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²Ƙŀǘ ƛǎ ŀ ōǊŀƴŘ ŀƴŘ ǿƘȅ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ƘŀǾŜ ƻƴŜΚ 
 

Lƴ ǘƻŘŀȅΩǎ ŎƻƳƳŜǊŎƛŀƭ ǿƻǊƭŘ ǿŜ ŀƭƭ ǘŀƭƪ ŀōƻǳǘ ōǊŀƴŘǎ ŀƴŘ Ƙƻǿ ƛƳǇƻǊǘŀƴǘ ǘƘŜȅ ŀǊŜ ōǳǘ Ƙƻǿ ƳǳŎƘ 
ŜŦŦƻǊǘ ŀƴŘ ǘƛƳŜ Řƻ ǿŜ Ǉǳǘ ƛƴǘƻ ŎǊŜŀǘƛƴƎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘΩƭƭ ōŜŎƻƳŜ ŜǎǘŀōƭƛǎƘŜŘ ƻǊ ŜǾŜƴ ŦŀƳƻǳǎ ŀƴŘ 
admired? 
 
Do we really know what makes a brand? Or what it takes to establish a brand identity? 
 
In its simplest form consumers have endless choices and retailers always have limited shelf space. 
The combined pressure of these two factors upon a brand is enormous.  
 
On the other hand, a brand that has a clear identity, with strong relevance to a viable consumer 
segment, will not only be stocked and purchased: it will also command a higher price than much (if 
not all) of the competition. 
 
Not forgetting, of course, that not all brands are products on a shelf. Some of the best-known brands 
ŀǊŜ ŎŀǊǎΣ ŀƛǊƭƛƴŜǎ ŀƴŘ ƻǘƘŜǊ ǘȅǇŜǎ ƻŦ ǎŜǊǾƛŎŜǎΦ Lƴ ŦŀŎǘΣ ǎƻƳŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ōƛƎƎŜǎǘ ōǊŀƴŘǎ ŘƻƴΩǘ ŜǾŜƴ 
exist in a retail shop but have become huge successes by appearing exclusively on the internet. 
 
Websites have a massive role to play in creating a modern brand and to ignore what you do on the 
ǿŜōΣ ŀǎ ǇŀǊǘ ƻŦ ȅƻǳǊ ōǊŀƴŘ ōǳƛƭŘƛƴƎ Ƨǳǎǘ ŘƻŜǎƴΩǘ ƳŀƪŜ ǎŜƴǎŜΦ 
 
Any part of your communication with either potential buyers or stockists, or with suppliers and 
ŘƛǎǘǊƛōǳǘƻǊǎ ƛǎ ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ōǳƛƭŘ ŀ ōǊŀƴŘΦ !ƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƘŀǘ ǎƘƻǳƭŘƴΩǘ ōŜ ƳƛǎǎŜŘΣ ŀǎ ǘƘŜȅ ŀǊŜ 
all part of the general public as well. 
 
IŜǊŜΩǎ ŀ ŦŜǿ ǘƘƻǳƎƘǘǎ ǘƘŀǘ Ƴŀȅ ƘŜƭǇ ȅƻǳ ŘŜŎƛŘŜ ǿƘŜǘƘŜǊ ȅƻǳΩǾŜ Ǝƻǘ ŀ ōǊŀƴŘ ƻǊ Ƨǳǎǘ ŀ ƭŀōŜƭ ŀƴŘ 
whether you need to do something to make sure you give your brand an identity, a positioning and a 
fighting chance to make it in a commercial environment. 
 
[ŜǘΩǎ ǎǘŀǊǘ ƻŦŦ ǿƛǘƘ ǿƘŀǘΩǎ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜ ōŜǘǿŜŜƴ ŀ ǇǊƻŘǳŎǘ ŀƴŘ ŀ ōǊŀƴŘΚ 
 

A product is something made in a factory 
A brand is something bought by a consumer 
 
A product can be copied by a competitor 
A brand is unique 
 
A product can be quickly outdated 
A successful brand has longevity 
 
 
So is anything with a label or a logo a brand?  
 
No. 
 
Any product with a label is not a brand.  Any service with a logo is not a brand. 
 
! ƭŀōŜƭ ƻǊ ƭƻƎƻ ƛǎ ŀ ƎǊŀǇƘƛŎ ŘŜǾƛŎŜΦ LǘΩǎ ŀƴ ƛŘŜƴǘƛŦȅƛƴƎ ƭƻƻƪ ōǳǘ ƛǘ ŘƻŜǎƴΩǘ ƎƛǾŜ ŀ ǇǊƻŘǳŎǘ 
characteristics. 
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Labels and logos are important but superficial and without depth. 
 
A labŜƭΩǎ ǾŀƭǳŜ ƛǎ ƎƻƴŜ ƻƴŎŜ ǘƘŜ ǇǊƻŘǳŎǘ ƛǎ ǳǎŜŘΦ 
 
! ƭƻƎƻΩǎ ǾŀƭǳŜ ƛǎ ƎƻƴŜ ƻƴŎŜ ƛǘΩǎ ƻǳǘ ƻŦ ǎƛƎƘǘΦ 

 
 
Why having a brand is important 
 
Your brand is the way that you set out to identify and differentiate your product or service from 
those of your competitors. 
 
This is done by exploiting functional qualities like taste, efficiency or superior quality and by 
ŜƴŘƻǿƛƴƎ ǘƘŜ ōǊŀƴŘ ǿƛǘƘ ŀƴ ŀǘǘǊŀŎǘƛǾŜ ǎŜǘ ƻŦ ŜƳƻǘƛƻƴŀƭ ŀǎǎƻŎƛŀǘƛƻƴǎ ƻǊ ΨǾŀƭǳŜǎΩΦ 
 
¢Ƙƛƴƪ ǿƘŀǘ {ƻƴȅ ǎǘŀƴŘǎ ŦƻǊΚ ¸ƻǳΩŘ ƴŜǾŜǊ ǘƘƛƴƪ ƻŦ ƛǘ ŀǎ ŎƘŜŀǇΣ ƴŀǎǘȅ ƻǊ ƻƭŘ-fashioned would you? 
 
LŦ ǎƻƳŜƻƴŜ ƳŜƴǘƛƻƴǎ wƻƭŜȄΣ ȅƻǳ ƪƴƻǿ ǘƘŜȅ ŀǊŜ ǘŀƭƪƛƴƎ ŀōƻǳǘ ŀ ǿŀǘŎƘΣ ȅƻǳΩŘ ƴŜǾŜǊ ǘƘƛƴƪ ƻŦ ƛǘ ōŜƛƴƎ 
anything else; like a car, washing machine, mobile phone? No chance. 
 
9ǉǳŀƭƭȅ ƛŦ ǎƻƳŜƻƴŜ ƳŜƴǘƛƻƴǎ ²ƻƻƭǿƻǊǘƘǎ ȅƻǳ ƪƴƻǿ ŜȄŀŎǘƭȅ ǿƘŀǘ ǘƘŜȅΩǊŜ talking about and what 
type of place it is. 
 
All three examples are brands that have firmly established their credentials with you. Yes, it has 
taken years and big budgets but nobody had heard of them before they had started. 
 
Think positive. 
 
 
Why your brand needs a positioning 
 
¸ƻǳǊ ōǊŀƴŘ ƴŜŜŘǎ ǘƻ ǎǘŀƴŘ ŦƻǊ ǎƻƳŜǘƘƛƴƎΣ ǘƻ ƘŀǾŜ ƛǘǎ ƻǿƴ ƛŘŜƴǘƛǘȅΥ ŀ Ǌŀƛǎƻƴ ŘΩŜǘǊŜΣ ŀ Ǉƻƛƴǘ 
difference, a territory, a proposition. 
 
A brand needs a positioning in order to be recognised and TO SURVIVE. 
 
Without a positioning or ƛŘŜƴǘƛǘȅ ǇŜƻǇƭŜ ǿƻƴΩǘ ǊŜƳŜƳōŜǊ ȅƻǳ ŦƻǊ ǘƘŜ ǊŜŀǎƻƴǎ ǘƘŀǘ ȅƻǳ ǿŀƴǘ ǘƘŜƳ ǘƻ 
remember you by. 
 
¸ƻǳǊ ōǊŀƴŘ ǿƻƴΩǘ ōŜŎƻƳŜ ŦŀƳƻǳǎ ǿƛǘƘƻǳǘ ōŜŎƻƳƛƴƎ ǿŜƭƭ ƪƴƻǿƴ ŦƻǊ ΨǎƻƳŜǘƘƛƴƎΩ ŀƴŘ ǘƘŀǘ 
ΨǎƻƳŜǘƘƛƴƎΩ Ƙŀǎ Ǝƻǘ ǘƻ ōŜ ŜƛǘƘŜǊ ǘǊǳŜΥ ǘƘŜ ŦŀǎǘŜǎǘ ό/ƻƴŎƻǊŘŜύΣ ǘƘŜ ōƛƎƎŜǎǘ όIŀƭƛŦax), the safest (Volvo) 
or something similar.  
 
hǊ ŜƭǎŜ ǎƻƳŜǘƘƛƴƎ ȅƻǳ ŘŜŎƛŘŜ ƛǎ ȅƻǳǊ ǳƴƛǉǳŜ ŀǘǘǊŀŎǘƛƻƴ ƻǊ ȅƻǳǊ ƴƛŎƘŜΥ ¢ƘŜ ǿŜōΩǎ ŦŀǾƻǳǊƛǘŜ ŀƛǊƭƛƴŜ ŦƻǊ 
EasyJet, The real thing for Coke, the world bank for HSBC. 
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Here are some positionings that have become as famous as their brands: 
 

Stella Artois. Reassuringly expensive. (Costs more but worth it). 
 
Audi. Vorsprung durch Technik. (Advanced German technology and build). 
 
Tesco. Every little helps. (Everything we do helps keep the bill low). 

 
 
Building brand loyalty 
 
.ǳƛƭŘƛƴƎ ŀ ōǊŀƴŘ ǘŀƪŜǎ ǘƛƳŜΦ aƻƴŜȅ ŀƭƻƴŜ ŘƻŜǎƴΩǘ ōǳȅ ƛǘΣ ŎƭŜǾŜǊ ƳŀǊƪŜǘƛƴƎ ŘƻŜǎΦ 
 
CƛǊǎǘ ȅƻǳΩǾŜ Ǝƻǘ ǘƻ ƎŜǘ ȅƻǳ ōǊŀƴŘ ƻǳǘ ǘƘŜǊŜΥ ƻƴ ǘƘŜ ǎƘŜƭǾŜs, in front of the consumer, in the 
ƴŜǿǎǇŀǇŜǊΣ ƻƴ ǘƘŜ ƛƴǘŜǊƴŜǘ ƻǊ ǿƘŜǊŜǾŜǊ ŜƭǎŜΦ ¢ƘŀǘΩǎ ŎŀƭƭŜŘΥ Brand awareness 
 
Once people start buying it or using it then their experience will be enhanced and they will start to 
ōǳƛƭŘ ŀƴ ŀǇǇǊŜŎƛŀǘƛƻƴ ƻŦ ƛǘ ŀƴŘ ǘƘŜ ōŜƴŜŦƛǘǎ ƛǘ ŘŜƭƛǾŜǊǎΦ bƻǿ ǘƘŀǘΩǎ the Rational Evaluation. 
 
Then as they start to repeat the process every time they need to make a purchase, it becomes an 
instinctive process. Your customers buy the product or service without questioning the decision or 
looking for an alternative. This is the Emotional Evaluation. 
 
Cƛƴŀƭƭȅ ŎƻƳŜǎ ǘƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇ ǘƘŀǘΩǎ ƪƴƻǿƴ ŀǎ Brand Loyalty.  This can last a lifetime or just a few 
weeks - until your product or service fails to deliver, another product comes along that is cheaper 
but just as good, or even better and costs less. It could even lose sales to a product that is slightly 
more expensive but delivers a lot more. 
 
5ƻ ȅƻǳ ǊŜƳŜƳōŜǊ ōǊŀƴŘǎ ƭƛƪŜ aŀŎƪŜǎƻƴΣ ¢ǊƛǳƳǇƘ aƻǘƻǊōƛƪŜǎΣ ŀƴŘ .ƛǊŘΩǎ /ǳǎǘŀǊŘΚ 
There was a time when they all had large loyal followings but where are they now? 
 
   
How long does it take to build a brand? 
 
Be ambitious but be realistic. ̧ ƻǳΩƭƭ ƴŜŜŘ ƘŜƭǇ ƛŦ ȅƻǳǊ ōǳǎƛƴŜǎǎ ƛǎƴΩǘ ƳŀǊƪŜǘƛƴƎΦ ¢ŀƭƪ ǘƻ ǘƘŜ ŜȄǇŜǊǘǎ 
and trust them to see the best way forward. 
 
You can't stretch a brand until you've established a brandΦ 5ƻƴΩǘ ŘƛǾŜǊǎƛŦȅ ǘƻƻ ǉǳƛŎƪƭȅΦ LǘΩǎ ōŜǘǘŜǊ ǘƻ 
become well known for doing one thing brilliantly rather than several things averagely. 
 
!ƴȅ ōǊŀƴŘ ǇƻǎƛǘƛƻƴƛƴƎ ƴŜŜŘǎ ǘƻ ōŜ ōŀǎŜŘ ƻƴ ǿƘŀǘ ǿƛƭƭ ōŜ ōŜƭƛŜǾŜŘ ōȅ ǘƘŜ ŎƻƴǎǳƳŜǊΦ 5ƻƴΩǘ ŎƭŀƛƳ ǘƻ 
ŘŜƭƛǾŜǊ ǿƘŀǘ ȅƻǳ ŎŀƴΩǘΦ hǊ ǇǊƻƳƛǎŜ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘΩǎ ƛƳǇƻǎǎƛōƭŜΦ The consumer will only buy a bad 
product once. Fact. 
 
Anyone seen a Sinclair three wheeler lately? 
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LǘΩǎ ŜŀǎƛŜǊ ŦƻǊ ōǊŀƴŘǎ ǘƻ ǘǊŀŘŜ Řƻǿƴ ǘƘŀƴ ǘƻ ǘǊŀŘŜ ǳǇΦ LŦ ȅƻǳ ǎŜƭƭ ƭŀǿƴƳƻǿŜǊǎ ŘƻƴΩǘ ǘǊȅ ǘƻ ǎŜƭƭ {ǳǇŜǊ 
{ǇƻǊǘǎ /ŀǊǎΦ LŦ IƻƴŘŀ ƘŀǎƴΩǘ ōŜŜƴ ŀōƭŜ ǘƻ ƳŀƪŜ ƛǘ ǿƻǊƪΣ ƴŜƛǘƘŜǊ Ŏŀƴ ȅƻǳΦ aŜǊŎedes-Benz on the other 
hand sells the most expensive luxurious cars as well as affordable small cars. 
 
Finally, No brand in the country has a monopoly ς all have a nicheΦ LŦ ȅƻǳΩǊŜ ƎƻƻŘ ŀǘ ǎƻƳŜǘƘƛƴƎ 
ŜȄǇƭƻƛǘ ƛǘΦ CƛƴŘ ȅƻǳǊ ƴƛŎƘŜ ŀƴŘ ŎƻƴŎŜƴǘǊŀǘŜ ƻƴ ƛǘΦ 5ƻƴΩǘ be greedy. Get it right and success will come 
looking for you. 
 


