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Asktheexpert

The answer has a lot to do with the job that 
the logo needs to do, how and where the 
design is to be used, in which mediums; print, 
online, vehicles liveries, on shopfronts etc? 
No matter how small it starts out, the whole 
point of having a logo is to differentiate your 
product or service from the rest, making it 
more recognisable in the customer’s mind. 
Not just making it memorable but imbuing 
it with qualities that make it an easy choice 
instead of a competitor, even at a premium 
price. 

Once you have achieved that, you will have 
developed brand equity, therefore it is now a 
brand.

The trick is to build an identifiable brand 
with the logo as its cornerstone, so for 
consumers the logo becomes the symbol of 
the brand. The brand is much more than a 
typeface and an icon. 

A large part of why we buy is down to 
emotional reasons; why we choose to pay 
a premium for one product or service over 
another is usually down to the power and 
success of the brand. 

The best brands are well established in 
our minds, quietly oozing confidence and 
superiority or other qualities that needs to be 
designed into the logo.

However, it is the whole product experience 
that builds the brand up in our mind, not 
just how and where the brand badge appears. 
The colour palette, the supporting typefaces 
and the tone of voice used must reinforce 
our brand expectations. It is rarely a happy 
accident as there will be a strategy behind that 
brand development as part of the company 
business plan.

Brands can evolve but gradually, rather than 
by shocking and potentially risking alienating 
existing users. When Starbucks changed its 
logo to remove their name, they offended a 
large number of customers who had a long 
relationship with and felt ownership of the 
old logo. The shock did not last long but 
it shows the importance of just how a re-
branding is implemented.

Clients with a deeper understanding of 
marketing and brand value don’t just tick the 

box and rest on the laurels. They need the 
logo to evolve and retain its relevance and 
that takes management and keeping an eye on 
their competitive set. 

In marketing, it is said that by doing nothing 
you don’t just stand still you actually go 
backwards as your competitors adapt and 
change with the market.

Although brands are somewhat intangible but 
they do have real asset value and currently 
many of the world’s most famous brands are 
valued in the billions. 

But don’t assume that you need to be big to 
be a brand; every member company in the 
Chamber of Commerce should treat itself as 
a brand. 

Start by taking an objective look at your own 
company communications from the logo to 
sales literature and the company website. Then 
take a look at those of your competitors and 
ask some searching questions. 

Even a DIY audit is a very worthwhile 
exercise to go through at least on an annual 
basis. At this point, it may be time for some 
professional input but at least you will know if 
you are in need of evolution or revolution. 

Neale Gilhooley	
Managing Director 
Evolution Design 

What is the difference between a 
logo and a brand?
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