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B Above The Rolls Royce logo is
a combination of the “word mark”
Rolis Royce and the R.R. graphic
device. Such composite marks
can retain their coherence even
when the name is changed. Right
The logo is a clearly a rip-off of
the Coca-Cola composite logo
even though the name Coca-Cola
does not appear.

hat are trademarks and logos?

EVERY SUCCESSFUL PRODUCT OR ORGANIZATION
has its own “personality”, and just as human per-
S()n;llitic.s arc C()n]p]c,\ sO too arc Pr()d\‘ft Jl]d
organizational personalities. The trademarks and
logos of products and organizations arc a means
of condensing complex reality into a single
simple statement, one that can be controlled,
modified, developed and matured over time.

In fact, to talk about “trademarks and logos™
as two separate things is somewhat misleading.
Trademarks, the means by which merchants dis-
tinguish their products or services from thosc of
others, fall into two main categorics: word marks
— for example the words Rolls Rayce, Silver
Shadow, Corniche, ctc. — and device marks —the
“Flying Lady” device used on Rolls Royce motor

cars (properly known as the Spirit of Ecstasy),

the Rolls Royce grill, etc.

- WHAT ARE TRADEMARKS AND LOGOS?

Word marks are frequently referred to simply
as “trademarks” and device marks, especially
two-dimensional device marks, as “logos™. In
fact they are simply different types of trademark
used by merchants to distinguish their products.

Further complications arise because many of
the most famous trademarks in the world —
Coca-Cola, Ford and Kellogg's, for example —
are word marks shown in a distinctive graphic
form. The composite mark is therefore both a
word mark and a device mark. Coca-Cola would
take grave exception to the pirating or unauthor-
ized use of its name; it would also take grave
exception to the pirating or unauthorized use of
the distinctive Coca-Cola logo style with its red
and white colouring and flowing script, even if
the words Coca-Cola were replaced with other

words.
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B Above and right Logos are by
no means the sole prerogative of
commercial organizations. For
example, the aims of the United
Nations are clearly defined in their
distinctive logo, right.

Also, even though the earliest trademarks, as

their name implics, were used by traders and
merchants, the use of distinguishing names and
devices has been greatly extended, and nowadays
hospitals, government bodies, private clubs and
all kinds of organizations not involved in trading
usc trademarks of various kinds.

What has happened, of course, is that trade-
marks have become much more than mere dis-
tinguishing marks for products — they have
become endorsements, indications of quality,

value, reliability and origin. They have become a

- WHAT ARE TRADEMARKS AND LOGOS?

B Above A successful trademark

and logo can develop into a

valuable asset such as that

created for Smirmnoff vodka.

form of shorthand that enables consumers to
recognize products, services and organizations.
A fragrance carrying the Chanel name and logo
will be more highly valued than the one called
Jenkins or Patel or Schwarz.

From the beginning of the 19th century the
laws of France, the United States, Britain and
other advanced countries started to recognize
that trademarks were  valuable  pieces  of
property. It became possible to get official recog-
nition of the ownership of a trademark or logo
through registration and to sell or license the
valuable rights built up in a particular trademark
or logo. This has continued to the present, and
“brands” arc often sold for enormous sums. In
1987, for example, Grand Metropolitan of
Britain bought the Heublein company from RJR
Nabisco for well over $1 billion. Most of the
“value” in the transaction was undoubtedly
attached to the Smirnoff trademark and logo —
Smirnoff being one of Heublein’s leading brands.

So trademarks and logos arc more than just
mere words or devices. They:

B Jdentify a product or service or organization.

B Differentiate it from others.

® Communicate information as to origin, value,
quality.

B Add value — at least in most cases.

B Represent potentially valuable assets.

® Serve as important legal properties.




A BRIEF HISTORY

Merchants have long used trademarks and visual
devices to distinguish their products from those
of others. A potter would 1dentify his pots by
putting his thumbprint into the wet clay on the
bottom of the pot or by making his mark — a
fish, a star or a cross, tor example. We can safely
assume that device marks, or logos, pre-dated
word marks.

No doubt pride in manufacture playved a part
in this, but the good potter would also expect his
customers to look out for his mark and buy his
pots 1 preference to those of other potters. Of
course, it sutted the customer too. If vou had
bought pots that had scrved vou well, vou were
more likely to buy others from the same potter
than risk buying a product that might not be so
good. Conversely, 1f one potter’s product had
proved unsatisfactory vou would learn to look
out for his mark and avoid it! Naturally, manu-
facturers of inferior quality pots quickly learned
that onc way of shifting merchandise, at least in
the short term, was to put a mark on inferior
pots to fool customers into thinking the pots
were from a good, trusted potter.

Over the centuries trademarks and logos were
used mainly on a local scale. The exceptions were
the distinguishing marks used by kings, em-
perors and governments. The fleur-de-lis in
France, the Hapsburg cagle in Austria-Hungary
and the Imperial chrysanthemum in Japan indi-
cated ownership or control. In a similar fashion
the cockleshell, derived from the legend attached
to the shrine of St James at Santiago de Com-
postella in northwest Spain, a favourite medicval
centre of pilgrimage when the Holy Places of
Palestine were closed to pilgrims by the Mus-
lims, was widcly used in pre-Renaissance Europe

as a symbol of picty and faith.
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B Trademarks and logos
provided reassurance as to quality
and origin. Top and right
Markings on earthenware, fine
bone china and porcelain are
valuable to both the manufacturer
and the purchaser. Above
Hallmarks on gold and silver were
developed to safeguard the
consumer.
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In the 17th and 18th centuries, when the
volume manufacture of fine porcelain, furniture
and tapestries began in France and Belgium,
largely because of royal patronage, trademarks
and logos were used by factories to indicate
quality and origin. At the same time laws relat-
ing to the hallmarking of gold and silver objects
were enforced more rigidly to give the purchaser
confidence in the product.

However, the widescale use of trademarks and
logos really dates only from a little over 100
years ago. In the latter half of the 19th century
improvements in communications and manufac-
turing for the first time allowed the mass-
marketing of consumer products, and many of
today’s best known consumer brands date from
that period — Singer sewing-machines, Coca-
Cola soft drinks, Bass Beer, Quaker oats, Cook’s
tours, Sunlight soap, Shredded Wheat breakfast
cereal, Kodak film, American Express traveller’s
cheques, Heinz baked beans and Prudential
insurance are just a few examples.

But it is the last 30 years that have seen the real
explosion in the use of trademarks and logos.
The birth of the television age has had a lot to do
with this, as has the rapid growth of secondary
and service industries. Shipyards, coal-mines and
steel strip mills had little need for trademarks and
logos, but snack food manufacturers, credit card
companies, audio and hi-fi suppliers, computer
companies and fast-food chains regard their
trademarks and logos as being at the very heart

of their businesses.

THE IMPORTANCE OF TRADEMARKS
AND LOGOS
In developed cconomics consumers have an
astonishing range of choice: there are, for exam-

ple, dozens of different car manufacturers, hun-



dreds of car models and thousands of different
vehicle specifications to choose trom. Gone are
the days of "any colour vou want so long as it’s
black™. This diversity of choice puts great press-
urc on manufacturers to ofter high quahty, excel-
lent value and wide availability. Thercefore, even
though a few products are manufactured to such
high standards or offer such outstanding quality
or value that competitors find it difficult to com-
pete — Mars Bars and Kellogg's cornflakes,
perhaps are examples — few products are shielded

from dircct competition by patent protection,

proprictary know-how or a unique source of

supply.
Much of the skill of marketing and branding 1s

therefore concerned with building distinctive and
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The Magazine of California
1 the Wegr

services whose characteristics, pricing, distribu-
tion and availability are really quite close to each
other. Take colas as an example. While there are
undoubted differences between, for example,
Coca-Cola and Pepsi-Cola and between these
two products and the hundreds of other cola
brands on the market, in practice the differences
arc subtle, perhaps even shight. Nevertheless
these two brands are able to dominate the world-
wide cola market. The power of their bottling
and distribution arrangements no doubt plays a
part in this, but the main factor is the strength
and appeal of the two brands.

But just as brands are valuable assets and
potent weapons for their owners, they are also
valuable to the consumer. Brands allow the con-
sumer to shop with confidence and they provide

a route map through a bewildering variety of

- WHAT ARE TRADEMARKS AND LOGOS?

FESTIVAL OF
BRITAIN

differentiated brand personalities for products or

B Left and below left Poster
designs such as that for the 1951
Festival of Britain can afford to be
voguish. After all, they are
specifically intended for a single
event

choice. If we wish to purchase petrol we know
that the products of a Mobil station are rehiable.
We do not need to worry that they may be con-
taminated or overpriced — the Mobil name and
logo provide us with an endorsement. It is the
same with services; if we stay in a Hilton hotel
we do not much have to concern ourselves about
whether the restaurant is rchiable or the sheets
clean or whether it is possible to send a telex — the
Hilton name is our guarantee of consistent, reli-
able facilities and of quality service. The trade-
mark and logo allow us almost subconsciously to
make a ready decision when faced with choices.
Trademarks and logos, the means by which
organizations encapsulate and distinguish their
products or services, therefore serve both their
owners as well as the needs of consumers. It is
clear too that they provide a potent incentive to

their owners to maintain quality.
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THE NEEID FORSTABILITY

The following brands were all UK brand
leaders in their categories in 1933:

HOVIS brcad
STORK margarinc
KELLOGG’S cornflakes
CADBURY'’S chocolate
ROWNTREE pastilles
SCHWEPPES mixer drinks
BROOKE BOND tca
COLGATE toothpaste
JOHNSON’S floor polish
KODAK film
EVER READY battcrics
GILLETTE razors
HOOVER vacuum clcaners

(Source: Saatchi & Saatchi)

All arc still brand leadcers today.

The following brands werc all US brand leaders
in their categories in 1933:

SWIFT PREMIUM bacon
EASTMAN KODAK camcras
DEL MONTE canned fruit
WRIGLEY chewing gum
NABISCO biscuits

EVER READY batterics
GOLD MEDAL flour
GILLETTE razors
COCA-COLA soft drink
CAMPBELL’S soup
IVORY soap

LIPTON tca
GOODYEAR tyrcs

(Source: Advertising Age, 19 September 1983, as quoted by
Saatchi & Saatchi)

- WHAT ARE TRADEMARKS AND LOGOS?

Again, all these brands are still brand lecaders
today.

It is apparent that brands have the potential for
very long life, provided, of course, they are kept
in good repair — i.c., guarded against lapses of
quality, against counterfeiting, against product
obsolescence and so on. While it may have been
impossible to keep a brand of buggy whips con-
temporary and current through into the 20th
century no matter how successful the brand was
in the 19th, the best brands are potentiaily long-
lived and robust.

The designer of trademarks and logos needs to
keep this in mind. As we shall discuss later, it is
often tempting to adopt a design style that looks
terrific at the time but that can date very quickly.
It is also tempting to change or tinker with logos
after a few years — onc year the trademark is in a
box, the next in an oval, then it is green and later
an attractive shade of gold.

Although there is no doubt that logo styles
need up-dating from time to time ~ the pert sym-
bolized typist of the 1960s with her piled-up hair
and uplift bra can look very dated 20 years later —
the designer should resist the urge to tinker
unless it is really necessary. It is well recognized
in advertising circles that consumers frequently
start to notice a poster or a TV commercial only
when the advertiser and the ad agency are hear-
tily sick of the campaign. This is true of logos
too.

Consumers arc also very conservative. It takes
a long while to develop the “visual meaning” and
the association with a single product or company
that you are sccking to establish, cven using
muiti-million dollar promotional budgets. If you
wish to modify or update this visual meaning
you should do it gently and carefully - just as
Mercedes, Shell, Coca-Cola, Westinghouse

B Above Logos can date very
quickly uniess the designer is
careful. The pert typist of the
1960s tooks hopelessty out of date
in an age of word processors.
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Electric and other owners of leading trademarks

and logos have donce over the years.

THE NEED FOR DISTINCTIVENESS
Onec of the key functions of a trademark or logo
1s to identify a particular product, scrvice or com-
pany. It follows therefore that the trademark or
logo should be distinctive. Curiously, many
designers,  developers of new  products and
founders of new companies adopt trademarks
and logo styles that are exactly like cveryone
else’s. If all the existing powdered coffees on the
market use gold packaging, gold labels and gold
logo styles, so too will the new product.

Of course, the designer needs to be sensitive to
cultural norms: a jazzy, clectronic logo style
would look out of place in a funcral parlour.
Nonetheless, it is important to seck distinctive-
ness in trademarks and logos.

THE ROLE OF THE DESIGNER
The designer of trademarks and logos is not a
mere draughtsman. In fact, he has to fulfil a
number of different roles, especially those of:

® Strategist — he has to work out a design stra-

tegy for his client.

® Researcher — he has to cxplore and  pull

together a great deal of diverse information.

B Above A designer needs 10 be
aware of accepted styles. A
flowing, convoluted graphic style
s inappropriate for a construction
equipment company: a more
robust logo style is called for.

B Creator — he has to use his creative skills and

the data available to him to solve a design

problem.

The process of designing a trademark or logo

and the specific skills required are as follows:

The Process
of Design

Skills Required

Developing a design
bricf

Gathering information
about the client’s

requirements

Developing design

concepts or “‘modcls™

Conceptual

Analytical

Maodelling/creative

Presenting solutions

and justifying them

Implementing the
chosen solution

Technical/interpersonal

Technical

WHAT ARE TRADEMARKS AND LOGOS? -
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B Above and below The most
common type of logo is one
consisting of the company’s name
in a distinctive graphic style
without any accompanying symbol
or device.

THE DESIGNER OF A NEW TRADEMARK OR LOGO
has a wide varicty of types of logo style from
which to choose. These range from simple
graphic rcpresentations of the name, possibly
adapted from the signaturc of the founder of the
company, to totally abstract symbols that can be
used in conjunction with the corporate or pro-
duct namc or on their own. (The triangular
device of the National Westminster Bank and the
clectric flash in a circle of Opel are examples.)

Not all these logo styles work equally well in
all situations, however, and an understanding of
the various types of logos available and of their
applications can be of value to the designer in
narrowing down his options.

NAME-ONLY LOGOS
In the carly days of branded products it was com-
mon for the owner of a business to put his signa-
turc on his products — he literally applied his
mark or brand to his goods. As the business

ypes of trademarks and logos

grew, an actual signature was inevitably super-
seded by a printed signature, and it became com-
mon for manufacturers to place advertisements
stating “nonc genuine without this signature” or
“bewarc imitations — look for the signature”.
The signature was an indication of quality, value
and origin, and unscrupulous traders would seek
to copy it.

Over the years the original signature was fre-
quently developed into a distinctive logo style —
as for instance with Harrods, Kellogg’s and
Boots — or it became an integral part of a product
label - as for instance with a number of Scotch
whisky and other liquor brands.

In other instances, even if an actual signature
was the basis of an carly logo style, it has long
been discarded. Examples of “contrived” name-
only logos include Pirelli and Dunhill.

Name-only logo styles — logo styles that
derive their uniquencss exclusively from a name
used in a particular graphic style — give an un-

WESSAINTIAURENT
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equivocal and direct message to the consumer. In
an age when the cost of media and of reaching
the consumer is becoming ever greater and when
the plethora of messages competing for the con-
sumer’s attention is growing steadily, a simple,
direct message has a lot to commend it.

Name-only logos are, however, normally
appropriate only when the name is relatively
short and casy to use and when it is adaptable and
relatively abstract.

Merrill Lynch, Pierce, Fenner and Smith or
National Westminster Bank, for example, would
have difficulty using a namec-only logo — the
names arc quite long and, in a sense, unwiceldy,
and they would, therefore, be difficult to use in

many situations. Such names demand cither a

contracted form or a simple graphic device for

situations in which the use of the full name
would be inappropriate.
@ Many corporate names are the
surname of the company's
[ J founder and the resultant logo

style is often based on his or her
distinctive signature. In other
instances a contrived name will

® be given a unique graphic
representation
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