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The Starting Line: Branding
Basics

Do you think
creating a breakthrough brand is something only really big
companies can do?

Not true. The same branding principles
employed by world-class marketers can be applied to any company,
large or small, or any product or service.

This eGuide is intended to
give you a jump start in building your brand from the ground up. It
is designed around one thing: to help make
your brand a breakthrough brand, because
that’s what a brand needs to be to succeed today.

Before we get started, let’s cover some
branding basics.

What is a Brand

Contemporary brands probably got their start
with the Industrial Revolution. Once products were mass produced,
it became more important to distinguish one product from another,
and one manufacturer from another, especially if a product had
competition.

A good example of this is
Coca-Cola, invented in 1886, and Pepsi-Cola, invented in 1893.
These products were very similar: They were brown colored, sweet
flavored carbonated water with brand names that sounded alike. In
the early days, even the typeface used to represent the products
looked alike. (By the way, here’s an interesting historical note:
The soft drink Dr. Pepper was actually concocted in 1885, a
year before Coca-Cola was invented. But obviously, this brand did not
have the same breakthrough qualities as Coca-Cola, which became and
still remains the leading soft drink brand.)

From the earliest days, Coca-Cola was
regarded as the “original” cola and attempted to distinguish its
brand from Pepsi-Cola, at first by creating a uniquely shaped
bottle. Even today, “Coke” and Pepsi continue to battle it out as
the Number 1 and Number 2 cola brands. In the branding world, this
huge fight has often been called the “Cola Wars.”

Today, the number of company and product
brands is overwhelming. Tens of thousands of new consumer products
are introduced each year. While some of them might be “brand
extensions” – new products, but with the same brand name as an
already existing product – many of them are given brand new brand
names.

So a brand can be either a company name,
like Apple, for example, or a product name, like iPhone. Sometimes
the company brand name and the product brand name are the same, as
in Coca-Cola (the company) and Coca-Cola (the product). But just as
often, the product brand name becomes a kind of “super-brand,” the
core of a series of brand names that might be called sub-brands.
Some of the Coca-Cola sub-brands include Diet Coke, Caffeine-Free
Coke, Coca-Cola Cherry, Coca-Cola Vanilla, and Coke
Zero.

A brand can be represented by
the name alone, but more often than not it is represented by a
distinctive type treatment (logotype), or a graphic symbol
(logo or
mark). When a brand is
marketed in a particular way that draws attention to it, it can
achieve brand awareness
– it is recognized by people – and it can develop
a brand image – a
way in which people perceive the brand (which could be good, bad,
or indifferent).

High brand awareness and a
very positive brand image may result in brand preference – that’s when a
consumer prefers or picks one brand over another. Sometimes high
brand awareness and a positive brand image can also result in a
brand becoming a category leader
– that means it becomes the top brand in a
particular category, determined either by market share or by
consumer brand preference.

People Think and Feel About Brands

This is an important concept in building a
breakthrough brand: brands have both rational and emotional appeal.
People think about brands, but they also have feelings about
brands.

The rational aspect of a brand is the part
of the brand that appeals to a consumer’s rational mind – the
brain, the head, the thought process, whatever you want to call it.
The emotional aspect of a brand is the part of the brand that
appeals to a consumer’s emotions – that person’s heart and soul –
how that person “feels” about a brand.

If a brand appeals to a
consumer on both a rational and
emotional level, it has a very strong chance of
becoming a memorable, long-lasting brand. Brands that accomplish
this often achieve category leader status.

How does a brand appeal to both the rational and
emotional sides?

Basically, the rational argument for a brand
involves conveying sensible, practical facts in the brand’s
marketing messages. Depending on the product, it may be facts such
as saving money, protecting the environment, or offering high
quality.

The emotional side is quite
different, however. Typically, to evoke emotion, a brand has to
make a compelling case or paint a picture that creates a
certain feeling.
Instead of facts, the emotional side of the brand deals with
benefits and feelings – things that make the consumer
feel good. Often a brand
will lead with the emotional aspect because it has higher impact
(and it is less rational) so it might create a desire on the part
of the consumer to purchase the brand. The rational aspect is then
used to support the purchase decision.

A good example of how the rational and emotional
sides come into play in brand marketing is the way Miller Lite beer
was first marketed in 1975. At the time, there was no other light
beer, so Miller had to find a way not only to promote the beer, but
to actually introduce a new beer category. The branding message, or
slogan, the company came up with was: “Tastes Great. Less
Filling.”

Let’s analyze that slogan. Notice that it
really embeds both the emotional and rational appeal of a light
beer. You might say that “tastes great” plays to the emotional
side, because great taste is what connects emotionally with most
beer drinkers, while “less filling” could be interpreted as a
rational message, implying that a Miller Lite beer drinker would be
subject to less bloating and, potentially, would avoid weight gain
(which for some people is a very emotional issue, too!)

Miller Lite’s branding strategy worked. At
the time of Miller Lite’s introduction, Miller was the number four
brewery in the U.S. By 2004, the Miller Lite brand helped Miller
rise to number two. Miller Lite created a revolution as other beer
breweries started to produce light beer brands to compete with
Miller Lite.

Brands that are Built to Last

In July 2009,
BusinessWeek magazine
reported on the “Top 25 Healthiest Brands,” based on consumers’
perceptions across six categories. Here’s what is striking about
the report: 15 of the top 25 healthiest brands are over 50 years
old, and 8 of them are over 100 years old. The century-old brands
include such well-known names as Campbell’s Soup, Black and Decker,
Coca-Cola, Johnson & Johnson, and Whirlpool.

There is no better proof of a brand’s
lasting power than its ability to appear on a contemporary list of
top brands and yet be over 100 years old. In fact, the five
century-old brands mentioned above are generally regarded as not
only healthy brands, but leaders in their categories. They all have
high brand awareness, largely positive brand images, and generate a
high degree of brand preference.

How does this happen? For the
most part, a brand that is built to last becomes known for
particular company or product attributes that are
valued by consumers.
Consumers get to know the brand and come to depend on it to deliver
the same quality, day in and day out, year after year. Some brands
are even “passed down” from generation to generation, either
literally or figuratively. Consumers rely on, prefer, and
eventually demonstrate loyalty to the brand, not only by purchasing
it repeatedly, but telling family and friends about it (and today,
via social media, telling lots of acquaintances about it). In a
sense, they become “brand fanatics.”

When this happens, a brand works its way into
the daily life and lifestyle of the consumer, and it can even
become a cultural icon.

Brands as Cultural Icons

Can a brand really become a cultural icon? Oh
yes. When a brand is so tightly woven into the fabric of many
consumers’ lives, it becomes part of the culture.

Before the digital revolution, there was one
company that was so well-known for its ability to make copies of
things that its name became a substitute for the copying process.
In offices all around the world, you would hear bosses tell their
assistants, “Make a Xerox of this.” The company name “Xerox” was at
risk of becoming a generic term because it was so widely used.

The same thing happened to a particular
brand of tissues that represented the entire tissue category:
“Could you get me a Kleenex?”

When a person says, “Please get me a Coke,”
they may be referring to any kind of cola soft drink that’s
available, not just Coca-Cola.

When it comes to delivering something
overnight, people often say “FedEx it.” In fact, that’s one of the
reasons Federal Express eventually changed its brand name to
FedEx.

All of these brands were
category leaders, but they also became cultural icons, because they
actually worked their way into our everyday vocabulary. Some brands
are so iconic that they become what Kevin Roberts calls
Lovemarks in his book of
the same name. Roberts, CEO of ad agency Saatchi & Saatchi,
says in his book, “Consumers are becoming more and more attracted
to where the Love is. Every Lovemark, whether it’s a breakfast
cereal, a shoe, a car, or a country, must both love and respect
consumers and the world those consumers live in.”

Remember what we said about
the emotional appeal of a brand? The ultimate emotional appeal is
when a consumer loves a brand. That is a very emotional reaction. The kind of
emotional reaction that happens with iconic brands like Apple,
Nike, and Starbucks.

People who buy Apple’s
products don’t just like the brand, they love it. Those buyers are among the
most loyal brand followers. Many of them can’t wait until Apple
releases its next product.

Nike has engendered the same kind of brand
fanaticism. Nike lovers will pay a premium price for shoes or
athletic gear branded with the renowned Nike “swoosh” logo. They’re
the athletes who live by Nike’s slogan, “Just do it.” The Nike
swoosh, by the way, appears on much more than the company’s product
line – Nike strikes deals with sports teams and leagues to emblazon
its logo on every player’s uniform and sometimes around sports
stadiums.

Starbucks may not have invented coffee or the
latte, but it capitalized on the coffee craze by making it hip and
contemporary. During Starbucks’ expansion years, it wouldn’t be
hard to find the Starbucks logo on storefronts within blocks of
each other in larger cities. (That expansion has since come to a
halt because of declining revenues driven by tough competition and
global economic conditions.) A Starbucks enthusiast “couldn’t live”
without a daily stop at a Starbucks store.

How a Breakthrough Brand
Breaks Through

Great brands – the category
leaders, the cultural icons, the ones that stand out – share some
of the same characteristics. In their book The Breakaway Brand, co-authors Fran
Kelly and Barry Silverstein talk about the things that make a brand
stand out, or break away from other brands. They say that a
breakaway brand:

- Positions itself effectively against its
competition

- Creates a counter-position to successfully
compete against a category leader

- Continuously innovates

- Connects with its audience

- Establishes leadership.

Positioning

“Positioning” is a term first
popularized by the book Positioning: The
Battle for Your Mind, by Al Ries and Jack
Trout. Ries and Trout made the argument that it was the way a brand
was perceived by a consumer – or positioned in his or her mind –
that led to that brand’s success.

Ries and Trout used the classic example of
Hertz and Avis, two rental car companies, to explain the concept.
Hertz was the undisputed category-leading brand, so in 1963, Avis
came up with a campaign it called “We Try Harder.” The campaign
acknowledged that Hertz was the category leader, but positioned
Avis as “the other” rental car company. In effect, Avis expanded
the category in the mind of the consumer to two companies – a
“category of two.” Now the prospective car renter would think of
Hertz and “that other company that’s trying harder to get to number
one.” Avis successfully moved into the position of number two
rental car company, second only to Hertz, and it has been hard to
displace ever since. This campaign was a clever way to create a
counter-position to Hertz, the category leader.

Innovation

Brands that continuously
innovate stand out. John Blasberg and Vijay Vishwanath of the
consulting firm Bain & Company talk about a Bain survey of 524
brands in 100 categories. They write in their article, “Making Cool
Brands Hot” (Harvard Business
Review, June 2003) that “winning
innovators cropped up in high- and low-growth categories and among
brands that were new and mature, big and small, premium and value,
leaders and followers.” In other words, it was these brands’
innovation that set them
apart, regardless of any other factors.

You can find innovative brands in any
product category. Take Southwest Airlines, for example. When most
other airlines were doing the same or similar things, Southwest
differentiated itself by continuously innovating. Southwest
pioneered the concept of low-cost air travel by offering the lowest
fares. They used less expensive secondary city airports, did away
with seat assignments, trained their staff to be friendly and
funny, and offered service on nice jets. They have continued to
innovate by going against the industry: When virtually every other
airline started to charge for checked baggage, Southwest promoted
the fact that it still accepted bags without any fees.

Connecting with an Audience

Brands that form a close tie with an audience
stand out. Disney is an example of such a brand: It not only
connects directly with its primary audience, children, it also
connects with the child in all of us. Disney uses superb customer
service, combined with an emphasis on fun and magic, to make
everyone feel like they’re part of the Disney family, whether they
are visiting a Disney theme park, watching a Disney television
program, movie or live show, shopping for Disney merchandise, or
traveling on a Disney cruise ship. Disney uses its many characters
to make an even tighter, emotional connection with children.

Establishing Leadership

Google is a brand that, in a relatively
short period of time, has established itself as the undisputed
leader in Internet search. In just six years, Google attained $1
billion in revenue; it took Microsoft sixteen years to do that. Not
only did Google build the world’s most popular search engine, the
company actually does everything mentioned above: Google has
positioned itself as the leader, continuously innovated by
improving its search capabilities and adding new products, and it
has gained a loyal following by connecting with its audience.

The Globalization of Brands

One of the most significant developments in
business in recent years has been globalization. Businesses large
and small have benefited from a “shrinking world” and the ability
to sell goods and services to people in many countries, especially
via the Internet. This reality has led to an influx of foreign
brands in U.S. markets. For example, you probably recognize the
names Hyundai, Kia, LG, and Samsung. These are all Korean companies
with strong positions in the United States. Globalization has also
caused U.S. companies to think more about how to build brands that
can work on a global scale.

Global branding is filled with challenges,
not the least of which is cultural and language differences. Here
are a few examples of branding blunders brought on by companies who
didn’t fully understand the complexities of global branding:

- When Chevrolet introduced its model, the
Nova, in Latin America, it failed. Why? Because “No Va” means “no
go” in Spanish.

- When Kentucky Fried Chicken tried to
translate its slogan, “Finger Lickin’ Good,” into Chinese, the
translation was less than desirable: It meant “eat your fingers
off.

- When Schweppes Tonic Water was introduced
in Italy, its translation in Italian turned out to be “Schweppes
Toilet Water.”

- When Electrolux, a Swedish vacuum company,
tried to translate its Swedish slogan into English for the United
States market, it turned out this way: “Nothing sucks like an
Electrolux.”

While you may not have aspirations to sell
globally, you should be aware of the impact your brand can have on
global audiences.

Colossal Brand Successes and Spectacular
Brand Failures

Successes

Brand successes and brand failures come in
all shapes and sizes. One of the objectives of this eGuide is to
help you learn enough of the basics about branding so that you can
maximize your chance of creating a successful brand and minimize
your chance of brand failure.

Brand success is usually measured by the
criteria we discussed earlier: brand awareness and brand
preference. From the brand marketer’s perspective, it’s pretty easy
to tell if the brand’s successful just by looking at its sales
compared with its competitors.

The most colossal brand successes will usually
involve not just leading in a particular category, but actually
starting a category. Earlier, we discussed Miller Lite beer – a
brand that was responsible for starting a category.

Arguably, one of the most successful brands
in modern history is Apple’s iPhone. The iPhone wasn’t the first
smartphone, and therefore it didn’t start the category – but the
iPhone was a game-changer in the category. Why? Some of it was
because of cool features, like its intelligent touchscreen, which
removed the need for a physical keyboard, like the keyboard on the
Blackberry. The real game-changer, though, was the iPhone’s huge
and continually growing library of applications.

Another incredibly successful brand that
pioneered a category was Toyota’s Prius. The Prius wasn’t the first
hybrid car, but it became the most popular, best-selling hybrid
car. The Prius brand created a new perception for the hybrid car
and made it widely accepted, forging the road for other
manufacturers to introduce hybrids.

Failures

Brands don’t always succeed, even if they are
the product of companies with marketing expertise.

One of the most famous brand failures was the
product commonly referred to as “New Coke.” In the 1980s, when
Coca-Cola was in the midst of a heated battle with Pepsi, the
company decided on a fateful decision: to change the flavor
formulation of Coke. When it was introduced to the marketplace,
however, loyal fans were outraged that the company would mess with
a tried and true product. “New Coke” quickly became such a disaster
that Coca-Cola was forced to bring back the “old” Coke, re-naming
it “Coca-Cola Classic.”

Another remarkable failure was Ford’s 1950s
Edsel. Despite thousands of suggested names, then company head
Henry Ford II decided to name the car after the company founder’s
only son. The problem was the name had no meaning to anyone. That
was just the beginning of the car’s problems. It had a laughable
design, features that the public didn’t want, poor quality, and to
top it off, it was too expensive for the marketplace. The Edsel
died a miserable death.

A third spectacular failure was in the 1970s,
when Sony introduced a video recording system it called Betamax.
While it featured great sound and picture quality for a home
recording system, it had a few fatal flaws: it could only record
one hour at a time, the machine was expensive and perhaps worst of
all, the technology was proprietary. It didn’t take long for
competitors (mostly Japanese companies competing with Sony, another
Japanese company) to align themselves with a technology called VHS.
Soon, lots of companies were making VHS recorders, while Sony was
the only one making Betamax. By 1988, Sony had to admit its failure
and introduce its own line of VHS equipment, but by that time, it
was too late.

The Difference between
Branding a Company and a Product

Let’s consider for a moment the difference
between branding a company and a product.

To keep it simple, we can say most consumers
think about brands as representing products, not companies. That’s
because a brand is something a consumer can touch, feel, evaluate,
and purchase. But in many cases the company brand that stands
behind each product is important, too.

We mentioned Nike earlier. Nike is a good
example of a company brand that almost supersedes the importance of
a branded product. While Nike has a range of products, many of
which have their own brand names, the company has such a strong
brand name itself, and such high brand recognition through the
“swoosh” and the slogan “Just do it” that the product brand name is
secondary to the company brand name. This isn’t always the case,
but it certainly seems to work for Nike.

Apple, on the other hand, has managed to
develop both a strong brand image for
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