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FOREWORD

What do the words brand and bible have in
common? Branding is storytelling elevated to
narrative, often embellished with myth to enhance
a product’s identity. The branding story, conveyed
through signs, symbols, and other elements,
results in amanufactured legacy that appeals to
consumers. Bible is storytelling elevated to narra-
tive and mythically embellished to appeal to
adherents’ faith. Brand and bible are indeed linked
by intention, if not function.

The Bible is a collection of origin stories. Some
of'it can be taken literally, while other parts can
be considered symbolically. Brand Bible is also

a collection of origin stories. Here, they can be
taken literally, as they present part history, part
commentary. Yet branding is not pure truth or
even partial truth. The histories of most branded
products should never be accepted at face value.
To brand a product means to impose a personality,
character, and heritage that will ultimately influ-
ence the way the branded product, institution, or
object is perceived by the public. Devising, main-
taining, and perpetuating the myth is job number
one of branding experts.

So, what should the reader of the Brand Bible
expect—fact or fiction?
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FOREWORD

What do the words brand and bible have in
common? Branding is storytelling elevated to
narrative, often embellished with myth to enhance
aproduct’s identity. The branding story, conveyed
through signs, symbols, and other elements,
results in amanufactured legacy that appeals to
consumers. Bible is storytelling elevated to narra-
tive and mythically embellished to appeal to
adherents’ faith. Brand and bible are indeed linked
by intention, if not function.

The Bible is a collection of origin stories. Some

of it can be taken literally, while other parts can
be considered symbolically. Brand Bible is also

a collection of origin stories. Here, they can be
taken literally, as they present part history, part
commentary. Yet branding is not pure truth or
even partial truth. The histories of most branded
products should never be accepted at face value.
To brand a product means to impose a personality,
character, and heritage that will ultimately influ-
ence the way the branded product, institution, or
object is perceived by the public. Devising, main-
taining, and perpetuating the myth is job number
one of branding experts.

So, what should the reader of the Brand Bible
expect—fact or fiction?



The answer: This unique book gathers together
many facts and fancies that inform the brand-

ing practice. It presents a narrative of the history
of branding, of how branding emerged in its early
forms and evolved into something much more
pervasive. The goal is to provide a guide for profes-
sionals and an origin narrative for those engaged
in aspects of contemporary branding, which
include a broad range of projects: Branding books,
restaurants, and media, as well as hotels, cities,
and cultural institutions. Readers will receive a
holistic understanding of brand procedures, brand
languages, aesthetics, and ethics.

This book is abrand in its own right. It not only
documents branding practices, it reinforces the
“rightness” of branding. This “Bible” does not
simply recount information; taken as a whole, it
argues for the profession, its enormous influ-
ence, and its standards. It supports branding’s
validity and viability—and its myths. This book
is “the word.”

So, is branding religion, as the word bible
implies? Not in the strict sense. But in branding,
there is a deity—the product being branded—and
a host of disciples—the secondary brands that
both feed off and help nourish the main brand.
And it certainly has devotees—those drawn to
worship a particular deity.

Branding is not an organized religion, but brand-
ers must be devout. Read the interviews here with
those involved with contemporary brands ranging
from MTV to Lean Cuisine, and there is religios-
ity in their voices and fervency in their mission.

In branding there is a deity—the product
being branded—and a host of disciples.

They are committed to spreading the word (which
they’'ve helped to develop) and then to recruiting
converts. The best brand campaigns not only
sustain but also attempt to grow their congrega-
tions—I mean their consumer base.

Brand and bible. This book will help the reader
understand what it takes to build, design, “acti-
vate,” and sustain brands. But if read carefully, it
might actually cement the idea that during these
hard times, when soaring debt is rampant and
economic growth is stagnant, anything that moti-
vates the economy is good, and that branding is
indeed a calling—or at least a tool—in that mission.

—Steven Heller



For at least 4,000 years, man
has marked cattle with red-hot
branding irons to prove his
ownership. Literally millions of
designs have been originated—
some romantic, some dignified,
some even comical—to distin-
guish herds. There is a true
story behind every brand,
frequently a tragedy, a comedy,
a tender romance, more often

a proclamation of hope.

— Irons in the Fire: Cattle Brand Lore,
Oren Arnold



Hotiron branding
device for cattle



INTRODUCTION

My entire life has been punctuated
by brands. I became aware of their trans-
formative power, albeit subconsciously, when I
was little girl and first discovered packages of
Goody barrettes hanging on the dazzling display
racks in my father’s pharmacy. I'd ogle these
colorful accessories and imagine that the act of
donning them would remake me into a prettier
girl, though I had no real reason to believe this.
Nevertheless, I was bewitched by the abundant
array of hair accoutrements until my teens, at
which point my yearning transferred to what

I considered “cool” brands: Levi’s jeans, Puma
sneakers, and Lacoste polo shirts. From there, I
turned to decidedly more adult brands, includ-
ing the Ford Escort, Tiffany ring, and Cuisinart
mixer. Nearly thirty years later, I look back on
my all-consuming need for branded goods with
both nostalgia and pity. I bestowed such power
on these inanimate totems. I believed that by
the sheer virtue of acquiring these objects, they
would magically convert me into a dramatically
different person—the person I longed to be.

Contrary to the way we think of brands now,

the brand has not always signified the impri-
matur of amanufactured product. The word
brand is derived from the Old Norse word brandr,
which means “to burn by fire.” Ancient Egyp-
tians marked their livestock with hot irons, and
the process was widespread in Europe during
the Middle Ages, not to mention in the Ameri-
can West centuries later. Such branding helped
ranchers, both ancient and contemporary, to

10

separate cattle after they grazed in communal
ranges; in addition, herders with high-quality
livestock were able to distinguish themselves
from those ranchers with inferior animals. The
dynamics of brand reputation helped build better
businesses even back then, and the role of the
brand—as a barometer of value—has continued
ever since.

In 1876, after the United Kingdom passed the
Trade Marks Registration Act during the previ-
ous year, Bass Ale became the first trademarked
brand in the world. Its quintessential red trian-
gle, submitted to the government for trade-

mark protection, became the icon for anew era
of branding, one in which companies had legal
protections for their brand identities. In addition
to clinching “Trade Mark Number One,” Bass’s
trailblazing history includes its appearances in
Edouard Manet’s 1882 masterpiece, A Bar at the
Folies-Bergere, and Pablo Picasso’s 1912 painting,
Bouteille de Bass et guitare, ostensibly providing
the brand with the cultural distinction of “first
product placement.”

A century later, we are living in a world with over
one hundred brands of bottled water. The United
States is home to over forty-five thousand shop-
ping malls, and there are over nineteen million
permutations of beverage selections you can order
atyour local Starbucks. Is this a good thing or a
bad thing? The observations Naomi Klein made
over adecade ago in her seminal critique, No Logo,
still resonate today.
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