
. .

PART TWO 
Making Brands Work

Section 5 �
Developing the Branding Programme	 68
Starting up and managing the programme	 69
The stages of work	 73

Section 6 
Control, Cost and Timing		 96
Methods of control and costing	 97

PART THREE 
Belief in Branding

Section 7 
About Courage	 102
 
Section 8 
Risk	 104

Section 9 
Brand Valuation	 105

Afterword	 106

Appendix A 
The basic elements	 107
Appendix B 
Checklist for the visual audit	 107
Appendix C 
Audiences	 108
Appendix D 
How branding helps	 109

Acknowledgments	 110

Index	 111

CONTENTS

Preface	 6
Introduction 	 8
Definitions in branding	 21
Guidelines for branding	 21

PART ONE 
What Branding is About

Section 1
Brand Visibility	 24
The core idea	 28
The visual elements	 30
The four vectors of brand tangibility	 31

Section 2 
Brand Architecture	 44
Corporate, or monolithic – 
the single business identity	 46
Endorsed – the multiple business identity	 47
Branded – the brand-based identity	 50
Modulation and modification: 
creating a brand identity	 51

Section 3 �
Why and When to Introduce Branding	 54
Invented brands	 55
Reinvented brands	 55
Name changes	 56
The trigger for change	 57

Section 4 
The Brand as a Corporate Resource	 60
Leadership	 61
Brand management	 61

First published in the United Kingdom in 2008  
by Thames & Hudson Ltd, 181A High Holborn, 
London WC1V 7QX

www.thamesandhudson.com

© 2008 Saffron Brand Consultants Ltd

All Rights Reserved. No part of this publication 
may be reproduced or transmitted in any form or  
by any means, electronic or mechanical, including 
photocopy, recording or any other information 
storage and retrieval system, without prior 
permission in writing from the publisher.

British Library Cataloguing-in-Publication Data
A catalogue record for this book is available  
from the British Library

ISBN 978-0-500-51408-5

Printed and bound in China by Midas Printing 
International Ltd




