DISCUSSION 1:

WHAT IS BRANDING

Declan Outhit & Ryan Cort




Brands

e Psychology and science brought together

e Brands convey a uniform quality, credibility and experience

e An effective brand strategy gives you a major edge in increasingly
competitive markets



Brand Identity

e How a business wants to be perceived by its customers
o Name, logo, tone, tagline, typeface are all created by the company to reflect desired
persona

e Brand Identity differs from brand image
o Brandimage is the term that reflects how the customers actually see the brand

e Ex. Coca Cola, Nike, Starbucks, Apple
o Refreshing, Fast, Morning Coffee, Sleek



Brand Tagline

e Aword, phrase, or sentence used to represent a company as a whole
o Impossible is Nothing (Adidas), Open Happiness (Coke)

e Taglines and Slogans are not the same
o Slogans go with a company’s current battle, often used for one product or campaign.
o Slogans can change regularly and accordingly
o Taglines are used consistently to represent the company
o The brand with the 3 stripes (Adidas NMD), Make any moment sparkle (Dasani Sparkling)



What is a

brand matrix e






http://www.youtube.com/watch?v=Vr9adE55MzI

What is an
archetype e
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http://www.youtube.com/watch?v=XpJbB_ajBJg
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http://www.youtube.com/watch?v=4qwA5fUh3hA
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http://www.youtube.com/watch?v=y4Q75xAGCr4
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http://www.youtube.com/watch?v=mzn2Lx0AHNk
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http://www.youtube.com/watch?v=ROEIKn8OsGU
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http://www.youtube.com/watch?v=fllaVmgUGtE
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http://www.youtube.com/watch?v=eDlaJlb1ezg

Leaving an Impression

e Repeated use of certain visual aspects and brand imagery can leave a
surprisingly strong impression on your audience

e Specific shapes, colours, words, and phrases can be easily tied to individual
brands

e Used to provoke emotions, and create connections to the product based on
individuals preferences



How well do you e
recognize brands
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http://www.youtube.com/watch?v=6pxIcH_0MH0

Colour is Important.



Blue

e Communication
o Self expression and one to one verbal communication

e Intelligence
o Enhances feeling of wisdom and intellect

e Calming
o Induces calming emotional response, moreso with deeper shades
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e Happiness and Joy
o Uplifting colour, increases excitement
o Associated with the sun and sunshine

e Quick Decision Making and New Ideas
o Connected to the expression of new thoughts, can be impulsive
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Red

e Energy

o Boosts energy levels, prompts the release of adrenalin

e Desire
o Physical desire in all forms

e Action
o Helps promote the need for action and quick movement






How will you
brand yourself
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