Book:  No Logo (2000)

Author:  Naomi Klein

Date: July 1, 2002

10 Key Concepts:
1. The book is hinged on a simple hypothesis: that as more people discover the brand-name secrets of the global logo web, their outrage will fuel the next big political movement, a vast wave of opposition squarely targeting transnational corporations, particularly those with very high name-brand recognition.

2. A consensus emerged that corporations were bloated, oversized; they owned too much, employed too many people, and were weighed down with too many things.  The very process of producing – running one’s own factories, being responsible for tens of thousands of full-time, permanent employees – began to look less like the route to success and more like a clunky liability.

3. What these companies produced primarily were not things, the said, but images of their brands.  Their real work lay not in manufacturing but in marketing.

4. Forever on the prowl for creative new ways to build and strengthen their brand images

5. Branding and advertising are not the same process.  Advertising any given product is only one part of branding’s grand plan, as are sponsorship and logo licensing. 

6. Think of the brand as the core meaning of the modern corporation, and of the advertisement as one vehicle used to convey that meaning to the world

7. The company as a whole could have a brand identity or a “corporate consciousness” as this ephemeral quality was termed at the time.

8. The search for the true meaning of brands – or the “brand essence,” as it is often called – gradually took the agencies away from individual products and their attributes and toward a psychological/anthropological examination of what brands mean to the culture and to people’s lives.  The consumers buy brands.

9. Leveraging the deep emotional connection that people have…with….A brand raises the bar – it adds a greater sense of purpose to the experience, whether it’s the challenge to do your best in sports or the affirmation that the cup of coffee your are drinking really matters
10.  Branding acquired an extra component that can only be described as spiritual….in its truest and most advanced incarnations, its about corporate transcendence.

11.  Build brands around reputation

12. Logos and branding is not just a matter of adding value to a product.  It is about soaking up cultural ideas and iconography that brands can reflect by projecting these ideas and images back on the culture as extension of their brands.

13. Brands are about ideas, attitudes, values and experiences – cultural

14. Branding identities tied to the youth market

15. Brand: an understanding within the framework of personal relationships – significant and deep psychological and socio-cultural meanings the consumer bestows on the brand in the process of meaning creation.

5 Statistics / Quotes / Comments

