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[bookmark: _Toc133452422]Introduction
The essay has analysed three keywords which are Innovation, Persuasion and Branding. The essay first provided a comprehensive understanding of the term innovation and provided the application of innovation in different sectors. 
The theories of Joseph Schumpeter and Friedrich Hayek have been highlighted and using suitable examples a clear understanding of their theories has been provided. Similarly, to explain persuasion the concept has been defined and deconstructed and theories of Aristotle on persuasion have been elaborately explained. Examples of visual persuasion have been provided to support the arguments. 
Lastly, the concept of branding has been explained using definitions and models of David Aaker and Keller which helps to analyse the concept and importance of branding. 
The essay also has attached images of artists such as Pablo Picasso and designers such as Steve Jobs who contributed to some major innovations that have influenced shaping the world, we live in. 

[bookmark: _Toc133452423]Keyword 1: Innovation
The word innovation and the name of Thomas Edison are spoken together. Hailed as the father of innovation, Thomas Edison believed that necessity was the key element that led to innovation. There are many definitions of what innovation means but their definitions are not suitable for all organisations or individuals. Peter Drucker is of a similar opinion and defines innovation as the creation of value through new ideas. However, a comprehensive definition of innovation has been provided by the Oslo Manual. It defines innovations as the creation of a new or a more refined idea or product which have been made available to the public and helps in solving problems (Arundel et al., 2019). Innovation is the crucial element which promotes socioeconomic growth and evolution (Surya et al., 2021).
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Figure 1Thomas Edison’s inventions (source Discovery Channel India 2021)
The application of innovation can be seen across various areas of our lives in medical advancement, technological advancements and in art (Damar, 2021). Smartphone devices are a result of innovation which has further led to the development of social media and other modern technologies like AI (Torous et al., 2021). These innovations have transformed the way we interact with one another. It is through innovation that development of vaccinations and cures for life-threatening diseases have been developed (Sarkis et al., 2021). The innovations in technology have facilitated e-learning for students and have given them the opportunity to gain vast knowledge. In the field of business, innovation has led to the invention of new products and has helped to make organisations effective and efficient (Marion and Fixon, 2021).
In the opinion of Joseph Schumpeter, innovation helped to create a free market and led to economic growth (Blok, 2021). The concept of “creative destruction” was coined by him and argued that replacing outdated technologies with modern and advanced technologies was indispensable for progress (Sobel and Clemens, 2020). According to his theory, people who lost their job due to the adoption of technologies would allow them to seek new jobs which would promote their productivity (Blok, 2021). The theory of Schumpeter identifies three parts to technological change which are invention or having a vision, innovation to make the vision a reality and diffusion where people tried to imitate the invention. The application of his theory can be illustrated by the invention of the Xerox machine. Chester Carlson developed the concept of the photocopy machine out of necessity, to make it a reality Chester had to seek investors and present them with his ideas and finally after the success of the technology other firms adapted the technology to develop further inventions like the fax machines (Vinokurova and Kapoor, 2020). The philosophy of Thomas Edison that innovation is the result of necessity has been reflected in Chester’s Xerox machine.
However, the theory of Schumpeter has only taken into consideration the economic element in his theory (Blok, 2021). Friedrich Hayek criticises that the application of the theory is not limited to economic progress but has a significant impact on social and political values as well. The political theory that was developed by Friedrich Hayek and his companion Karl Popper focuses on the impact of innovation on the social values of the people. They believed innovation created discomfort as people were sceptical about the consequences of innovation (Brandão, 2021). The introduction of unapplied ideas possessed the risk of causing unwanted issues and disasters. Taking the example of the innovation of video recorders, major film studios were against the invention as according to them possessed a risk to their profits. Innovations in medicines and drugs led to side effects and as such created a bad reputation for innovation (Brandão, 2021). Plato in his book The Republic states that governing management is in the pursuit of the preservation of social order and hence is not supportive of innovations that challenge the order (Hughes et al., 2021).
Designers such as Steve Jobs and artists like Pablo Picasso have contributed to some major innovations that have influenced shaping the world, we live in.  The creative innovations of Steve Jobs in the development of the Macintosh and later portable devices such as the Macbook, and iPod revolutionised the music industry, and the iPhone has transformed the way we interact with technology (Hunter, 2019).
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Figure 2 Steve Jobs (Source: Schwantes, 2019)
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Description automatically generated][image: ]While Pablo Picasso’s innovations gave birth to new forms of art, poetry, and other multiple art forms.  Pablo Picasso (1881-1973), La Minotauromachie, 1935.

Figure 3 Pablo Picasso 
(Source: Stewart, 2019) 



[bookmark: _Toc133452424]Keyword 2: Persuasion
Persuasion has been a subject of study since the time of ancient Greece (Fleming, 2019). Persuasion was perceived as an art form and emphasised elocution and the expression of words to be a hallmark of a prominent leader (Akinola, 2019). Perloff defines persuasion as a process where the speaker tries to convince the listeners and influences them in their behaviours and attitudes (Lebedeva, 2020). Persuasion has been used as a tool that helps in influencing the perspective and beliefs. Aristotle’s views and philosophies in rhetoric have made significant contributions to the concept of persuasion. Rhetoric refers to the art of using words in a way that effectively persuades someone and rhetor are referred to the speaker.
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Figure 4 Raffaello Sanzio de Urbino (Raphael), "The School of Athens" (1509-1511)
There are three techniques of persuasion as stated by Aristotle. These communication techniques achieve the primary goal of influencing the attitudes and beliefs of the listener. The listeners can be influenced using reasoning, providing evidence, or making the language emotionally appealing (Amos et al., 2022). The use and application of persuasion can be seen in various institutions such as politics, television commercials, educational institutions, and various other forms of interpersonal communication. In this context, persuasion is used to educate the listeners and inform or influence people to support a political agenda (Amos et al., 2022).
The success of political parties lies in their strength of members, and it is essential for these parties to gather as many members as possible (Widmann, 2021). This is where the political leaders of the parties come forward and through effective speech persuade the mass to support their party. Political theme songs, flyers and promises of development are all forms of persuasion. In TV commercials partnering with popular celebrities to promote a product helps to appeal to the audience and hence persuades them to buy the product or services of the company. 
Among the numerous philosophers and scholars, Aristotle has provided a comprehensive explanation of persuasion and categorises persuasion into three groups that are Ethos which appeals to ethics and morals, Pathos helps in emotional appeal and Logos is concerned with a reason (Alkaraan et al., 2023). Ethos addresses the identity of the people and pursues them by using their area of specialisation (Heidari et al., 2021). For example, TV commercials on dental health are acted by people dressed up as dental professionals. This helps to gain the trust of the viewers and provides credibility. The viewers are more influenced as they see a specialist and take their word seriously. Trust is the first element of the trust equation, and then reliability and creating intimacy complete the equation. On the other hand, Pathos compliments Logos in persuasion. The factual evidence element of Logos and the use of facts when combined with the emotional delivery described by Pathos create an effective persuasion (Jovic et al., 2023).
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However, there are many challenges to persuasion and the barriers to persuasion such as the resistance level of the audience, suspicion and disinterest of the audience can greatly hinder effective persuasion (Adam-Troian, 2022). As persuasion can influence people to have changes in behaviour and beliefs, unethical practices such as manipulation and fraud can be promoted. The act of persuasion can also create bitterness towards the persuader.
There has been various propaganda in the past that serves as an example of persuasion. During WW1 Britain came up with various posters that persuaded people to join the army and fight alongside Britain. One such propaganda was the use of posters, where the illustration and a statement created a deep impact on the viewers of the poster. “Daddy, what did you do in the Great War” is one such poster that was designed by Savile Lumley which portrays a daughter asking her father what he contributed to the war. The father is filled with guilt as he had not participated in the war (Imperial War Museums, 2019).
[image: ]
Figure 5 British persuasive poster (Source: Awm.gov.au, 2023)
This was an effective form of persuasion and was directed at men to enrol themselves in the army. Similarly, the “Uncle Sam” poster was used by the US Army to recruit soldiers during WWI (Nationalgeographic.org, 2022). 
[image: ]
Figure 6 Uncle Sam(Source: U.S. Department of Defense, 2019)
Persuasive advertisements are heavily applied by many companies by adding elements of trust and highlighting the benefits of their products (Helmold, 2022). They also make use of large fonts to inform the viewers about special discounts and offers.
[image: ]
Figure 7 Example of persuasive advertisement (Source: Chi, 2021)
[bookmark: _Toc133452425]Keyword 3: Branding
The term branding can be defined as the creation of a positive image of a company that accurately sums up its services and products by incorporating the use of logos and a statement (American Marketing Association, 2023). The colour schemes and the overall theme of the branding help companies to create a memorable image with which the customers associate and differentiate. Branding helps companies build a relationship with their customers which promotes other factors such as loyalty and revenue for the company (Khan et al., 2022). 
David Aaker has been hailed as the father of modern branding (Brandtuned.com, 2023). The model of Aaker identifies five elements that are crucial for building an effective brand. These elements include generating awareness of the brand, providing quality products and services, associating of people with the brand, listing patents and creating loyalty towards the brand. The model suggests that creating awareness of the brand will positively affect the perception of the people towards the brand (Steenkamp, 2020). This makes them more probable to purchase the products and services of the brand and build continuity in repeat purchases. The increase in loyalty of the people towards the brand reduces the costs of marketing a company making it cost-effective. The increased loyalty also helps to gain new customers as existing customers will advertise the brand through word of mouth. Having strong loyalty enables a company to have enough time to adapt to threats from competitors and generate constant revenue (Steenkamp, 2020). Even though the quality of the product has no relation to the loyalty of the customers. People being habituated to the brand will continue buying the product. People’s association with a brand makes a company unique and makes it stand out from the rest of the competitors in the market. In addition to this, the patents and trademarks of a company also influence the purchasing behaviour of the people.
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Figure 8 David Aaker Brand Equity Model
Kevin Lane Keller also provides a model on branding which belies that the perception of the customer is what adds value to a brand. The Brand Equity Model of Keller identifies four levels of hierarchy that are associated with branding. These four elements are Brand Loyalty, the response of the customers, the meaning of the brand and the identity of the brand. The company needs to state its mission and vision in order to sustain its brand and create an identity for the brand (Steenkamp, 2020). The purpose of the company needs to be stated which will help to create meaningful products that meet the needs of the customers. The model then states the need to build connections with customers and adapt the brand to generate positive feelings among the customers. On the top of the hierarchy is brand resonance where the customers begin to associate themselves with a brand. Fulfilling the prior stages, according to Keller's model helps to achieve this stage (Keller and Brexendorf, 2019).
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Figure 9 Keller’s Brand Equity Model
The element of storytelling in branding is critical for the success of a brand. Compelling storytelling helps the brand to attain greater loyalty from the customers (Kim and Sullivan, 2019). An example of a brand that has been successful in storytelling is Nike. The brand built a brand that focuses on providing athletes with the best equipment. The mission statement of Nike “Just Do It” has a significant impact on the customer of Nike and resonates with their customers (Savitha and Roopa, 2023). The simple and short tagline has long-lasting impressions on the customers and the phrase when said makes people perceive the brand, Nike.
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Figure 10 Colin Kaepernick Nike's Just Do It campaign.

The use of creative elements such as texts, logos and unique colour themes gives a visual appeal to the branding of a company. A thoughtful logo makes it unique and differentiates the brand from other similar companies. The Apple logo has a strong use of imagery and design which has made its logo recognisable and linked to the financial status of a person (Razak et al., 2020). 
[image: ]
Figure 11 Apple Logo (Source: Apple, 2023)
Another brand that has considered to have the most recognisable brand logo is Coca-Cola (Tien et al., 2019). The consistency in colours and fonts has helped the company to become a leading brand globally.
[image: ]
Figure 12 Coca-Cola Logo(Source: Coca-cola.co.uk, 2023)



[bookmark: _Toc133452426]Conclusion
The keywords that have been explored in the essay are Innovation, Persuasion and Branding. Innovation is concerned with the generation of new ideas and identifying areas of improvement and coming up with effective solutions. It focuses on the development of technologies that not only help in the growth of the economy but have an influence on social and political areas as well. Persuasion on the other hand deals with convincing individuals or groups of individuals to do something or influence their beliefs and values. Persuasion deals with influencing the behaviour of people and is also used by companies and brands to promote the sales of their products. Whereas branding is concerned with creating unique designs for a company that highlights the missions of the company and differentiates it from its competitors. In these ways, these keywords are different in definition and purpose.
Even though the concepts are different in nature there are closely linked to one another. Taking innovation and branding as an example. Innovation of new products and services that are unique can be made popular using strong branding. The innovations help to improve the image of a brand as an innovator. Persuasion can be used to promote the products of the brand which improves sales of the brand. Using persuasion, the brands can effectively communicate the values of the brand with which the audience resonates. Using innovative methods of persuasion helps brands to effectively communicate with customers and change the buying behaviour of the customers.
Research on innovations can help a company to identify new opportunities and act on them to create new products that can be marketed under a brand name. Similarly, effective research on effective methods of persuasion can help a business to form effective posters and advertisements that influence its customers. Incorporating all three keywords and applying them strategically will not only help businesses but enhance the life of an individual as well.
The question that I will be working on in my independent inquiry is “What is the role of innovation and persuasion and branding in shaping the behaviour of the customer and their loyalty?”
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