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What is a Brand
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To the Consumer, a
brand is a time saving
device.
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To the Company, a
brand iIs the most
stable corporate
asset.
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Brand power comes
from defining the
brand experience
and delivering on it.
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Economic Impact of Brands
: 1980 s Brand Goodwill of

FTSE 100 was 40 %, Today it
Is 70 pc.
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Social Impact of Brands :
Brands protect society by
holding jobs by providing
secure firm income and
reliable earnings.
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Brand
Evolution
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Changing Consumer
Changing Technology
Changing Competition
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Maintain
consistency,
vet evolve to
stay fresh.
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Logo is an
example
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IBM

1886

BN IBM

1947 1956 1972
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Ford

2003-Today
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Nokia

'”’ % NOKIA
NséxKOIYA NDKlA CONNECTING PEOPLI

1898 1965 Now
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Microsoft

MICB3er LY ENelall Microsoft:

1975 1976 1987
Microsoft: Microsoft
WHERE DO YOU WANT TO GO TODAY?" Your potential, Our passion."'
1994 2008-Today
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Kodak

1960
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PEPSI

2 [P%"S']

1940 1950 1962 1973

@ F’Eps’ pepSl

1991-92 1998 Today
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Design and Packaging
Evolution
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Televisions : Design Evolution
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Running Shoes : Design Evolution

NIKE WAFFLE TRAINER

Source :http://www.madetorun.com/running-equipment/the-evolution-of-running-shoes/
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Cars : Design Evolution
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Coke Bottles : Packaging Evolution
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Brand Evolution is
about meeting
current consumer
needs. the Fuce bizis great at it.
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The concept of
new news.

8 Quarter Inno Plan
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Innovation

¢ -
Evolution Revolution
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Stretch

- >
Evolution Revolution

Pantene 72, Nokia 1 :30, Pond’s
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What makes a

Brand valuable
?

Clinic Plus, Nokia UlI,
Coke
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Brand
Revolution
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Power of your
brand and how
fast you can
respond
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Toyota vs. Big 3 US Auto
firms
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Hybrid
Green
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NOKIA
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NOKIA
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pierre
cardin

#au de cologne

pierre cardin

PARIf
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* Pls have pictures of test cricket, one day cricket and T 20
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* Pls have pictures nescafe packs, nescafe vending machines and nespresso
machinbes
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* Pls have pictures of disney cartoon, mickey mouse, disney film,disney them park
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Revolution for the
future.
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Climate Crisis
Third World
Citizenship
Next frontiers
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Start with the
Consumer’s relation to
the category and the
brand across all touch

points.
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What is the
brand’s POV or
advocacy ?
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Brands that set the
agenda are more
revolutionary than
evolutionary.
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A ..... et ....... Deccan
....... Kingfisher
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Fiat...... Maruti.....Hyundai....Toy
ota
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Summary
Brand

eEconomic, Social impact
Evolution in logos design
*Revolution

*Thought leader brands
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