iIt’s all about branding

From logo to packaging and promotions,
vour brand IS vour business

by Brooke Hanson
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In businass, thara will always bae compati-
tion. And ro snicceed in a tongh economya
Fuisiness needs more than ast a great prod-
uct or service — it needs a great brand.

Branding identines and distuinguishos o
company within an industry How often do
vou hear adhesive notes called “"Dost-its”
and facial tissues"kleenex?"These compa-
nies have branded their products so well
they don't just compete with other prod-
ncts — they define their industries.

Trudy MDunson, a professor of marketing
And managaemeant Al Gwinnell Techinical
Collegge nounes The Coca Cola Comnpany as
one of e masters of Dranding.

“The Coca-Cola ribbon is one of the
praasl ['l_‘(_'(_\slllli_l.bll_‘ 11_151_1'_-; 111 Lthe waorld ) said
Dunson “Colee s 1L and Its the Real 'Thing
are lwo of the most recognizable tag lines.
Coke's message has always been clear and
consislent regardless of what audience
they may be tryving to reach. The message
of Coke is carried out throughout all forms
of media

For The Coca-Cola Company, consisten-
cy has been key for branding, but for some
comnpanies, shifting their brand depending
on market factors has been necessary

To siive Theair husiness a competitive adge,
Scrvice Foods, an online grocer in Norcross,
slhulted their brand to focus on the health
benefits of their products.

“When we felt the recession was going to
happen,we went through resting by the 115,
Deprartment of Agrniculture o be laheled as
all natural” saad Kerlly Kanlor, CEOY of Scr
vice Foods.

T enhianee e Service Foods brand,
the company strategically participates in
corporate wellness fairs and utilizes social
media to allow customers to interact with
their team of h=alth professionals.

According to Inc. magazine, Service
Foods has seen an 825 percent increase in
reveriue ovaer lhe last three years, catapult-
ing from $8.3 million in 2006 to $76.6 mil-
Licann i 2009,

Kantor said developing Service Foods?
brand to focuz on the value the products
and services provide has been important
to their success.

“The easiest way to brand any business is
re provide more perceived value ro the cli-
ent than they can detr anywhere else said
Kanlor “Promolo that oxtra valoe whonev-
cr and wherever you can”

Scrvice Foods' brand revolves around a
central theme, which according to Dunson,
15 nnporlant A commaon branding mistake
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thar I see is not establishing a real identity,
rheaerefore, cuistomers are not able ro relare
or understand the hrand” said | hainson.
“Consistency with the brand identity across
the board, such as displaying the sammne
message in everything associated with the
brand and also having a logo and tagline
that will stick in the minds of customers |is
important to creating a successful brand]”

To create or improve your CcOompanys
hrand, Mike Cohen, president of Trin-
ity Clon=ulting in Comming, recommenrcls
ilentifying The markelsegment your busi-
ness cann excel ur, then enginecring a busi-
ness model to dominate that segment and
cxclude other scgments.

“l'he Four Scasons wants to attract high-
cnd travelers” said Cohen™lo do so0, it must
ignore the market segment seeking low-
est price, no frills. It must then engineer a
customer experience and marketing mes-
saging that is consistent with its desired
market”

Cmce this Is done, a logo should be cre-
ated to extend the commitment to the par
ticular segment.

"Ahove all the logo muast accurately con-
municate the market position and messag

ing the company wants the consumer to
recall,”said Cohen.

Cohen cautions that a brand will even-
tually become irrelevant = regardless of its
nob lkeap

branding — if management does
r)l’l'll'l'lift:" 'I'l'lﬁl'lF" o ConsuImers

KHF‘]’)IHF" COTSUIMIET ro 5 i
koey part ol the Chick-fil-A brand. The Atlan-
ta-based company has marketed around
the promise of high-gquality ingredients
and exceptional customer service.

"Staying true to these focus areas have
been key ingredients to our recipe for suc-
cess for the past 43 years! sand Mark Bald-
win, spokes m for Chick G1A "Our ad
verfising budgels arce mniniscule connpared
to our competition, so we don't oven try
to compete in the advertising war to build
our brand. Our best marketing comes from
our customers telling their friends and
family about their dining experience at
Chick-fil-A”

Dunson's advice is to focus on the four
F's of marketing: product, placement, price
and pronmation. By Dailding a Drand asiog
these elements, a company will e on ils
way to establishing a strong brand — and
hopeclully, emulating the success of Atlanta
brand-masters like 'The Coca-Cola Compa-
ny, Service Foods and Chick-fil-A. (sai)
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