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“To be successful, we cannot be all things to all people. The best 
approach when creating your brand identity is to pick the audience  

you wish to target and AIM!”  
Heidi Richards Mooney 

Just what is Branding?  

Branding tells people who you are. Branding tells people what you do. A real “brand” 
communicates all aspects of your business so that when, for instance, a potential 
customer is looking to buy a pizza, they look for your brand first. Branding tells people 
how you do what you do. Domino’s Pizza made its mark by delivering pizza in “30 
minutes or less or it’s free.” Not only did they make a claim, they delivered on the claim. 
When the pizza arrived 31 minutes after it was ordered, you got it for FREE (Risk 
Reversal). Not a bad strategy to build brand awareness, capture national media exposure 
and build brand loyalty. And they didn’t make any other claims such as best tasting, or 
even best priced. Just 30 minutes or it’s FREE.  
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Branding is the Total Package  

Branding is who you are and what you do for your intended audience. Branding is 
conceptual. It’s the image you want to convey to customers and prospects to build loyalty 
and trust. A strong brand increases repeat business and word-of-mouth promotion. It is 
creating an emotional association that customers establish with the company’s product or 
service. It’s the intangible sum of a product’s (or company’s) name,  packaging 
(presence), and price. It’s the history,  reputation and perception of the company in 
people’s minds. Branding is much more than advertising; it’s the delivery as well. Think 
of Brand leaders such as Amazon.com, Coca Cola, McDonald’s, Kleenex, and Lexus. 
They make promises and they deliver.  And branding isn’t just for products. Oprah is a 
perfect example of a personal brand. Branding is important because it makes selling 
easier. Every small business in the world has a brand image. The quality of that image is 
up to you.  

 
Branding is not a logo, slogan, Public Relations (PR) campaign or mission statement. 
Branding is about trust. Consumers choose companies because they are credible and 
trustworthy. The brand is consistent. Think of your favorite restaurant, dry cleaner or 
florist. You shop them because they are consistently delivering the same quality, thereby 
they earn your trust. And when they lose your trust, you go elsewhere. People make 
buying choices based on emotion.

The History of Branding 

Hernando Cortez, a Spanish conquistador, was the first to introduce cattle to the New 
World. He also introduced the branding iron. The branding iron is an iron rod with the 
owner’s trademark at the end, used to mark or brand their cattle. The purpose of 
branding was to be able to identify which cattle belonged to whom. It was important even 
then to design brands that were difficult to alter, yet easily identifiable. 
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The Evolution of Branding  

Branding is a process of first creating and communicating brand concepts to consumers. 
The consumer then forms brand images to memory. The second process is to re-
examine the brand strategy to meet with increasing consumer sophistication. Dr. 
McNally of University of North Carolina at Greensboro describes the six stages of 
evolution in the branding process. The first four stages represent the traditional 
marketing approach to branding; the last two represent the postmodern approach. Not 
all companies will go through all six stages, however, all companies need to focus on 
the need to respond to changes among the customer. The stages emphasize the 
importance of listening to the desires of the consumer and delivering on those desires. 
While most brands will only go through the first three or four stages, the brands that go 
through all six stages “have a physique, personality, culture, relationship, reflection and 
consumer’s self image.”  

 
Stage I - Unbranded Goods  

You know these as generic brands and while they are not advertised as meeting specific 
needs, they are popular with consumers because of their nature. They are generally less 
expensive and consumers may have a perceived confidence in them because the 
company that carries them has earned consumer confidence. Producers make little effort 
to distinguish their goods from others. According to Dr. McNally, at this stage the 
goods are treated as commodities characterized by an excess of demand oversupply. 
Think of clothespins, toothpicks and extension cords. Can you name a “brand” for 
these?

Stage II - Brand Differentiation  

In this stage, the competition is the driving force in getting producers to make market 
distinctions. It is achieved by creating product attributes that make the goods stand out 
from the competition. An example of this is Federal Express. They started their company 
delivering on the promise to “Get it there the Next Day -Guaranteed.” And they did it at 
a time when no one else in the marketplace had ventured into Next Day Delivery, making 
them the first. Federal Express conveyed their compassion by articulating our own 
disappointment when packages didn’t  arrive on time. If consumers do not have a clear 
understanding of why they should shop at a specific store, they will go elsewhere.  
That’s differentiation. 
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Stage III - Symbolic Nature of Brands  

At this stage brands develop their own “personality.”  At stage two brands make quality 
claims that other brands can also make. At stage three the brands must differentiate 
themselves further in order to stand out from the competition. The company creates an 
emotional bond with the consumer. Take for instance McDonald’s. Similar franchises 
started making claims and delivering on the promise of fast food. McDonald’s added to 
their image with “Have it your way, ” and “You deserve a break today.” Creating the 
emotional bond to make them #1 in the fast food market. The personality of the brand 
and the consumer begin to merge; the value of the brand becomes self-expression. At 
this stage individuals begin to be classified on the basics of brands. The car one drives is 
an example of this. People who drive a Rolls Royce are among the more affluent, 
whereas Ford and Chevy owners represent the “middle” class.  

 
 

 

 

 

 

 

 

 

 

 

 
 

 

CREATING a BUZZZZZ 

©Heidi Richards Mooney – www.SpeakingWithSpirit.com  



 6 

Stage IV - Consumers Take Ownership  

At this stage consumers know a great deal about their brand. They begin to identify with 
the brand. Volvo might be an example  of this. Volvo became identified with safety, and 
many people based their purchase on that promise of safety. The “My wife drives a 
Volvo” commercial suggested that husbands wanted their spouses to be safe on the road; 
therefore the only choice would be a Volvo. The more associations a branded product has 
the greater the emotional ties to the product. Kodak and Hallmark are excellent examples 
of emotional ties. Kodak’s message “Share the moment” (and who doesn’t want a  
lasting memory?) and Hallmark’s “When you care enough to send the very best” remind 
people of the important relationships in their lives, and conveys that message in their 
branding (see bonus section on brand advertising). 

Stage V - Interacting with Brands  

The ATM Machine is perhaps the best example of this. At this stage the consumer makes 
the choice by determining when and where the transaction will occur. Ebay, the online  
auction site that took the internet by storm just a few short years ago is another example. 
People can place a bid or wait until the very last moment before the bid is closed to put in 
their final offer. 

Stage VI - The “Causes” Brands Adopt  

Consumers commit to companies that support the causes that company has adopted. The 
brand becomes aligned with a political, ethical or social cause. An example of this would 
include purchasing The Body Shop

®

 cosmetics, which enable the consumer to express 
their desire for a cleaner, safer, greener world. It reflects the sort of world consumers 
want and the sort of people they are. The Body Shop

®

 has spoken out on behalf of the 
environment, voting, abortion, the treatment of third world people and other social issues. 
At this stage consumers feel they “own the brand.” There are, of course, some risks at 
stage 6. Consumers might be put off, alienating them when they do not like the brand’s 
stance. The brand/company becomes a “spokesperson” for the cause. This stage is an 
active attempt to fight injustice, right wrongs and create a better world.
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Developing Brand Loyalty  

Create a great brand using all of your assets. Your advertising, publicity,  slogans, 
characters, spokespeople, customer service and your sales force are your brand assets. 
These assets create your identity, which creates the emotional bond with your target  
audience, compelling them to take action. Successful brands are built on core values. 
Those brands constantly reinforce and build on their core values. When you integrate 
your values with what you do, you find and attract your target audience. This is the 
consumer  most likely to stay loyal to your brand. Without them, your brand would not 
exist. To develop brand loyalty you must be clear about who you are, what you do, and 
genuine in your message. You must be consistent. The primary value of branding is that 
it gives total attention to the consumer. It doesn’t allow the company to be distracted by 
self-serving and irrelevant issues. Human emotion is the secret to building brand loyalty. 
McDonald’s, Ralph Lauren, AT&T, and Hallmark have built empires on the emotion 
their customers feel when purchasing their product. McDonald’s makes it easy, quick and 
they even include “fun” in the package (the kids’ meal and toy). AT&T sells warm and 
fuzzy feelings to parents when they get those long distance calls from their kids. And 
Ralph Lauren sells beauty, romance and prestige with their clothing message.  
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                                 CCrreeaattiinngg  tthhee  BBuuzzzzzzzzzzzz……   

Creating the buzz is when your brand is “hot, hot, hot.” It’s in the media, on the lips of  
consumers and it’s driving the competition crazy. It’s the one thing that inspires people to 
try your product, or at the very least, request more information. The buzz builds 
momentum for your brand, causing sales to soar. Sometimes it just happens over a period 
of time because of the consistent message delivered to the right market or can be 
deliberate. Whether your brand is new or been around a while; there are steps you can 
take to create the buzz.  

1. Take a look at your brand today. Visit with your customers, send surveys, 
“shop” your own store, check out the competition. Is your brand still relevant? Does your 
image match the profile of your current customer base? When asked about top of the 
mind companies in your market, is your company mentioned? Is there still passion for 
you brand internally? When your internal family (employees, vendors, shareholders) is 
excited about your brand, the consumer is. | 
 
2. Get your brand in front of the “right” people. People with a high influence over 
others will help create the buzz. Invite them into the process of building your brand. 
Communicate; ask for input to create the desired brand.  
 
3. Do your own thing. Don’t copy the  competition. Do something different. 
Something out of the ordinary. If you want to “beat” the  competition, you let the girl out 
of the car and race away. But who “got the girl?” The man who drove the Ford 
Thunderbird, of course. He got the girl and the car.  
 
4. Use the media. Send out press releases with compelling news items such as, new 
and improved product, technology or use, or celebrating milestones (5, 10, 20 year 
anniversaries), or when you receive awards from your peers or your industry.  
 
5. Create a Visual Brand. Think of the Energizer bunny, Apple (computer), the 
Golden Arches, the Bulldog with Sunglasses, or the bright red Target. Look at all the 
brands that surround you. The coffee you drink, the clothes you wear, the car you drive, 
and the stores where you shop. Their visual symbols are all part of the brand experience. 
What symbol reinforces your brand?  
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How to Build Your Brand Online  

More people are spending money on the Internet than ever before. Here are some ideas to 
help you create your online brand identity.  

1. Make a good first impression. Let visitors know immediately upon arrival to your 
site, what you do and who the site is for.  Look at your site. Does it portray the exact 
message your brand stands for?  
 
2. Tell visitors what you do. It just might be the most effective way to reinforce your 
brand. The benefits of doing business with your company should be immediately obvious 
to the visitor.  
 
3. Get real!  Your branding efforts will be much more effective when you show the 
human side of doing business with your company.  In fact, it’s okay to put your name, 
photo and a personal message on your site. I personally get annoyed by sites that requests 
and messages be sent to the Webmaster.  The Webmaster may be one of the most 
important people to your business, however to the general public, it’s like speaking to a 
recording.  
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4. Become a wordsmith.  One of the most important skills you can develop for 
greater online impact is the proper use of words, crafted to emit passion, emotion and 
most importantly a call to action. If you need help in this area, I recommend taking a 
copyrighting course at a junior college or community school. Visitors will stay longer and 
you will sell more if you write in a conversational tone.  
 
5. Cultivate your champions and fans. Champions are people who visit your 
website, buy your products and services, and subscribe to your newsletter.  And they tell 
everyone about you! Fans may not necessarily buy, but they too spread the word about 
your company in a positive way. Cultivate both!  
 
6. Get visual. The image your website portrays must support your brand image 
offline.  Do the colors support your message, do they help to convey the right emotion to 
your reader.  Do the colors elicit the emotion you intended? 

 
7. Be the destination of choice. Make your site multi-dimensional by creating 
reasons for people to stay and come back for more. If you sell products, include free 
things such as special reports, articles, electronic magazines, puzzles, tests, and personal 
stories from customers. Become the primary resource in your industry.  
 
8. Write and publish an online newsletter or e-zine.   Offer a free electronic 
magazine to build your database and build your brand. Each of my sites has at least one 
newsletter offering ideas on topics that would be of interest to the visitor.   
 
9. Get involved in online forums and social media sites. Regularly visit and post to 
them when you have something to say. Include a link to your site with your signature file 
at the end of every message.  Be careful that your sig file isn’t too commercial or you 
could be “flamed.”  For more information on e-mail etiquette (netiquette) check out the 
Special Report #5 Can We Talk? The World of Netiquette.  
 

Using E-Mail to Build Your Brand  

Want to get your branding point across with every time you send an email message?  
Follow these tips and watch your response rate grow!  

1. Practice Netiquette. Whenever possible, send your email message to a person, 
instead of dear sir or dear madam. Use his or her name in the greeting, especially when 
marketing your brand.  
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2. You only get one chance to make a good first impression.  Make the most of 
the opportunity by being specific in your message. Get to the point early on. Brevity is 
the key to success when using email. Get the person’s attention then you can spend a 
little time explaining the purpose of the email.  
 
3. Don’t try to impress people with fancy words and long drawn-out sentences 
and paragraphs. People will tune you out, or worse, delete your message, before they 
are finished reading it.  
 
4. Use your brand identity statement in a variety of different ways.  Find cleaver 
ways to reinforce your brand identity throughout your message, without sounding 
repetitious.  
 
5. What’s in it for them? Find ways to position your brand image as solutions 
oriented to your champions and fans. Find ways to alleviate the receiver’s pain and 
reinforce their satisfaction when they use your product or service. In other words, find 
solutions to those problems your niche is experiencing and articulate it in your message.  
 
6. Create a sense of urgency. Use Deadlines, incentives, limited quantities, 
something free when sending your branding message. Make sure the urgency is REAL 
and the offer is legitimate.  
 
7. Have a purpose when sending email messages. Know what you want to 
accomplish and what action you wish the recipient to take when sending your messages.  
 
8. Use the power of testimonials.  If you are promoting a product or service be sure 
to include comments from happy customers and clients. You could say something like: 
here is what some of our customers say about … Whenever someone says something 
positive about doing business with you, be sure to ask her or him if you may quote them? 
Then write it down and use it in your marketing message  
 
9. Soft sell is better than “hype.” Use a soft sell approach when you write your e-
mail message in a way that states the benefit of doing business with you as well as 
keeping your brand identity clear to the reader.  
 
For more ideas on e-mail etiquette, check out Can We Talk? The World of Netiquette 
also by Heidi Richards Mooney (http://speakingwithspirit.com/free-report-can-we-talk/)  
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What CCOOLLOORR is Your BRAND? 

Image is a vital factor in any business branding effort. Color can play a big part in 
building that image. Large companies are recognized by the colors they choose.  
McDonald's  Golden Arches, New York Life’s use of blue,  black, white and blue in the 
BMW brand logo, IBM blue, or Apple’s rainbow of colors.  It is important to understand 
the potential impact that carefully choosing the color to use as part of your brand strategy 
will help establish and firmly embed your company's image with the buying public.  
 
The Importance of Color 
 
Color creates a "memory hook" which affects how consumers remember your product or 
company overall. When they think of a certain color similar to the ones used by your 
company brand, it is likely they will more readily associate that color with your product. 
The presence of color stimulates one's senses and sends message signals to that part of 
the brain.  
 
Now that you know the role that color plays in your brand strategy, it is time to choose 
the color to use that best represents your company's image. Once you know how you'd 
like to be remembered in the marketplace and what you want your company's brand to 
symbolize, it will be easier to choose your brand's colors. Once you have chosen the 
colors that best represent your company, you will be able to incorporate them in all your 
of your business promotional materials.  
 
As with all other forms of branding, color plays a vital role in establishing and conveying 
your brand in the marketplace.  Like symbols, each color has its own universal meaning 
that you must take into account before using them in your business branding efforts.  
 
Here are basic colors and their meanings: 
 
BLUE 
 
The color blue, universally speaking, is a well-liked color. It exudes a feeling of 
trustworthiness, responsibility, and security. That is why blue is also commonly used in 
the business industry because it is not only pleasant to look at, but it exudes a sense of 
peace and well being. Blue is associated with the sea and sky.  The color BLUE conveys 
trust and stability. 
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RED 
 
Another popular color used in several brands, the color red stimulates your senses, grabs 
the viewers attention and creates the impression of being aggressive and energetic. This 
color is utilized by businesses who want to evoke emotion and quick response from 
potential customers. Fast food chains typically use the color red because it exhibits a hot, 
burning and intensified attitude. Red is seen as sexy and seductive. 
 
GREEN 
 
In terms of its universal meaning, green connotes health and serenity. The meaning can 
also differ according to the shades of green used. Lighter shades of green produce a 
calming effect while darker ones exude wealth and prestige.  
 
YYEELLLLOOWW 
 
This is a color closely associated with the sun. Therefore, it is a color that you would use  
if you want to establish a positive message of optimism and warmth. There are also 
varying shades for this color and their meanings range from creating motivation to 
producing positive energy. Bright yellows are used to visually entice people and are often 
used in displays to get people's attention.  
 
 
BLACK 
 
Black is a classic choice of color for a business brand. Black denotes a bold, powerful, 
and sophisticated persona. Black is the color often used in high-end, products and 
services. Black and gold used together often portray a message of being expensive.  
Black is associated with sophistication and elegance. 
 

 
 
The color white signifies simplicity and purity. White is used on signage because it gives 
the feeling of openness and light.  White also helps you achieve a professional and 
powerful image. This color is best associated with products relating to health and 
wellness. It is associated with cool, clean and fresh. 
 
Using the right colors and combinations of colors in your business branding strategy will 
give you an edge in your marketing efforts and you will be able to create a more 
impactful and lasting brand in the marketplace. 
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BONUS SECTION ~ Brand Advertising 
 
Companies can spend millions, even billions on it, and it doesn’t sell a specific product. 
It’s called brand advertising. The money spent on branding campaigns is in addition to 
what a company spends to establish its name in the marketplace. And repetition is the key 
to a successful corporate branding campaign. You have to be more visible than the 
competition if your message is going to “stick.” The message must be supported by 
performance. If you make a branding promise you are unable to deliver, no amount of 
repetition will work with consumers. It’s that trust thing. The resources of your company 
must all focus in the direction of the promise. Think about companies like Allstate’s, 
“You’re in Good Hands” and State Farm’s, “Like a Good Neighbor” branding 
campaigns. Both appeal to our emotions, they have (for the most part) delivered on their 
promises and we feel safe knowing they are there when we need them. Do your 
customers feel safe knowing you are there when they need you? Coca Cola spent a 
fortune branding “The Real Thing.” Then lost a fortune confusing consumers with a new 
coke. So which one was the real thing? They soon found out that consistency in the 
minds of consumers is more important than new and improved. To me, new and 
improved implies there is something wrong with the old. Often times, the original is 
better than the new - except maybe with computers.  
 
Brand advertising isn’t just for products.  Service companies around the world spend lots 
of money to establish their own brand identities. Brand advertising enhances the efforts 
of a company’s sales force. The company doesn’t have to explain what it does if the 
campaign successfully articulates that message. In my flower shop, my branding message 
is “When you have something to say, let our  flowers be your messenger.” It’s easy to  
understand, it directs the consumer to take action and we believe we deliver the promise.  

Value, defined by the marketer is also communicated through brand advertising. 
American Express has created a different perception for their platinum, gold and green 
cards. The platinum cardholder is very affluent (or perceived to be) and very successful 
compared to those who have a green card. While this does not hold true for everyone, for 
many a consumer status is everything. And they look for status symbols in their 
purchases. People choose the brands that relay their own self-concepts and lifestyles. 
What does your brand convey, and whom do you cater to? Does your identity have a gap 
in a specific market served? Could you fill that gap? Does your brand have a relationship 
with the market it serves? If not, then now is the time to take a look at your Brand 
Advertising and alter the message.
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