
















So what is a brand?



Is it a logo? Is it a trademarked word?
Is it a corporate identity? Is it a lifestyle?
Is it all four of these?



We often hear that we live in a brand-soaked
culture, but what does that mean?



In an effort to define what exactly a brand is,
let’s list some brands. What springs into your
mind when I say “Name a brand?



Nike, Audi, Adidas, Gucci, Versace, McDonalds,
BMW, Diesel, Mercedes, Volkwagen, Volvo, Apple, 
iPod, Kodak, British Airways, Virgin, Sony Ericsson, O2, 
Orange, Coke, Pepsi, Easyjet...



Now take some of these brands and list 
the qualities they are trying to associate 
themselves with...



How would Nike like to be seen?
Athletic, sporty, fashion conscious, fun,
a leader...



How are they seen?
Exploitative, sweat shop employers, arrogant,
big business.

Reality:



Mark: Nike
Design: Carolyn Davidson
Date: 1971



How would McDonalds like to be seen?

Healthy, fast, efficient, quality (100% beef),
fun, environmentally aware...



How are they seen?
Unhealthy, supersized, 
unkind to the environment...



What do all these brands have in common?



Brand Management

They are well managed - often ruthlessly.
Usually by a brand co-ordinator or similar,
who ensures every element of the brand tells
the same story or is ‘on message’



Consistency

They are consistent. They have a visual formula 
and implement across their packaging, website,
advertising and marketing material.





Mark: I Love New York
Design: Milton Glaser



Mark: Children’s Television Network
Design: Milton Glaser



Mark: Angels in America
Design: Milton Glaser



Mark: CBS
Design: William Golden
Date: 1951



Mark: BP
Designed: 1930
Redesign Siegel & Gale 1989



Mark: BP
Designed: Landor Associates 2000









Test your brand knowledge













 

Initials
Companies of every kind have logos with linked letters 
called ligatures.
Ligatures means to tie. 

Ligatures are excellent for identities. 
Some letters link in one typeface but not another. 
Others link in lowercase but not in upper.
What follows are a variety of ways to get your letter 
pairs working together.

 



 



 



 

Use Shared Strokes 
Many letter pairs form natural links; 
they have identical parts or complementary 
shapes that fit like hand in glove. 

Let’s begin with the easiest letters to link—those 
that have identical adjacent strokes. 



 



 

Almost-identical Strokes 
Pairs like UR share not-quite identical 
strokes, yet often flow naturally together.

To link neatly, you must usually sacrifice 
some parts; here, the R gave up a foot, 
the U a serif.



 

Angled to Vertical 
Angled strokes often link well to vertical strokes. 
The easiest technique is simply to cut the angled letter in half. 



 

If Your Letterstrokes Don’t Quite Match... 



 



 



 



 

Remove a Stroke 
Here, a phantom stroke hints at what’s not 
there! This is particularly effective with 
Modern typestyles such as Bodoni and Didi 
that have extremely thin strokes. 



 

Remove Part of a Stroke 
Letters with angled and overhanging arms—FKTVWXYZ
—benefit from this technique, which is especially 
attractive in serif typestyles. The illusion is that of a 
stencil; the line is interrupted, yet our eyes “fill in” the 
missing part! 



 

Negative Space
This is the area in and around your letters.



 

Reverse the Field 
Put negative space to positive use! 
Add a same-color field behind your letter, 
then reverse the second letter out of the field. 
Especially effective with three-character acronyms.



 

Crop! 
Your intrigued reader will linger for valuable moments on 
this design! Crop away the bottoms of your letters, and the 
viewer’s eye must complete the image. Add a company 
name or other horizontal graphic to span the gap (far right). 



 

Disconnect and Attach 
An entertaining ligature unique to the T, 
disconnect one arm and attach it to its neighbour.



A look at Apple’s products, packaging, website and 
printed material has one thing in common.

What is it?



It’s good branding underpinned by good design.

Not only are there products well-designed,
but they hit the right spots; their target market
is you... 



The company has established a "heartfelt connection" 
with its customers. This can take several forms, from 
building trust to establishing a community around a 
product. 

In Apple's case, its products are designed around people: 
Take the iPod, iPhone or iPad, it brings an emotional, 
sensory experience to computing, Apple's design is 
people-driven.



Let’s take a short look at the history 
of the brand.







The motif of a multicoloured apple with 
a bite taken out of it is a reference to 
Adam and Eve, in which the apple 
represents the fruit of the Tree of Knowledge.



The "1984" ad began a branding campaign that portrayed 
Apple as a symbol of counterculture - rebellious, free-thinking 
and creative. 

They were a response to a calculated marketing ploy to sell 
computers that cost much more than competing brands.

The advertising built a sense of belonging to an elite club by 
portraying the Mac as embodying the values of righteous 
outsiderism and rebellion against injustice. 



http://www.youtube.com/watch?v=OYecfV3ubP8
http://www.youtube.com/watch?v=OYecfV3ubP8
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