What is branding?




In Marketing a ,,brand® is the unique identity or personality of your company. It
gives shape to your message

A brand is a set of ideas and images that reflect your company, product or
experience.

A brand is usually represented by a logo and a recognizable and consistent
graphic design and photography
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Why is branding important?

e To make it easy for people to recognize you

e 10 build trust

® To create emotional attachments (this brand knows what | need)

® To bring up images, ideas and feelings beyond the product or service you sell
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Kev inaredients of effective brandina

Your unique brand values: what makes your company unique. Think of what you want your clients to

associate your brand with

Your message: your values in a clear message to your potential customers

Your visual identity: your message in logo, colours, images, fonts, etc. Develop a clear and distinct

visual branding guidelines and don‘t change it

Live up to your brand identity: be what you say you are



1. Brand values

What makes your company unique:
your product, your personality & story, your purpose

Memorable
Unique
Actionable
Clear
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Nike brand value is to bring inspiration and innovation to every athlete in the world. However, the Nike brand values
further identify that anyone who has a body is an athlete in their eyes. In other words, Nike is about encouraging
success, motivating athletes, and reminding everyone (no matter their fitness level) that they can achieve their goals.
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2. Message

Slogan

Simple and catchy phrase that goes together with a logo.

A slogan tells what makes a product special or the brand values of a company.

A slogan helps people remember a product.
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2. Message

Brand story

It is important to have a story that people can understand and connect with

While it had been many years since Baima Dorji had last set foot in his native land, fond memories came pouring back.
He remembered the excitement of climbing local mountains as a young boy, the intimate solitude of his town’s temples,
and the people who helped define him as a person.

Finally, Baima was home. The rush of emotions made him wonder: How could he give back?
What more could he do? Soon it all became clear. He thought about the region’s rich culture and how he could create a
way for travelers to come and experience a new way of life; a place that was more than the usual hotel and gift shops, a
place where guests could immerse themselves in living history.

So Baima turned his family’s small guesthouse into the first Songtsam lodge.
Inspired by the rich Tibetan culture, he worked with local artisans and members of the community to help produce and run

Songtsam Green Valley. Many years later, Baima’s vision continues to grow, and so does the Songtsam experience.
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2. Message

Your core communication using the marketing mix

Be consistent in your message - same message every time




3. Your visual identity

Ask your designer to make branding guidelines for you which should at least include:

e Logo design, colours and use

e Company colours

e Company letter font and sizes I
e Do’s and don’ts

® Style and theme of photography and how to use it



Our logo is a very valuable asset. “
We must treat it nicely. Never abuse

our logo, it doesn't have arms so it

can't fight back (our lawyers however,

are another story).
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Logo dos and donTs.

You wouldnt wear one blue sock and one orange
sock. Take a moment to think about how you apply
the Skype logo.

We'ce not a rules and regulations kind of
company, nonetheless here are some examples of
what we think s cool and what should ke punishable
by red-hot Skype poker to the buttocks.

Always leave the logo some space to breathe.
Use white or nevtral backgrounds.,

Bz @

Don’t sit the logo on yucky colours,

skype i3




You can
only reproduce
the Skype
logo in this

colour.

Pantone Process Cyan C
CMYK 100/0/0/0

RGB 0/175/240

HEX OOAFFO

Pantone 376 C
CMYK 55/5/100/0
RGB 135/200/10
HEX 87C80A



Our typeface. Print.
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OPULENTIA ORGANICS BRAND GUIDELINES

LOGO COLOURS

This is the Opulentia Organics logo. It should be used infull on al coporate lteralure to mantain branc
congstercy. ~ he dashed grey Ines represent the mnimum space tha: shculd dealy be left clear around
he Hgoat al tmes

Tarquoise Dark Gray
Pantone 3265C Partone 447C
", C:70M:0Y:35K:0 C::0M0Y35K0
& e R:10+ G:204 3.204 R:48 G 56 B:60
.. o HTML #68CCCC HTML #30383C
o .8
':'-:..-..':"‘ 8 anr®
=8 . Advice for printed items
Opulenna 0“8‘3‘““ Opu lentia Orga RICE The above Pamone colour specifications should be used whereve: possible. If Pantone colours are not
unusually el d £t u.",‘ unus uc.”y 40(;11 .~‘iu/]' available the CMYE valies shoud be uged, athaugh it wil not be possble 1o ackhieve an exact match
Advice fo- web items
The RGB and HTML values should be wsed ‘or web >ased teme.
Colour On White Colour On Groy
TYPEFACES
Primary Tyseface « MrsEaves Bald
‘.v...'-‘. 2
MrsE Bold
W rsr.aves Do
-t ot
. .

o . CREL 1234567890 !@L$%A&*()-=+
Opulentla Orgarucs OP“]entla Organxcs nbcdefghijklmnopqramwxyz

unusually good Stuff _ unusually zood Stuff ABRCDEFGHIJKI MNOPQRSTUVWXYZ

Secondary Typeface - MrsEaves [tahc

3lack only Colour On Turquolse
| MrsEaves Italic
Advice for use
* The Iogo should orly be regroduced from the source files supaiec 1234567890 !@LS U &H () =+
® It shoud not be stretchaed, squashed or atered inany way a'chc/ghi‘klnmopqrsluwv.:)c

* Where possible it should be used in colour on 3 white or grey background
* If necessary it can ako be used en a turquoise backgreund or in biack/whae only

Opulertia Organics visual identity designed and deveoped by Edgeways
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The logo quiz

NS HIN T ARG




3. Your visual identity

® See if you can be consistent with the style of photography you use

® At least always use good quality photographs to show the quality of your services

® One good quality large image is often better than many small images
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ncriha

Our Slogan=#FRad= &
Another Kind of Luxurygm*g;&‘iﬂ]ﬂ'ﬂ]@a'aﬂ
Our Values =#3=R5gc

At Norlha, we believe in the exceptional qualities of a rare fiber, in the skill of our dedicated artisans, and
the creation of superior products. We honor each of these guiding principles equally and without
compromise.
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Our Message =&3zzags)
In a world where fast fashion dominates, we offer a product that will last a lifetime, to the shared with

generations to come
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Our Logo=#Faida &ap|
The Meaning of "Norlha"§=x¢3a=33]
In Tibetan, the word Norlha translates to the "Wealth of the Gods." Tibetan nomads appropriately call their

yak "Ngr" as th\ey are the source of all their wealth and provide jor all thgir Qeed§\ year | rouc\nd.
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SHANGRI-LA

HOTELS and RESORTS

Our Vision =ERREX TR
To be the first choice for guests, colleagues, shareholders and business partners.

ER XN R A XN A RGN s AR DR RN I Y A g A g R B

Our Mission f:'ga'ngsa'qqﬁ'?{qw:q'z@q&'@m] r\.vh
To delight our guests every time by creating engaging experiences straight from our heart. S rn, o
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HUMILTY COURTES
/ \ / \
Our Message =#i~za2 ( ) SINCEITY [ -
g€ ~Eamzags Our

\ /
"To treat a stranger as one of our own”
RESPECT HELPFULNESS

Buum..: Ervacoment [/
LRttt el
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HumiIity GG
Courtesy uwx=ax
Respect guaay
Helpfulness o=y
Sincerity SRR

The Shangri-La’S’
Our 'S' logo, which resembles uniquely Asian architectural forms, suggests majestic mountains reflected in the waters of a tranquil lake.

World-class service amidst tranquil surroundings, coupled with inspirational architecture and design.
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4. Live up to your brand identity

Be honest and create the right expectations!




