O

BRAND&CODES CHEATSHEET

Build a brand
that’s the business

Brand&: 4




What are Brand Codes /

These are most often visual (logos, patterns, colours...). Identifiable
visual elements and symbolic motifs, but they can be auditory or even
touch-based (think the cool aluminium touch of an Apple device,

for example). They are the sensory identifiers of a brand, that cue your

brand instantly. When used consistency they will build brand equity.

Why are they important /

Over time, brand codes build a mental short-cut in the consumer’s mind
between your marketing and your product, weighting the odds that your

brand is the one to seal the deal at the point of purchase.

‘Mental availability’ is the chief concept heralded by Ehrenberg-Bass
Institute. It refers to the likelihood of a brand being easily recognised
or thought of in buying situations. High mental availability is achieved
through ‘distinctive brand assets’ (brand codes) that are pummelled

into the memories of consumers via sustained, consistent marketing.

We call this ‘codification’ or codifying everything. This must remain
a top priority across every single touch-point - so that even a few
seconds’ airtime on Instagram or passing glance banks points for your

brand, to be cashed in later when consumers are ready to buy.
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In Summary:
« They play a critical role in building brand identity, awareness and trust

« Brand codes help consumers quickly identify a brand without needing

to read the name or see the logo

« They trigger mental availability. A brand that comes to mind easily in

buying situations
« Distinctive codes help a brand stand out in a sea of competition

- Shortens the journey to a sale, pulls the customer towards you.

Consistent use of brand codes reinforces memory structures

« Brand codes can evoke emotion and help you tell your story

Once you’ve identified them, the magic is in how you apply your codes,
not in finding a rare combination necessarily. Sephora manages to
own the black and white stripe. Meanwhile, Guinness drinkers see the

brand in anything with the right ratio of white to black.

Rigorously applying and reapplying your codes is what turns brand
elements into assets. A good acid test of codification is whether you can

still recognise the brand if you were to place your hand over the logo.
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Examples of a Brand Code /

+ Logo

+ Shapes

+ Colours

+ Founders

+ Fonts

+ Packaging

+ Characters

+ Pattern

+ Symbols

+ Animation

+ Photography Style
+ |lconography
+ Sounds

+ Tone of Voice
+ Locations

+ Celebrities

+ Product Cues
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Good Examples /
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