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Branding has been defined, explained and examined extensively. There are books, articles,
publications, seminars, and groups all dedicated to exploring the meaning and use of brand today.

Interestingly, with all this wealth of information, some of it developed by the greatest minds in the
industry, | still hear "but what is branding?" Considering the multitude of sentences that begin "branding
is..." it's an understandable question. What | believe people are looking for is not another definition, but
rather understanding, and an idea of how and why this tool fits into their business.

The Brand Equation
Visual + Verbal + Experiential = Brand Perception

What you show, what you say and what you do adds up to what people know about you and what they
think of your service, product or company.

Imagine a person you know. When asked to do that, the first thing that pops into your head is an image
of that person. If that person walked up to you, you would recognize her, and if known well, recall her
name. If you were describing that person to another you would list her features, offer her name and
describe what she is like with both factual and subjective information. "You remember my friend Tracy
from college, the one with the dark hair and the big smile? Now she's married and lives in Maine. She's
an amazing photographer and so much fun, | really miss having her around. You'd love her."

The image you recognize, the words you recall and the references that make up your experience all
add up to an impression. That person you thought of —— in addition to her face, name and your mutual
experiences —— you also recalled how you felt about her, your impression. That's brand.
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A visual image, a verbal message and experience with something leads you to form an opinion. So, in
reality, brand exists whether we address it or not. Every interaction brings about an impression. In a
business, however, crafting and controlling that impression mean the difference between reaching your
goals and missing the mark.

It is sometimes thought that a great logo like the Nike "Swoosh," a catchy tagline like "Got Milk" or a
well-known product like Coke is the brand. However, each of these major brands has carefully planned
all three areas of their impression to guide their audience toward their ultimate goal —— loyalty. You
recognize them, you can recall what they do and what they say and you know how you feel about
them. If they have done their job well you will refer them "You have to try Coke, it's the best," affiliating
your preference to their company "I only wear Nike's." This is the power of "Brand."

Brand Value

What's the value of "impression?" Huge international brands are used as examples because of their

recognition, however brand is valuable to companies large and small, product and service, for profit
and charitable. What's in it for you: ldentifying your specialty makes you an expert in your niche.
Developing a unique quality separates you from the pack. Crafting the impression you want helps
customers see all you can do for them. Maintaining a constant message builds long—term recognition
and recall. Attracting customers through referral is the cheapest and best marketing around.

If you are clear, consistent and creative you will attract the right business. Why waste time handling
interest from unqualified buyers and receiving none from ideal contacts?

Who's Using Brand?

It's not just industry giants with multi-million dollar ad budgets. The power of brand is being harnessed
everywhere. Our local school district launched a brand initiative a few years ago. Their mantra "Above
and Beyond" is woven into assemblies, included in all written communication and demonstrated in
curriculum changes. The latest email announced a 22% improvement in the standardized test scores
of disadvantaged students.

Whether your aim is greater sales or better reading skills, brand provides a focus, streamlining your
effort to achieve your goals.

Getting There

You can't prepare an effective image, message or experience until you decide what unique quality
you're selling and to whom. Getting the right people to recognize, recall and refer your company is a
process.

Beth Brodovsky is the president and principal of Iris Creative Group, LLC. Brodovsky earned a
Bachelor of Fine Arts in Communication Design from Pratt Institute, New York. Before launching her
own firm in 1996, she spent eight years as a corporate Art Director and Graphic Designer, providing a



Understand Brand

sound foundation in management and organizational standards and structure. Iris Creative
specializes in providing marketing and strategic communication services to clients in service industries
and small businesses. For more information contact Beth at

or 610-567-2799.
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Branding is a big topic in today's business world. Everywhere we look we can see examples of
branding. Just think of companies like McDonald's, Coca Cola, and Toyota. These companies work
hard to create and maintain their brand images. Branding is actually somewhat of a recent phenomena
in business. It was started back with Proctor and Gamble when they decided to name one of their
soaps lvory. Naming the soap proved to be an excellent idea to the determent of their other soap
products. People stopped buying the generic soaps and began buying Ivory. Because of the success
of lvory, P&G realized the importance of branding and began a branding revolution. Moreover,
branding is

not just for companies; individuals have their own brands too.

You may not think of yourself as a brand, but you are. Most of us do not work at creating a specific
brand like the big name products that we have all come to know and love. But, it doesn't matter. We
are creating a brand everyday, consciously or unconsciously. Unfortunately, most of us are creating
our brands unconsciously.

Everything we do, say, wear, every expression and even things we don't say and do create a brand.
We cannot not communicate our brand because it is part of who we are. We might have a brand as a
trustworthy person, or a good friend, or perhaps something not as positive such as someone who is
always late. Our brand is communicated everyday by every action we take.

Stop creating an unconscious brand. Your brand is important because it says who you are and what
you stand for. It communicates a great deal of information about you and can help or hurt you. Instead
of being oblivious to the brand you are creating, begin taking charge of your brand. Your brand lets
others know what you stand for, what they can expect from you and what kind of person you are. Make
sure it communicates accurately.

Coach Lee is a Certified Master Coach specializing in working with business owners and professionals
in being more profitable and productive while staying sane and balanced. Coach Lee is the publisher of
the award winning e-zine, 365 Days of Coaching, because life happens every day. Visit Coach Lee at
her websites coachlee.com and 365daysofcoaching.com. True Direction, Inc. Copyright 2003
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