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GLOSSARY OF TERMS
IN CASE YOU WANT TO BE FAMILIAR WITH THE LINGO OF
BRAND DESIGN AND MARKETING COMMUNICATIONS,
HERE ARE A FEW COMMONLY USED TERMS.

Art Director
A creative type usually involved in the selection of talent, purchase of visual work, and supervision of the quality and
character of the visual work.

Brand

A name (proper noun), term, design, symbol, or any other feature that identifies an individual, a firm, a product or a
service as distinct from others. A successful brand offers differentiating values for buyer appreciation. A brand is a
product, service, or concept that is publicly distinguished from other products, services, or concepts so that it can be
easily communicated and usually marketed.

Brand Awareness
The strength, or relative weakness, of an brand's presence in the minds of prospective customers. When people hear a
brand's name, they should immediately recognize it.

Brand Equity
The marketing and financial value associated with a brand's strength in a market. It creates a positive brand image,
drives demand, and modifies client attitudes toward the brand.

Brand Extension
A company's use of one of its existing brand names as part of an improved or new product, usually in the same product
category as the existing brand. In other words: extending the use of a brand to other, typically similar products.

Brand Identity
All of the visual and audible elements that are used by an observer to recognize a brand (stationery, signage, logotype,
mark, service, and packaging).

Brand Language
The purposeful creation or adaptation of words or phrases that will become the core element of the brand and its
communication style.

Brand Loyalty
A strongly motivated and long standing decision to purchase a particular product or service.

Brand Mark

A non-typographic element of an artistic or representational nature, that is, the element of a brand that cannot be
spoken-often a symbol or design. Many professional service firms now feature graphic symbols as a substantive form of
their visual identity.

Brand Message
Combination of all the marketing efforts (Website, advertising, collateral, ...) of a company to differentiate it from the
competition and to build the impression of value to the customer.

Brand Name
That part of a brand that can be spoken, including letters, words and numbers.

Brand Personality
A way of defining your brand through the human characteristics associated with it, such as warmth, concern, caring,
etc.



Brand Position

A comparative concept as to how one brand is perceived relative to others that may be considered: A brand position
demonstrates a brand's advantage over its competitors. A product's position is where customers place the product or
service in their minds as it relates to perceived benefits. Once a position exists, it is very expensive and unwise to try to
change it.

Brand Positioning
The act of defining and creating a place in a market where the product or service will have the greatest chance of success.

Brand Preference
The degree of brand loyalty in which a customer prefers one brand over competitive offerings.

Brand Recognition
A customer's awareness that a brand exists and is an alternative to purchase.

Brand Strategy
The plan for the use of the brand as part of a strategic or marketing plan of a firm.

Brand Value
Brand value benefits a brand owner in various ways. The very name of a product can give customers the confidence in
their decision to buy it. It also builds the customer's loyalty to a firm and its products.

Brands at the top of the Brand Value Pyramid enjoy incredible customer loyalty, an ability to charge price premiums, and
an ability to sell new products and services through the brand's endorsement power."

Brand Value Proposition
An effective value proposition should lead to a brand-customer relationship and drive purchase decisions.

Branding
Branding is the process of creating and disseminating the brand name. Branding can be applied to the entire corporate
identity as well as to individual product and service names.

Successtul branding differentiates the singular brand from all others. It makes the buyer believe that there is no
comparable firm, product or service. Branding is important for buyer decision-making, as it provides a short cut to
identifying professional services with high value. The more distinctive the brand, the less likely a client will accept a
substitute.

Chivas Regal Effect
The theory that well-known institutions are able to charge more simply because they are more well known.

Communication
An exchange of information.

Copywriter
Writer of copy for advertising, print and interactive communications

Comps
A comprehensive mockup of a proposed design or layout

Corporate Design

A corporation's attempt to get in visual sync all of its printed and online materials - stationary, business cards, the
corporate outward-facing Internet site, and all kinds of collateral - in order to achieve a consistent inside and outside
appearance. The corporate design is an important element of a company's attempt to establish a Corporate Indentity.



Corporate Identity

Companies strive to align their outward and inward appearance and presentation according to their Corporate Design,
trying to establish their own name and logo as a brand, and thus a Corporate Identity (CI). This consistent appearance
and style creates a feeling of unity and identity to people within the organization and of quality and predictability to the
outside. The CI's goal is to communicate a carefully shaped image of the company aimed at the audience - the company's
customers and partners as well as at the employees. It can be used as one possible channel to express the corporate
culture, that is the way the members of an organization see themselves and their organization, interact and communicate
with each other, and have a common understanding of how to address and solve problems. So the CI can remind
employees of the corporate culture whenever they deal with materials that follow the CI (carrying the corporate brand)
and help foster a feeling of belonging.

Customization
Process of adapting and individualizing software for a customer and to some degree for users and their roles. Carried out
by system administrators or external consultants and not by the user (preliminary).

E-Content
Web-based text, media, tools

Emblem
A device, symbol, or figure adopted and used as an identifying mark.

Generic Brand
A brand that indicates only the product category and does not include the company name or other identifying terms.

Graphic Designer

Visual graphic artist and professional problem solver who works with the elements of typography, illustration,
photography, and printing to create commercial communications tools such as branding, brochures, advertising, signage,
posters, slide shows, book jackets, and other forms of printed or graphic communications.

Ingot
An extracted element from a symbol used as a brand reinforcement tool. Used to reinforce a point or add interest to a
communication piece.

Logotype (Logo)
A specific and unique group of letterforms or symbols that represents the firm brand.

Mark
See logotype (logo)

Marketing
Marketing is the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods,
and services to create exchanges that satisfy individual and organizational objectives.

Symbol
See logotype (logo)

Theme
Themes are a collection of graphic elements which define the look of navigation buttons, page banners, fonts, font colors,
styles, horizontal rules, bullets, and a few other features.

Trade Name
The full and legal name of an organization.

Trademark (TM)
Legal designation indicating that the owner has exclusive use of a brand. Work, symbol, design, slogan, or a combination
of works and designs that identifies and distinguishes the goods or services of one party from those of another.



