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Introduction
brand. The brand owner will seek to bridge the gap
between the brand image and the brand identity.
Brand identity is fundamental to consumer
recognition
and
symbolizes
the
brand’s
differentiation from competitors. Brand identity is
what the owner wants to communicate to its potential
consumers. However, over time, a product’s brand
identity may acquire (evolve), gaining new attributes
from consumer perspective but not necessarily from
the marketing communications an owner percolates
to targeted consumers. Therefore businesses research
consumer’s brand associations.

The brand name is quite often used interchangeably
with “brand”, although it is more correctly used to
specifically denote written or spoken linguistic
elements of any product. In this context a “brand
name” constitutes a type of trademark, if the brand
name exclusively identifies the brand owner as the
commercial source of products or services. A brand
owner may seek to protect proprietary rights in
relation to a brand name through trademark
registration and such trademarks are called
“Registered Trademarks”. Advertising spokespersons
have also become part of some brands, for
example: Mr.
Whipple of Charmin toilet
tissue
and Tony the Tiger of Kellogg’s Frosted Flakes.
Putting a value on a brand by brand valuation or
using marketing mix modeling techniques is distinct
to valuing a trade mark.

Visual Brand Identity
The visual brand identity manual for Mobil
Oil (developed by Chermayeff & Geisha), one of the
first visual identities to integrate logotype, icon,
alphabet, color palette, and station architecture.

The act of associating a product or service with a
brand has become part of pop culture. Most products
have some kind of brand identity, from common table
salt to designer jeans. A brand homer is a brand name
that has colloquially become a generic term for a
product or service, such as Band-Aid, Nylon,
or Kleenex-which are often used to describe any
brand of adhesive bandage; any type of hosiery; or
any brand of facial tissue respectively. Xerox, for
example, has become synonymous with the word
“copy”.

A brand can also be used to attract customers by a
company, if the brand of a company is well
established and has goodwill. The recognition and
perception of a brand is highly influenced by its
visual presentation. A brand’s visual identity is the
overall look of its communications. Effective visual
brand identity is achieved by the consistent use of
particular visual elements to create distinction, such
as specific fonts, colors, and graphic elements. At the
core of every brand identity is a brand mark, or logo.
In the United States, brand identity and logo design
naturally grew out of the Modernist movement in the
1950s and greatly drew on the principles of that
movement – simplicity (Miens van deer Roe’s
principle of “Less is more”) and geometric
abstraction. These principles can be observed in the
work of the pioneers of the practice of visual brand
identity design, such as Paul Rand, Chermayeff &
Geisha and Saul Bass. Color is a particularly
important element of visual brand identity and color
mapping provides an effective way of ensuring color
contributes to differentiation in a visually cluttered
marketplace (O’Connor, 2011).

Brand Identifier
Open Knowledge Foundation created in December
2013 the BSIN (Brand Standard Identification
Number). BSIN is universal and is used by the Open
Product Data Working Group of the Open
Knowledge Foundation to assign a brand to a
product. The OKFN Brand repository is critical for
the Open Data movement.

Brand Identity
The outward expression of a brand – including its
name, trademark, communications, and visual
appearance – is brand identity. Because the identity is
assembled by the brand owner, it reflects how the
owner wants the consumer to perceive the brand –
and by extension the branded company, organization,
product or service. This is in contrast to the brand
image, which is a customer’s mental picture of a

Brand Trust
Brand trust is the intrinsic ‘believability’ that any
entity evokes. In the commercial world, the
intangible aspect of Brand trust impacts the behavior
and performance of its business stakeholders in many
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intriguing ways. It creates the foundation of a strong
brand connect with all stakeholders, converting
simple awareness to strong commitment. This, in
turn, metamorphoses normal people who have an
indirect or direct stake in the organization into
devoted ambassadors, leading to concomitant
advantages like easier acceptability of brand
extensions, perception of premium, and acceptance of
temporary quality deficiencies. The Brand Trust
Report is a syndicated primary research that has
elaborated on this metric of brand trust. It is a result
of action, behavior, communication and attitude of an
entity, with the most Trust results emerging from its
action component. Action of the entity is most
important in creating trust in all those audiences who
directly engage with the brand, the primary
experience carrying primary audiences. However, the
tools of communications play a vital role in the
transferring the trust experience to audiences which
have never experienced the brand, the all important
secondary audience.

3.

Brand Parity
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Brand parity is the perception of the customers that
some brands are equivalent. This means that shoppers
will purchase within a group of accepted brands
rather than choosing one specific brand. When brand
parity is present, quality is often not a major concern
because consumers believe that only minor quality
differences exist.
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Expanding Brand
It was meant to make identifying and differentiating a
product easier, while also providing the benefit of
letting the name sell a second rate product. Over
time, brands came to embrace a performance or
benefit promise, for the product, certainly, but
eventually also for the company behind the brand.
Today, brand plays a much bigger role. Brands have
been co-opted as powerful symbols in larger debates
about economics, social issues, and politics. The
power of brands to communicate a complex message
quickly and with emotional impact and the ability of
brands to attract media attention, make them ideal
tools in the hands of activists. Cultural conflict over a
brand’s meaning has also been shown to influence
the diffusion of an innovation.
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