creating a new type of cleaner. This takes dedication and an overarching vision.

Whether you’re a musician or an inventor, a clear vision is the distinguishing mark of success. It answers the question, ‘What’s the point and why am I doing this?’ When everyone supports the vision – its purpose and values – it builds a cohesive culture that carries the brand forward. In such businesses, people are motivated by the vision and committed to it. They understand it and are able to share it with their colleagues, clients or customers. They know their contribution to the brand’s success and can see its effect. It creates a sense of esteem and esprit de corps among the employees, and they identify themselves with the brand and are able to work together towards a shared goal.

Great brands are built on good manners and hospitality. Poor service will destroy a reputation. After all, who wants a wonderful restaurant meal if it means being served by a surly waiter and a table next to the toilets! The Sunday Times publishes an annual list of the best businesses to work for. Valued people feel happier and take pride in their work, which is critical because people bring a brand to life.

Every organization is required to identify itself, if only by name. That name becomes a symbol for the brand experience. If I say Coca-Cola you will have an immediate picture in your mind of the product. This identity plays a very important role in setting up the market stall. The name, colour, typography, imagery and symbols all prepare the market audience for the experience. To succeed the image must not deliver style over substance as this is a deception and will only have a short-term benefit. The logo is not the ‘brand’ but merely the means by which we identify the brand. If a picture is worth a thousand words, then the aesthetics of a corporate identity is invaluable in the recognition of a brand. From the Mercedes-Benz ‘three-pointed star’ to the Nike ‘swoosh’, symbols play an important role in helping us navigate our way to our favourite brands.

If branding is concerned with differentiation and identification, then sight must be the sense we rely on most. We are able to perceive infinite subtleties of colour yet the majority of businesses choose blue for their identity. Be it cyan, indigo, royal or sky, businesses choose blue more than any other colour for their brand identity. Visit any British trade fair and you will be bathed in blue. So why, when you want your business to stand out, would you camouflage your brand? Colour is an asset that can become closely linked to the brand.

With Google the most popular search tool for online commerce, a carefully chosen word can mean the difference between being picked up by the search engine or obscurity. Whether it’s a made-up name, an acronym or a family name, a successful brand name should be memorable, pronounceable and legible.

Small to medium-sized enterprises (SMEs) have yet to capitalize on the full potential of branding. At the start of 2008, the total number of SMEs in the UK was 4.8 million, which account for 99.9 per cent of all UK enterprises (Department for Business Innovation and Skills, Statistical Press Release, October 2009). The UK is very strong on creativity and it is a resource that is crying out for the SME sector to take advantage of. According to UCAS, Design Studies was the second most popular degree course in 2009 with 16,912 accepted applications (UCAS Media Release, January 2009). According to the Design Council report ‘Design Industry Insights 2010’ there are 82,500 design consultancies in the UK. The Design Council has also revealed that only 19 per cent of UK businesses work with outside agencies. The Creative Industries are the second largest industry in London after the business services sector.

So who are the people that will build tomorrow’s new brands? They are the brand champions or entrepreneurs with the passion to inspire – it’s no accident that charismatic leaders are behind some of the world’s biggest brands, from Sir Richard Branson to Steve Jobs. It takes all types of people, but long-term success depends on commitment and verve.

We hope you will be inspired to create your perfect brand!
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Part one
Brand importance


1

What is a brand?

In this chapter you will learn about:


	the definition of a brand

	the classification of brands

	brand history

	how brand is the heart and soul of a business

	the importance of past, present and future for a brand

	brand ownership



Definition of a brand

Premier league football clubs are described as great brands and are owned by international entrepreneurs. Successful sportsmen, such as Michael Jordan and David Beckham, can become brands. The reality television programme The Apprentice has challenged candidates to create a brand in a week, and the experts on the popular BBC television series Dragons’ Den frequently discuss the merits of a proposed business venture by its chances of becoming a ‘strong brand’. So what exactly is a brand?

A brand is a powerful force that can influence people’s behaviour. A brand is a feeling. It can connect with people emotionally and psychologically, guide consumer understanding of value and lead to loyalty. It is a valuable asset based on reputation. The term ‘brand’ traditionally covers products, services and organizations, but can include people, places and nations.

In the 1990s the UK got a rebrand. Tony Blair’s New Labour government encouraged the ‘Cool Britannia’ branding that helped sell the UK’s vibrant culture to a global audience. Artists, musicians and creative celebrities were invited to Downing Street and celebrated as champions of contemporary Britain. The union flag was rescued from its negative associations with right-wing politics and became the logo for ‘Cool Britannia’, appearing on everything from guitars to Ginger Spice!

The brand lives in the minds of those who believe in it. Its integrity is constantly put to the test through the experiences of consumers and the actions of employees. The popularity of online social networks places brands under ever-stronger scrutiny. Reputations can easily be broken and a brand cannot rest on its laurels. To achieve sustainability it must constantly innovate to remain relevant to the consumer.

A brand must come from the heart, be honest and true. It will not work if you contrive an image based on deception. Brands are not manufactured, but spring from the instincts of entrepreneurial spirit. Success is achieved by following a unique path with conviction. Having a clear vision is the only quality that unites successful brands, but each vision is unique.

The underlying idea behind a brand becomes the ethos that drives and shapes an organization. The brand becomes the compass to success, guiding decisions and strategy in a realization of its values.



Insight

In the majority of small- to medium-sized enterprises (SMEs), the brand is an extension of the founding entrepreneur’s personality. The owner’s passion comes through their business brand. A very successful illustration of this model is Virgin. The Virgin brand is an extension of Richard Branson’s charismatic personality and the two are synonymous with each other.



Brands depend on their hard-earned reputation. We expect our Duracell batteries to go on and on, we expect Volvo to make safe cars and we expect that Gillette is the best a man can get. If our expectation is not satisfied then the brand promise has been compromised.

A brand eases the path to innovation, as consumers are more open to experiment with new ideas from a trusted source. They create a halo of confidence.

A logo is not a brand. Logos, trade marks and corporate identities are the visual signals that represent the values of a brand. A logo has a valuable role to play in building brand recognition; it is a facet of the brand but not the brand itself. The logo represents the brand and conveys its attributes; it authenticates and identifies but it is not a replacement for the experience.

Brands can be legally protected, bought, sold, franchised or licensed. It’s difficult to place an exact value on a brand, but when you have one it can mean the difference between obscurity and international recognition, profit or loss.

Brands are used as signals of personal expression. They are symbols of status and shorthand for our loves and passions. We use them to identify ourselves and they provide a coded language for social awareness. We pigeon-hole people by the brands they choose. The car you drive, the clothes you wear, the newspaper you read, the postcode you live in – they are all brands and they brand you!

Brands it seems can be many things. So, is there an exact definition for what a brand is? If you speak to a group of consultants each one will give their own interpretation. Wally Olins, co-founder of brand consultancy Wolff Olins, describes a brand as a personality. Walter Landor, founder of brand consultants Landor Associates, defined a brand as a promise. And Al Ries, author of The 22 Immutable Laws of Branding, defines a brand as the concept of singularity. Hear are a few more definitions of brands and branding.

 

A brand is simply an organization, or a product, or a service with a personality.

Wally Olins, author of The Brand Handbook

 

Branding is ultimately about nothing more (and nothing less) than heart. It’s about passion … what you care about. It’s about what’s inside – what’s inside you, what’s inside your company.

Tom Peters, author of Re-imagine

 

Simply put, a brand is a promise. By identifying and authenticating a product or service it delivers a pledge of satisfaction and quality.

Walter Landor

 

A successful branding program is based on the concept of singularity. It creates in the mind of the prospect the perception that there is no product on the market quite like your product.

Al Ries and Laura Ries, authors of The 22 Immutable Laws of Branding

 

A brand is the totality of perceptions – everything you see, hear, read, know, feel, think, etc. – about a product, service or business.’

Philip Kotler and Waldemar Pfoertsch, authors of B2B Brand Management

Classification of brands

Brand architecture is a grandiose name for simplifying your business strategy into an easily understandable framework. There are three broad categories – single, endorsed and branded.

SINGLE BRAND MODEL

The most popular type of brand model is the single brand. The business will use a single name and identity throughout the organization. All products and services in a single brand carry the same single message.

Most small to medium-sized enterprises (SMEs) start as a single brand and stay that way. This strategy is easier to manage because every facet of the business supports a single idea. It is economical to implement and build on brand recognition through repeated exposure. The risk of this model is that a crisis leading to loss of reputation can affect the whole business.

Examples of single brands

Heinz: Heinz Baked Beans, Heinz Spaghetti, Heinz Tomato Ketchup …

Virgin: Virgin Atlantic, Virgin Trains, Virgin Media.



Insight

The ‘Heinz 57 varieties’ slogan was inspired by a train ride. Henry J. Heinz noticed an advert for a shoe store selling 21 styles. He had over 60 products but chose the number ‘57’ because it combined his lucky number ‘5’ with his wife’s number ‘7’. The number ‘57’ has continued to have special significance for the brand and even its postal address in Pittsburgh is PO Box 57.



ENDORSED BRAND MODEL

Endorsed brands usually form part of a portfolio of individual brands, each endorsed by its parent company. This structure is suited to acquisition and allows the investor to retain the loyalty and recognition of the acquired brand’s customers, whilst placing it under the security of the parent name. The parent brand gives credibility and maintains its profile for the benefit of the shareholder.

Examples of the endorsed brand model

Nestlé: Nestlé Shreddies, Nestlé Cheerios, Nestlé Milkybar etc.

Kellogg’s: Kellogg’s Frosties, Kellogg’s Corn Flakes, Kellogg’s Rice Krispies etc.



Insight

Businesses that follow the endorsed brand model are usually in the fast-moving consumer goods (FMCG) market.



BRANDED MODEL

The branded model is a portfolio of brands owned by a parent company with a low brand profile. Quite often the customer will be unaware that the product brand is part of a larger group, for example Guinness is owned by Diageo. The branded model allows the parent company to compete at different value points in the same sector without harming consumer perception, e.g. Volkswagen Group owns Skoda, Seat, Audi and Bentley. Each brand can be sold without damaging consumer loyalty if the new custodian stays true to the brand. The downside when this model succeeds is that the parent company could be viewed as creating a market monopoly.

Examples of the branded model

Swatch: Tissot, Longines, Omega, Breguet

GlaxoSmithKline: Macleans, Lucozade, Horlicks, Ribena.



Insight

The branded model is typically used by large global businesses where a brand can be built up as an asset and sold individually.



Note: There are exceptions to the rule and some global companies will use a combination of these models, for example Kraft acquired the Cadbury brand in 2010. The Kraft Foods brand portfolio is a story of acquisition. It includes names that blur the boundaries of brand architecture: Kraft Philadelphia, Terry’s Chocolate Orange and Toblerone.

Brand history

Brands have been guiding consumer choice for centuries. One of television’s most popular and enduring programmes, The Antiques Roadshow, is a window on the evolution of the brand. It first aired on the BBC in 1979 and in the last 30 years has influenced many derivatives, including Bargain Hunt and Cash in the Attic. The show’s success thrives on our curiosity and has made amateur experts of us all at identifying heritage brands. Viewers are invited to present their family heirlooms for identification. The experts on these shows are full of anecdotes about the craftspeople behind the antiques. They inform us about the lives of the goldsmith, carpenter or potter and provide insights into how the object was produced. By watching, we learn about the manufacturing and crafts industry of the past. Recognizing the maker’s trade marks helps the identification of these products. The viewers are introduced to a coded world of symbols forming some of the earliest commercial trading marks which today we describe as logos. Many of the antiques on these shows originated from the studios and shop floors of brands that still thrive today. Antique brand names that still trade today include: Spode (est. 1770), Meisson (est. 1710), Wedgwood (est. 1759) and Lalique (est. 1885).

Trade marks have been used since antiquity. In the Roman era, bricks and tiles were embossed with trade marks made using oak or bronze stamps that declared the clay’s origin or name of the manufacturer, contractor or emperor.

Branding is part of the human condition. Since the dawn of civilization we have been painting our bodies and tattooing our skin to communicate that we are different and belong to a distinct society or group. We have left giant marks on the landscape and placed symbols on our dwellings to signify our ideology.

The Uffington White Horse is an icon of the English landscape and an immediately recognizable symbol. The stylized horse is carved into the chalk of a dry valley. It is located close to the ancient Ridgeway Path and can be seen for miles leaping across the Oxfordshire landscape. A complete view of the horse is only possible from the air, which has led to theories that it was a sign to the gods. Historians have linked the White Horse with similar designs found on Iron Age coinage and suggested that the horse was the symbol of the same people that built nearby Uffington Castle. The horse became a symbol that identified these people – it was their corporate identity. Recent testing methods have dated the Uffington Horse to the late Bronze Age 3,000 years ago.

The Palaeolithic cave paintings in Lascaux, France, are over 32,000 years old. These symbolic illustrations of horses, bison and mammoths look so contemporary Pablo Picasso could have painted them. When the artist visited the newly discovered caves, in 1940, he said of modern art, ‘We have discovered nothing.’ Stone Age people lived by hunting and gathering and the painted symbols communicate their status as hunters and their way of life. Today people choose brands to communicate their status and aspirations. As the French Novelist Jean-Baptiste Alphonse Karr wrote, ‘plus ça change, plus c’est la même chose’: the more things change, the more they stay the same!

The origins of the word ‘brand’ can be traced back to the eighth century and the North-Germanic language

RECENT BRAND HISTORY
















VINTAGE COMMERCIAL BRANDS



Heart and soul – the core of a business







Past, present and future
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Who owns the brand?








	What is a brand?



	How are you influenced by brands?



	What’s your favourite brand and why?



	Describe your favourite brand’s reputation, experience and expectation.



	Have you ever lost faith in a brand and if so why?



	Can you describe the brand architecture of your favourite brand?
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