Published by sa.lltu
mati

For more information visit saltbranding.com

TRENDS IN BRANDING

A review of 10 trends that will affect
brands and business in 2009

www.trendsinbranding.com
© 2009 SALT Branding, LLC. All rights reserved. SALT and “The essential ingredient for Branding Leaders” are registered trademarks
of SALT Branding, LLC. All other trademarks are the property of their respective owners.









Published by sa.lltu

A I’eVieW Of 10 i'rendS that WI” affeCt bl’andS and bUSineSS in 2009 For more information visit saltbranding.com

BEFRIENDING
A BRAND

Achieving brand presence on social networking sites like YouTube, Facebook, Twitter
and Bebo has become a heightened priority for most consumer brands. But do brands
really belong there? These sites were designed for people, not products — to foster
sharing, communications, relationships — and are highly personal to their users.
Whether people actually want to “befriend” a brand remains to be seen. At first pass,
it seems people are less likely to interact with brands on social networking sites than
other online venues, despite some valiant efforts by brands like Intel, Pepsi, Target,
and Tide. Over time however, these hesitations may fade, as brand presence be-
comes more commonplace, more rewarding, and more accepted. Those individuals
that do opt-in as brand buddies clearly expect something in exchange for their
friendship: financial discounts, inside information, sneak previews, competitions or
incentives. In short, they want more out of the relationship than just being “friends.”
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NAMING
BY NUMBERS

Creating a compelling, unique and defendable name is one of the most difficult
tasks in branding. The reality is we are simply running out of available, real words
and the legal ability to use them. So businesses are being forced to get creative.

An emerging trend to help overcome this challenge is the increasing popularity of
numbers to create numerical and alphanumerical brand hames. An idea that started
back with corporate brands like 7-Eleven, 3M or even product lines like 501 or 747.
In addition to increased potential for trademark and URL availability, numerical and
alphanumerical naming done well, can help a brand quickly achieve meaning, distinct-
iveness and memorability. Numbers with inherent meaning can actually be extremely
effective at communicating a rich story relevant to its audience (just think of the
clothing line Forever 21).

Numbers can work on many levels. Some enjoy global recognition like Xbox 360,
which clearly defines the comprehensive reach of its gaming system. Others work
more locally like 303 Magazine, hamed for the Denver Colorado area code and 7x7
magazine, which provides editorial on the happenings within the 7 square miles that
make up San Francisco. Numbers can also be used to represent concepts or ideas
within specific cultures and nations. The gas brand 76 was named for the year America
gained its independence, imparting the brand with a sense of nationalism. In Chinese
culture, the number 8, symbolizing prosperity, is often linked to companies’ brands,
phone numbers and Web sites, while 4 and 7 are considered unlucky and thus strongly
avoided. Numbers can also hold significance within a particular industry. The name
of accounting firm 415 Group is a clear reminder of the April 15th tax day — equally
significant for accountants and taxpayers alike. In telecommunications, five 9s
(99.999%) depicts service reliability and is used extensively. In the gambling industry,
lucky humbers or gaming references like online casino 32Red are highly valued.

In the race to find new names in 2009, numbers may just be the answer — especially
when reinforced with unique design and communications to help secure trademarks
and build a meaningful brand story.
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THE BEST DEFENSE
IS A STRONG OFFENSE

In a world filled with commodities, companies have long since used trademarks to
protect their brands and eliminate consumer confusion — the basic tenet of trademark
law. Trademarking names and designs is no new practice, but the investment, volume
‘\ and aggressiveness with which companies are pursuing and protecting their brand
assets today is. Trademark distribution broke a record number in 2008 with over

401,000 issued — many reflecting unconventional new types of intellectual property,
like shapes, scents and sounds.

',"

Apple has successfully proven that its unique configuration of
generic shapes (a circle, square and rectangle) are recognized as
the Apple iPod brand, and have recently been granted a trade-
mark in the music player category. A simple line drawing used on
Apple-approved iPod accessories has helped prove their case.

Companies are on the offense, securing every possible form of Intellectual Property —
then aggressively defending their marks by tracking and pursuing potential infringe-
ment. Typical contracts today include terms like ‘throughout the known universe’ or ‘in
perpetuity’. Expect the significant capital and resources invested annually in defending
existing assets to increase as protecting valuable trademarks is cheaper than creating
new ones. As always, big brands are taking their investments seriously. Engadget
Mobile (a Web-based information site) was asked to promptly discontinue using the
color magenta by T-Mobile, trademark holders of the bold color in the telecommuni-
cations category. Upset by the request, Engadget posted the cheeky matrix below
portraying the lack of consumer confusion, yet acquiesced to the request anyway.

Yep No
Yep No
We certainly hope so | No
Yep No
Apparently No

Might not anymore Yep

So what new types of IP will the patent and trademark office grant next? Perhaps,
the weight of a mobile phone, the dimensions of a tire or the exact number of flakes
in a cereal box? In 2009, the practice of protecting IP and trademarks will continue to
expand and be even more aggressively defended.
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INSPIRED
IN AMERICA

In tough economic times a resurgence of commercially-driven nationalism inevitably
occurs, with cries that buying American is the only way to rebuild the economy and
the sense of patriotic pride that goes with it. Although buying 100% Made in the
U.S.A. products and services could help counter the current recession, the reality is
that with America’s rapid de-industrialization and high production costs, less and less
manufacturing is actually being done in the U.S. Looking at the products produced
by the Fortune 500, consumers can choose to buy U.S. brands, but those products
are often sourced, manufactured or assembled overseas. This is a direct result of
twenty years of American leadership in the growth of the global market. Although
there are many frustrations with overseas production standards and quality controls,
the cost savings undeniably provide greater value for the American consumer and
greater profits for the American business.

So how can consumers do their part to fuel America’s economy? Other than support-
ing the U.S. brands that proudly create their products using solely American materials
and employees, such as American Apparel, Burt’s Bees, Carhartt, Trek, KitchenAid,
Maglite and Zippo, the consumer’s strongest role may be promoting the consumption
and popularity of American brands. Much of the world is still enamored with Ameri-
can brands: Levi’s, Polo, McDonald’s, Starbucks. The onus will be on American
companies to continue investing in the innovation behind their brands to maintain
strong consumer appeal, at home and abroad. It’s not the manufacturing but the
innovation and inspiration in which America is leading.

So rather than Made in America, in 2009 expect to see much more in the way of
Inspired, Created or Desighed in America. American brands are proud of their
heritage, values and products, but more importantly, the innovation that American
brands bring to the marketplace will ensure their continued global success.

This was written on a Macintosh computer, designed by Apple in California.
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WE KNOW
WHERE YOU ARE

The role of the mobile phone is clearly changing. We've become used to increased
functionality — cameras, music, games, the Web, etc. — as standard, but what’s
s happening now is changing not how we use the phone, but how it can use us.
- Phones are tools, keys that allow us to access and enjoy many new services. But
keys work from both sides, and new technologies are enabling brands to connect
with consumers directly and personally, wherever they are.

The most visible of these technologies is the growth of mobile couponing, which
offers clear benefits for both consumers and brands. True, mobile couponing has
been around a while, but changes in mobile usage behavior are now increasing its
viability, value and adoption, following trends in Europe and Asia where it's already
thriving. Coupled with GPS technology, brands can now track and target consumers
in the right place, at the right time. Imagine driving past a coffee shop and receiving
a coupon for a free pastry with the purchase of a latté.

Camera phones open the door to more proactive and creative mobile couponing
tactics. For example, Crunch Gyms made the most of their call-to-action billboard
and offered a free guest pass to anyone who brought in a snapshot of their outdoor
advertisement. The next wave in mobile couponing will encourage customers to scan
product barcodes and receive offers directly at the point of purchase. The beauty of
these kinds of incentives? Consumers won't just opt in, they’ll be the ones actively
initiating the request. And, they’re timely, personal and trackable. Marketers can
evaluate results and metrics almost immediately, and ideally evolve the transaction
into a relationship. Cellfire, the mobile-couponing service, has reported mobile
coupon redemption rates of 5-15%, much higher than the average 3% return on
traditional printed coupons. Mobile coupons seem a sure-fire way to reach a gener-
ation of users who aren’t reading newspaper circulars and won't go anywhere
without their mobile phones.

In 2009, use of these services will clearly increase, but as importantly, the way people
use and think about their mobile phones will be what really continues to evolve.
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