
Branding
https://www.youtube.com/watch?v=WTqYMoz_inU (Ralph	Lauren)

http://www.tedpolhemus.com/main_concept7%20467.html

http://shop.diesel.com/about-diesel/article-aboutdiesel.html

http://www.adweek.com/news/advertising-branding/mastercard-explains-its-new-logo-both-whats-new-and-what-isnt-172512

http://famouslogos.net/target-logo/

http://famouslogos.net/calvin-klein-logo/

http://www.slideshare.net/sujasrait/global-branding-gucci

https://www.businessoffashion.com/articles/intelligence/the-secret-to-hermes-success



“A	brand is	the	sum	of	the	tangible	and	
intangible	benefits	provided	by	a	
product	or	service	and	encompasses	the	
entire	customer	experience.”
– How	Brands	Work,	Chartered	Institute	of	Marketing



Purpose	of	Branding:
• Tap	into	values	and	beliefs
• Create	connection
• Generate	emotional	response
• Provide	reassurance
• Ensure	consistency
• Build	Loyalty
• Add	value	and	change	a	premium



Types	of	Brands:
• Corporate	Brand
• Manufacturer	Brand
• Private	Brand
• Endorsed	Brand
• Co-Brand
• Brand	Portfolio



Brand	Equity	=	Added	value	that	a	
respected	well-known	brand	name	
gives	to	a	product	in	the	marketplace



https://www.youtube.com/watch?v=fd7lfcnlb9c

(Secrets	of	the	Super	Brands)









The	Logo



What	in	common?







https://www.youtube.com/watch?v=58UT5zjFbbs



https://www.youtube.com/watch?v=fd7lfcnlb9c



Brand	Positioning	Map
Create	one	with	your	partner.
Share	on	the	board	when	finished.



"Products	are	made	in	
the	factory,	but	brands	
are	created	in	the	mind,"	
-Walter	Landor	



The	values,	messages,	and	ideas	that	underpin	a	brand	will	
be	expressed	through:
• The	brand	name	and	logo
• The	product
• Packaging	and	display
• The	environment	in	which	it	is	sold
• Social	media	and	online	content
• Advertising	and	promotion
• Company	reputation	and	behavior



• The	brand	name	and	logo
• The	product
• Packaging	and	display
• The	environment	in	which	

it	is	sold
• Social	media	and	online	

content
• Advertising	and	promotion
• Company	reputation	and	

behavior



http://www.colormatters.com/Psychology	of	Color







The	power	of	a	brand	rests	on	its	
relationship	with	consumers.



Posner.	See	p.	159	for	sample.



https://www.businessoffashion.com/articles/intelligence/why-did-ppr-change-its-name-to-kering

Rebranding:	



Small	Group	Work- Fill	in	the	Brandy	Identity	Onion	for	a	Brand	of	your	choosing.
Draw	the	following	and	fill	in:


