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Power of Branding 

There are few images as recognizable throughout the world as the 
Coca-Cola brand. Travel to the furthest reaches of the globe and you 
will probably encounter it on a clock or a sign, if not on the drink  
itself.  Businesses and marketing specialists today look to the  
Coca-Cola brand as a model of marketing power. Its image has  
transcended national borders and cultural barriers to reach almost 
everyone on Earth. This is a sure example of the Power of Branding. 
 
From its beginning in 1886, when the  
Coca-Cola President John Pemberton  
traveled the country to introduce  
pharmacists to the drink as a medicinal substance to relieve  
headaches, to today, where Coke is more than an icon, not just in the 
world of brand marketing, but of American history. How did that 
happen?   
 
Pemberton handed out clocks, calendars and other items laden with 
the logo as he toured the country, spreading the brand and selling his 
product. World War II helped increase Cokeõs world dominance when 
Coca-Cola promised that òevery man in uniform gets a bottle of  
Coca-Cola for 5 cents, wherever he is, and whatever it costs the  
company.ó Suddenly Coca-Cola could be found throughout Europe as 
American GIs carried it with them. By 1960, the number of countries 
with Coke bottling plants had doubled. Today, Coke remains a  
powerful brand with over a century of history behind it. As a result, 
items featuring previous incarnations of the Coke image have become 
classic pieces of Americana. It symbolizes the popularity of a soft 
drink as well as the dominance of American entrepreneurialism in the 
twentieth  century and  beyond. 
 
Your ôbrandõ is everything! Donõt think that just because youõre not 
Nike or Coke that you donõt have a brand. YOU ARE a ôbrandõ. Yes, 
the logo or symbol of Coke symbolizes a successful soft drink. But 
read the above paragraph again, and take note of what the Coke  
business did. They made promises they kept. The company delivered, 
not just door to door back in the late 1800s, but directly to the GIs no 
matter where they were in the War. 
 
Your brand is NOT your advertising. Your brand is NOT your logo. 
Your brand is NOT your company name. Your brand is NOT your 
product. Your brand may not be at all what you think it is. Your 
brand may not be what you intended for it to be. You do NOT own 
your brand. 
 
Your ôbrandõ is ôownedõ by your customers, the people you work with, 
and anyone else who has an impression of you. Your ôbrandõ is other 
peopleõs perception of what itõs like to do business with you, work 
with you, or be with you. 
 
 



ñClearly, brand marketers 

who are making a mark today 

ð and who will do so           

tomorrow ð are engaging 

with consumers in deeper, 

more meaningful ways.      

To the mantra of return on  

investment, they are adding a 

new ROI ð one that  Roberts 

aptly refers to as  

óReturn on Investmentô.ò 

 
Kevin Roberts, CEO Worldwide 

       Saatchi & Saatchi 

      Author of  

     ñThe Lovemarks Effect: Winning in         

 the Consumer Economyò 
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Power of Branding 

That perception is also made up of your tangible images....with      
consistency through your logo, your website, your stationery, as well 
as all communications with the public. Nothing is more important that 
your ôbrandõ, because it is what defines you, regardless of the work you 
do. It has equal importance whether you are one  employee of a 
worldwide company or a one-person business working out of your 
home. 
 

Nothing is more important than your brand, because  

itõs what defines you, regardless of the work you do. This bears repeat-
ing. It should be your top priority to build, protect, and represent your 
brand to the best of your ability in every interaction you have with 
others. The essence of building a strong brand is simply this: keeping 
your promises and  creating great experiences for others. 
 

You want customers to love you, not just know who you are. You 
literally have as many brands as you have customers and people who 
have an impression of you. If those impressions are bad, or if you 
donõt keep your promises, then your brand is weak. Consider all the 
brands that you may have created without even knowing it: 

¶ You transfer a customer four times to different departments and 
she never has her problem solved. Thatõs your brand. 

¶ You charge a customer extra for something they thought was in-
cluded in the original price. Thatõs your brand. 

¶ You replace a defective product but no one apologizes to the  
customer for his trouble. Thatõs your brand. 

¶ You put a telephone customer on hold for over a minute. Thatõs 
your brand. 

¶ Your website is confusing and hard to navigate. Thatõs your 
brand. 
¶    A repeat customer for many years comes into your store and  
noone greets her by name. Thatõs your brand. 
 

Most feelings about brands are based on comparison. You may think 
that your competitors are the other companies that do what you do, 
but customers donõt limit their comparisons like that. All customers 
may know is that someone else in a business completely different 
from yours did something great for them that you, in their opinion, 
were unwilling to do. You may not think itõs a fair comparison, but 
who cares? Itõs the customerõs call. Anything that another company 
does for your customer can have a strong  influence on how she rates 
your brand. 

¶ òThe other company returns my calls within a couple of hours. 
You usually take at least twenty-four hours.ó 

¶ òEveryone at the dry cleaners knows my name. I spend about 
thirty dollars a week with them. My company spends tens of thou-
sands of dollars every year with you and yet I feel like you  have no 
idea who I am.ó 
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Power of Branding 

¶ òMy stockbroker calls me to see how Iõm doing or if I have any 
questions about how my stocks are performing. You only call me 
when you want to sell me something.ó 
¶    òThe owner of the service station came out to the self-service gas 
pump the other day to tell me how much he appreciates my business. 
Youõve never made that kind of gesture of appreciation to me.ó 
 

Experiences like these are what make up an individualõs impression of 
you, which then becomes your brand. The lesson that the market 
teaches is that every single encounter that anyone has with you is what 
ultimately makes up your brand. 
 

It takes an on-going commitment to take your personal brand to the 
òCategory of Oneó level. It doesnõt happen by accident. Once brand 
takes hold, however, with proper attention it becomes the essence of 
who you are and what you do. It transcends policy, which enables you 
to transcend commodity. Brand becomes the way you do everything, 
almost without thinking. 
 

Brand is everything. One more time ð it should be your top priority to 
build, protect and represent your brand to the best of your ability with 
everyone you meet. And remember, itõs all about keeping promises 
and creating great experiences. 
 
 

How do you establish...or re-establish...  

an effective brand?   Branding ð creating a distinctive    

corporate and business culture  identity for your business ð is critical 
to your success as an entrepreneur. You can, and must, use the     
process of setting up and managing your business entities to establish 
your own distinctive brand. 
 
The worldõs greatest companies have mastered this art of branding. 
You donõt need even  to see the name of the company to recognize 
the Mercedes or MacDonaldõs logo, so effectively have these        
companies imprinted their identity into the minds of the consumer. 
 
But remember, branding is not just about a logo. Itõs also about mak-
ing sure that you have a consistent identity, one that is reflected in 
your website, your stationery, your company vision and culture ð all 
communications within the business and with the public. Individual 
entrepreneurs often use a haircut, accessories, even style of dress ð as 
the òMan in Blackó Johnny Cash did ð to imprint their identity into 
the minds of the public. Even a small business owner doing business 
on eBay will profit from having a consistent, memorable image as an 
established, reliable firm associated with expertise in its niche. 
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Power of Branding 

You can use the process of structuring your business to start building 
a strong brand. Whether you are establishing an LLC or a corporation 
or other entity, you will want to follow a number of steps to make sure 
that your structures will build a strong foundation for your brand.  
This is not just for startup companies, but if you are not happy with 
your brand and want to reach for something new and enhance your 
already established brand.  But, letõs look at the basics, and pick and 
choose exactly what you need to do. 
 

1)  Make a list of several possible names for your company that reflect  
your area of expertise and your USP ð òUnique Selling Propositionó. 
Number them 1 to 5 or even 10 in order of priority. If you already 
have a name you are happy with, think of a slogan or subtext that de-
scribes your business product or service. 
 

2)  Check with the U.S. Patent and Trademark Office (http://
www.uspto.gov/main/trademarks.htm) or the Intellectual Property 
Office in the country where you live if you live outside the United 
States, to make sure that you have not selected a name or slogan (one 
you might soon be using in a potential trademark) that is already 
taken. Running a search is an easy matter on the Internet. If you find 
that the name or mark is already taken by someone engaged in a line 
of business close to your own, make a note of it and move on to 
check the next name or subtext on your list. 
 

3)  Conduct a similar search on the website of your stateõs or prov-
inceõs authority for establishing corporations ð in most cases, the Sec-
retary of State. If you are considering setting up a corporation or LLC 
in more than one state, be sure to do the same both in the other state 
and in your home state or province. You can find the appropriate  
authorities in both states easily by doing a search on Google. 
 

Make sure that you check both the LLC and the Corporation data-
bases. There could be a corporation with a very similar name to the 
one you want to use for your LLC that your state authorities might 
not catch if the corporation and LLC divisions are separate. Too close 
a similarity with the name of an entity of a different type will cripple 
your efforts to establish a distinctive brand and could cost you in the 
long term. Years ago the Body Shop did not bother to do this    
checking outside of California, and ended up being forced to change 
their name when challenged by a more successful business started  
earlier with a similar name. 
 

4) Next, conduct a search on the fictitious names (or DBA òdoing 
business asó) registry of your county or other local jurisdiction. Once 
you make a decision on a name for your entity, if you are using      
anything other than your own name or a name that clearly indicates 
exactly what you are doing (something other than Mary Jones   
Plumbing, for example) or if you add something like òAssociatesó to 
your name, you will need to file a fictitious name statement with the 
County Clerk. There is usually a nominal fee associated with doing 
this, but donõt think of this as an annoyance. It is actually an effective 
way to establish your exclusive claim to the use of your DBA. 
 
 
 
 
 
 


