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Learning Outcomes
AsS we discussed In the last

SessIion your assig
at LCC are markec

NMeNTS

against the

five UAL assessment criteria.
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The Learning Outcomes are;

—NQuiry
<nowledge
PrOCESS
Communication

=ealisation

GB



loday we are
going to explore
Knowledge.
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Knowledge means, tacts,
iNnformation, and skills acquired
through experience or education:;
the theoretical or practica
Jnderstanding of a subject.

GBGi
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Learning Outcomes Knowledge

Articulate a project’s issues, content and contexts
iIncluding relevant social, cultural, political and
environmental factors, reflecting your critical awareness
of contemporary practiCe. industry Practice Unit.

Demonstrate competence and confidence in applying
expert subject knowledge to a final project outcome and
portfolio of work, applying knowledge of the appropriate
professional context for the work. major Project studio nit.

GB
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In your work you need to...

Clearly demonstrate your grasp of the project’s
Issues, content and contexts within the completead
design project and final presentation. mdustry Practice unit

GB
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In both your designed outcomes and your process
document, demonstrate an in-depth understanding

of the context of your projects, and the application

of a design and branding approach to communicate
appropriate messages to your audienCe. major Project Studio Unit.

GB
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L et’'s dIscuss
for a moment...
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[oday we are
going to learn,
what Is a prand’?
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A brand is an intangible marketing or business
concept that helps people identify a company,
product, or individual. This Is especially true when
companies need to set themselves apart from

others who provide similar products on the market.

Brands are considered to be among a company's
Most Important and valuable assets.

GB
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Many companies are often referred to by their brand,
which means they are often inseparable, becoming one
and the same. Coca-Cola is a great example, where the
popular soft drink became synonymous with the company
tself. This means it carries a tremendous monetary value.

Let's spend 5 minutes thinking of other examples such as
Dyson, Apple, Amazon.

GB
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Creating a Brand

When a company settles on a brand to be its public
image, it must first determine its brand identity, or how
t wants to be viewed. For instance, a company logo
often incorporates a company’'s message, slogan or
oroduct. The goal Is to make the brand memorable
and appealing to the consumer.

GBS
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People often confuse brands with things like logos,
slogans, or other recognizable marks, which are
marketing tools that help promote goods and services
but a brand Is more than that. It is the combination

of a logo, typeface, imagery & messaging used to
communicate a point of view and tell a story. Alongside
ts brand values communicated through a tone of
voice. All of these elements work together to create

a unigue look and feel to appeal to a customer.

GBGi
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Brand equity

The willingess of a person to choose one brand
over another or to pay for a premium for one brand
over another — the value of that willingmes is call
orand equity.

Le't learn a little more by watching the following;
https://www.investopedia.com/terms/b/brandequity.asp

GB
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Creating a Brand

A designer or design company create the visual
aspects of a brand, such as a logo or a sympol.

A successtul brand accurately portrays the message
or feeling the company wants to get across.

This results In brand awareness, or the recognition
of the brand’s existence and what it offers.
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Creating a Brand

Once a brand has created positive sentiment among
ts target audience, the firm is said to have built

brand equity. Some firms with brand equity and very
recognizable product brands include Microsoft,
Coca-Cola, Ferrari, Apple & Meta (formerly Facebook).

GBGi
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examples of the
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COCA-COLA. eca-(ela

1886 1890 1900 1905s 1940 1950

Gt Coke C,.é%
(oke

1969 1985 1987 1993 2003 2007

Coca cola. Brand evolution can be slow and subtle.



1900 1904 1909 1930 1948

\'Z it Shell

1955 1961 1971 1992

Shell. Or sometimes we see big developements.



1976 1977 1998 2001 2007 2017

Apple
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Gap - sometimes rebranding doesn’t work so well!
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History of Brands

Brands have long been used to set products apart
over the course of history. The idea of branding may
go as far back as 2000 B.C., where merchants used
t to sell their wares In different markets. At that time,
't was commonly used as a technigue to denote
ownership of a product or a piece of property.

GBS
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History of Brands

Sranding has been used throughout the ages.

n the 13th century, ltalians began putting watermarks
on their paper as a form of branding. The term brano
also refers to the unigue marks burned into the hides
of cattle to distinguish the animals of one owner from
those of another.

GBS
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History of Brands

But one of the most popular uses was in rural
America. You've probably heard of the term
oranding, which was used by cattle ranchers,
Who used to brand therr livestock as a form of
identification. Brands started taking off after
companies started packaging their goods In
the 19th century to distinguish themselves from
other companies.

GBS
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Why Companies are debranding’? Bloomberg Quicktake

Brands follow trends just like other cultural events.
There is currently a shift towards the simplification

of brands, this is partly connected to their use on apps.

L et’s learn more about this:
httos.// www.youtube.com/watch?v=e1bjkPerpPs

GB
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The reason why companies simplity their logos
Here's a little more information for us to digest
and discuss.

https://www.youtube.com/watch?v=282u-wT1YM3s

GB
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Branded house v House of Brands

A Branded House maintains the focus on a single,
well-known and consistent brand, a House of Brands
IS home to numerous brands, each independent

of one another, and each with its own audience,
marketing, look and feel. P&G and Unilever are

great examples of a House of Brands. Transport

for London is an example of a Branded house.

GBS



4 4 4

[ —
*AVN

.
.

$000006  HOxav+

Branded House House of Brands Hybrid
GOOSIQ M m
| 1 [ lr 1 f T
Google books TR s Porves Ceritds W gy il

Google groups
GO()SI.E’ videos
Google maps
GO()SIC translate



44 Attainment workshops Knowledge

VWhat elements do you
need to create to bullo
a brand toolkit?

GB
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A Brand Toolkit Is your communication playbook.

t Includes principles and guidelines to ensure your
orand Is showing up holistically across channels.
However, a Brand Toolkit is not meant to offer only
one way of doing things.

GB
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Your brand tool kit can consist of the following;

Typography & font guidelines
Brand colour palette

Logo guidelines

Strapline

Imagery

Tone of voice

Guidelines

Brand story

GB
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Type Tasting

Sarah Hyndman is a graphic designer who creates
Innovative multisensory typography masterclasses
explore the intersection pbetween science and design.
Her work is really thought provoking - follow her on
Linkedin or Twitter.

Considering how we use type to communicate the
essence of a brand, let's do this exercise together
https://www.typetasting.com/type-tasting-lab
Complete the what type of music exercise

GBGi
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Considering how we use type to communicate the
essence of a brand, let's do this exercise together.

hittps://www.typetasting.com/type-tasting-lab

Complete the ‘What type of music?’ exercise.

GBGi
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Consuming Typography:

The Experience from Brain to Senses

Sarah Hyman created this lecture for the Adobe Max
2022 series. Let's watch this to learn more about how
choosing the right typeface can affect yout brand.

https://www.adobe.com/max/2022/sessions/

na-consuming-typograpny-the-experi-
ence-from-pbrain-s312.nhtml

GB
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Choose one of the following brands
1. Coca cola / Guiness

2. Disney / Lego

3. John Lewis

4. Cadburys / Subway
5. Walitrose

0. Nike / Addidas
/. lkea

8. Paul Smith / Toms / Uniglo
9. V&A

10. Dyson

GBS
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Spend some time reviewing your chosen brand
and It's visual presence online.

Working in pairs using the following template
to analyse and document the key points that
communicate your brand.

You have 30 minutes.

When we return you will be asked to share
what you have found with the rest of the group.

GBS
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BRAND PERSONALITY

BRAND IDENTITY

LANGUAGE

TONE OF VOICE

CHARACTERISTICS

GB




Presented by the :
Department of Nike Archives

Marcus Rashford, forward for England’s National Team
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BRAND PERSONALITY NIKE

BRAND IDENTITY
Efficient, Winning

LANGUAGE
Champion / Coach

TONE OF VOICE
Motivational

CHARACTERISTICS
Brave / Determined / Achieving

GB
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\ake

Now its your turn.
Enjoy the exploration, investigation & research.

GBS
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share

what you have found...

GB
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Please enr
completec

all your
template 1o

s.mansell@|cc.arts.ac.uk
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| earmnt

Let’s think about what knowledge we have gained today.
What do you plan on investigating further?

GB



64 Attainment workshops Knowledge

What have you learnt that you could apply
to future design assignments?

GBS



