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Abstract
	A brand’s identity is paramount in communicating a message to a target audience. A message that differentiates its products from its competitors. The following dissertation explores the effectiveness of several factors in branding, including logos, advertisements and semiotics, through the comparison of two high street clothing brands. The values and qualities of both brands will be outlined in order to measure how they create a brand’s identity and the affects they have upon the world.

Introduction
	The factors that will be discussed throughout this dissertation are going in to depth about what makes a logo, and what makes a brand, and the difference between the two. Then moving on to chapter two, semiotics is discussed about how the sign is linked within graphic design due to it being a way of expressing a meaning through imagery through the use of the thinker Saussure. And finally, in chapter three, the issues behind two very well-known brands, Primark and Zara, are discussed going in to depth about the logo and what that shows, their target audience and then discussing the bad aspects behind the brand of how they use sweatshop and use slave labour. As well as this, the environmental issues that these brands cause in order to get their products manufactured cheaply and fast. Then, comparing the two brands based on their good and bad qualities. Then to conclude the dissertation, a conclusion discussing what has been considered throughout the whole dissertation. All of this will lead up to how to create a good successful brand in the modern world and the factors it consists of.


Chapter 1
As the Oxford Dictionary (2005, p. 598) states a logo is a “symbol or other small design adopted by an organisation to identify its products, uniform, vehicles, etc.”. This demonstrates how a logo can be very adaptable depending on the audience and the circumstance. A logo is made up of three different elements, the font, the colour and imagery (Brands, 2018). The choice of colour will have a big impact on how the audience will view a logo as each colour has its own hidden meaning. Colour choice will affect different people in difference ways based on their emotional state. Ebaqdesign, a brand designer based in New York, suggests that our response to a colour will define our life experiences and cultural associations. For example, the colour red will show power, energy, passion, love and aggression (Dvornechuch, 2018). In the same way, a font can have a psychological impact on how someone will view a logo, so having the correct font choice is equally as important as the colour choice. Reid (2017) implies that the font is the ‘glue’ that keeps the whole logo together. She states that a font tells a story. If you don’t get the font choice correct, then it can affect how people will see your product or service and push them away as they will see it as being unprofessional or give the wrong idea of what the company provides. They will have a misinterpretation of the product or service. Finally, imagery is not vital in creating a logo, it can still work. In order to get it to work, first, the purpose needs to be determined or otherwise, just type would be fine. Keeping it simple will make sure that it would be successful along with being direct with the audience on what the meaning is trying to portray. 
[image: /var/folders/rq/pk7zjsqs1t5ggsc0kx3d409w0000gn/T/com.microsoft.Word/WebArchiveCopyPasteTempFiles/logo-80.png]

Fig 1. McDonalds Logo
For example, the image above of the McDonalds logo, they used the iconic Golden Archers and has become very well-known due to the distinctive and original design. The golden arches demonstrate the support of the structure to the buildings architecture and it caught on to the big golden M that has become an icon. Due to the imaginative thought gone behind in order to create this brand, it has now become one of the most iconic designs. An iconic design is when asked to imagine a logo, it will be pictured instantly in the brain.
Richard Hollis (1994, p. 7) says that “when printed, the word, as a form of recorded speech, loses a whole range of expression and inflection”. This demonstrates how choosing the correct font choice has a huge impact on how the influences sees and reads it. Depending on the size, weight and position of the type, it will give the audience a different insight on the hidden meaning and the feel that they are trying to portray through the graphics, a way of portraying an expression. 

[image: https://i0.wp.com/www.logoworks.com/blog/wp-content/uploads/2013/10/logoworks-i-love-NY.png?resize=560%2C175&ssl=1]

Fig 2. I Love New York Logo
Hollis (1994, p. 7-8) uses an example of the “I love NY” logo to show how the design determines the sense of how a logo can be read. The iconic logo that shows a mix of pictogram and alphabetic signs. He states that we recognised the heart from the logo based on how we see a heart being represented but when referring to a textbook diagram of a heart it suggests a different meaning to love. This suggests that in order to express a meaning through image or text, it is mostly based on how the client sees them and how they interpreted the meaning through the design they request and not based on the designer’s thoughts.


[image: FedEx Logo]

Fig 3. FedEx Logo
 Another example of showing the use of mainly text with a pictogram added is the FedEx logo. FedEx stands for Federal Express resulting in them shortening it for their logo. Although the logo is kept clean and simple, there is a hidden meaning representing a hidden arrow to show how they deliver from one place to another. The arrow represents speed to demonstrate how to company works and delivers the goods. 
A contemporary brand with no identity doesn’t stand a chance in the ever-growing industry. For example; if Coca Cola lost their statement colours and fonts, it would lack uniqueness and would be associated with all other similar brands. The term ‘Branding’ refers to what the public audience think of the organisation or product. The term also highlights a demand for attracting the correct target audience. A brand is defined by Oreno (2007, p.17) as a sign, symbol or design that intends to identify and differentiate a product in the industry. Moreover, branding is about being recognised and remembered in a market full of skilled and memorable competitors. The importance of several different factors in successful branding will be outlined below; 
A logo is the most important aspect to creating a bold and successful brand. Its purpose is to “Identify a business in its simplest form via the use of a mark or icon.” (Creative, 2018).  The average American individual perceives 16,000 advertisement, including logos and labels each day. This implies that from the moment we wake up through to the evening, logos are perceived constantly (Khalsa in Airey, 2015). This suggests the impact a logo has on an individual’s everyday life. There is no avoiding a logo if they are seen from the moment they are awake to the moment they close their eyes.
In order for a business to excel, the logo needs to be a relevant and suitable way of communicating to the target audience. It is not however always necessary for a logo to be extravagant and lavish, instead they should be direct and appropriate, considering factors such as age, gender, product and event (2018). Similarly, the choice of font, colours, and illustrations need to be reviewed to satisfy the targeted customer.
Likewise, Tailor Brands, a UK based branding company, suggested that a successful brand will create a logo that is practical for the aims & objectives of the company – keeping it direct and meaningful. The idea of keeping a logo simple and direct ensures that the message and purpose of the company or product is delivered easily, for example; when customers catch a glimpse in a shop window. This ensures that the logo does not require much thought from the target audience – instead the message is delivered instantly (2018). This in turn, allows for the brand to communicate its intentions effectively and disallowing the target audience to lose interest.
Furthermore, it is always advantageous for a logo to be unique and distinctive – ensuring an effective way of expressing the nature of the brand, while maintaining individuality in a very competitive industry. As outlined by Wheeler (2018, p.149) the demand for a logo to be adaptable is paramount. A logo needs to have the ability to be altered to suit several forms of marketing and advertisement whether it be online, social media, billboards, merchandise, websites and/or TV advertisements. The logo therefore needs to be scaled according to the materials being use – allowing the size to be adjusted. Equally, the location of a brand while advertising is vital. The top of a website, front of a magazine, side of a bus or the front of a business card are all locations leading to improved prominence of a logo, creating a constant reminder of the brand to the customer (Wheeler, 2018).
As such, a logo will give a company its immediate identity through using symbols – aimed to portray a hidden significance. The illustration does not have to say exactly what the business does, but it gives a business identity through association. The following metaphor was released by David Airey (2015, p. 8) “A logo less company is a faceless man”. This powerful statement by Airey (Airey, 2015) proves that a business without a logo puts the company at a disadvantage and forbids them form creating any form of identity. Within modern society, companies and businesses are recognised individually as a result of their logo. 
In addition, the more developed companies will warrant a more iconic design, meeting particular standards before being released. Porter (Porter, 2016) too suggested that every element of a logo refers back to its distinctive design. Font choice, colour, and imagery will all be assessed, ensuring that it is relevant, memorable and adaptable. Branding becomes more recognisable when uniqueness is maintained, forbidding the likelihood of it becoming dated and irrelevant. 
In terms of keeping up appearances, Hestad (2013) advised that following social trends is not always useful in creating an iconic brand. Fashion and trends often come and go, suggesting that a logo will soon become dated and so needs to consider a design that is timeless. Building a long-term branding logo that consumers come across time and time again will allow a customer to create a trusting relationship with a company. If they experience a positive outcome from a product or event, they will always associate the brand with success and will deem the brand to be effective. As Airey (2015) said, “It puts a face to a name”. 
Relevance is paramount, particularly in relation to factors such as age, gender, location and income. Branding does not only need to be bold, it also needs to sustain the audience’s attention – in order to do so, the branding techniques need to be relevant to the industry, individual clients and overall target audience (Hardy, 2011). 
In contrast to Wheeler’s (2018, p. 149) ideas above that the materials and font/colour of a logo matters significantly, Airey (2015) suggests that no matter what method of advertisement is used, a logo retains its value in ensuring that a symbol or message is associated with a company. To support this hypothesis, Airey (2015) released the following statement – “Humans have needed and desired social identification”. This suggesting that immediately when a business or company is mentioned, an iconic logo/illustration comes to mind. He did however note that the more iconic designs will have more of an impact in creating identity – in turn supporting Wheeler’s (2018, p. 149) ideas. 
Although a logo creates a good brand, a logo and brand are very different, and people sometimes confuse them as being the same thing. Marty Neumeier (2005, pp. 1-3) differentiates the two by first stating that a logo is a short term for logotype which has been made up from a custom letter word. She says how a logo is a trademark not a brand. A trademark is made up of symbols, monogram, emblem or any other form of graphic device. This is different from a brand as she states that a brand is not a cooperate identity. A brand is made up from a person’s own gut feeling about a product, service or company. It is a person’s own interpretation on something. It is made up from the individuals own emotions and how they see it. The difference is that logo and a brand are made up of different elements to create the final outcome. Although a logo is needed to create a brand, they are not the same thing as they are read different and seen differently. A logo has more hidden meanings whereas a brand has a more personal feeling and has emotions and feelings behind it as it is all based on the individual’s views. The individual that designed it then has to convince the team.













Chapter 2
Moving on, as the Oxford English dictionary states that the meaning for representation is showing a way of symbolisation, within Christianity it’s the cross-representing suffering and crucifixion of Christ. (2005, p. 938).
Semiotics is defined as a “combination of concept and sound pattern” (Harris, 1983, p. 67), in which a distinction is made between the two components of a sign: “the signifier, which in language is a set of speech sounds or marks on a page, and the signified, which is the concept or idea behind the sign.” (Harris, 1983, p. 67). He states how a sign is psychological and are connected to the brain by an associative link (Harris, 1983).This shows that it is down to how that link triggers in one person’s brain to enable them to come up with that distinction therefore everyone sees it a different way.
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Fig 4. Signified & Signifier
In fig 4, it demonstrates the impact of the signifier and the signified has on how to create a good brand and the theory behind semiotics and the connection of them to creating a successful brand. This suggests that a sign has two important roles of being a signifier and a signified. It’s a way of portraying a story to the consumer. It is important to get the idea correct at the beginning before moving on and displaying it in order to create a good successful brand. The theory behind the signifies and the signifier is that when a word is mentioned, it is about how it is seen in the brain. For example, if someone mentions a tree, instantly you imagine a large wooden trunk with green leaves bushed around the top. It is a way that people interpret something and that is the idea behind creative a distinctive logo and brand.  
According to Chandler (2017), signs take the form of ‘words, images, sounds, odours, flavours, acts or objects. This means that a sign is constantly involved in an everyday life and they will always exist. Building on the ideas of Saussure, Pierce defined a sign as something which stands to somebody for something (Atkin, 2010). This implies that it tells a story about something which then gives them their own identity. Each have their own stories to tell. He categorised semiotics into three different groups. First, an icon, second, an index and third a symbol. Each of these groups are important to a good, successful brand as without either of them, it would become a failure.
However, within Graphic Design Richard Hollis identifies signs differently. He states that a sign tells a story on what something is or where it came from (1994, p. 10).  Along with his reference to the ‘I LOVE NY’ sign (see Fig 2), he shows how the heart is represented through a drawing that we associate with rather than a ‘textbook diagram’. He believes that it is ‘no longer a metaphor for love.’  (1994, p. 8). Much like the example of the tree. Similarly, Hollis links with Pierce as they both forms of the sign are communicating a message and become personal to the consumer. Both therefore suggest that the sign is about creating an individual identity in order to stand out and find the hidden meaning behind a design. It is personal to the consumer because it is based on how the reader interprets the design. Each individual might read it differently due to different experiences they have had within their life.
Although, the cultural theorist Gillian Rose has a different view on semiotics as she states that “semiology offers a very full box of analytical tools for taking an image apart and tracing how it works.” (Rose, 2001). It defines how you dissect each part of an image and able to find a hidden meaning behind. Rose suggests how by taking each part of the design apart, it is clear to see each of the hidden aspects behind each part and what ideas have gone in to creating the design in order to make it become successful. This suggests that semiology works in different stages and is built up of different elements. This means that people have their freedom when creating a brand as long as each element connects in order to make it successful.
Rose also suggests that “Semiology has an elaborate analytical vocabulary for describing how signs make sense.” (Rose, 2001) This links in with creating a good brand as it shows meaning without actually saying what it means. It paints a picture in your head of the story behind the design. It is about putting the story out there to be read in a simple way. This links in with Saussure’s view on semiology as they both think about the hidden meanings behind the brand to create a successful and unique brand rather than something easy that has had no thought put in to it. The most successful brands are the ones that have had time spent on and been thought about, is about making it unique.
Moving on, Rolands Barthes (2014)  says that a myth is a ‘type of speech’. As such it’s a way of saying a story. He says that a myth is best presented as ‘ethos, ideology or a set of values.” (Barthes, 2014). It says a story of the intentions ‘a storyteller, priest, artist, journalist, film maker, designer or a politician.’ (Welshmythology, 2014). Barthes myth links with creating a brand as he believes that it is a storyteller. This suggests that a logo and brand says a story about the company through the use of imagery, type and colour, and this is how a good logo is made. It’s all made to tell a story. 
On the other hand, Millman (2013, p.1) noted that it is essential to recognise that a brand means so much more than simply a logo or a TV advert. Advertising is not the only form of communicating who and what a brand is to a target audience – instead people subconsciously interact with brands every day. This suggests that the use of advertising, it creates a bond and relationship based on the way the viewer reads it. People don’t appreciate the importance of a brand and don’t think deep in to it as they are so used to seeing them around every day. But they never imagine what it would be like without a brand shown in their everyday life. It would be a dull, miserable day.


CHAPTER 3
The clothing brand Zara, originally known as Zobra before they rebranded, is a Spanish company that aims to provide high quality products but at an affordable price tag. 

[image: Image result for zara logo]

Fig 4. Zara Logo

This is an example of Zara logo. It is a type only based logo in black and white using a wordmark designed only for them. The type used gives the impression of simplicity and elegance. It has a more expensive feel to it and does not look cheap. From having this as their logo, it is obvious that their target audience is based on middle age women although they do have a men’s and children range. As stated by Payton (2017), they base their stores in upper class towns along with other high-end designer stores. They’re idea behind this is that Zara do not needs to spend much money on advertising and focus more on spending the money on a fast turnaround in fashion by designing, manufacturing and getting new products in to the store within a 10-14-day period on order to build brand loyalty. This is a successful strategy for them as due to where the stores are based, more people visit the stores and spend more money there as they are such large cities with upper class people living there.
[bookmark: _GoBack]Although Zara uses minimal advertising, Payton (2017) says that Zara use four different strategies to advertise. First being, “Be fast, Not First” explaining how instead of setting the trends of fashion, Zara uses inspiration of what is currently already available as their market. The second form of advertising is that they “monitor and respond to customer’s feedback”. Zara consider this as a form of “lip service”. They take on board what customers want, and this ensures them to bring out the right products. Moving on to the third strategy is that they use an “anti-marketing approach”. This form of marketing works as people believe that due to less people seeing the products advertised then it means that less people will have the same clothing as them. And finally, Zara consider the location the most important strategy to advertising. They aim to put their stores in high street retail areas where there is a high population of people in order to get their custom. They locate next to high end fashion retailers where more upper-class people would visit. 
Only 50% of Zara clothing range are produced and manufactured in Spain (Madden, 2015). Even though Zara state that they know all their suppliers to force empowerment, but they hide the fact that in 2011 it was claimed that Zara used sweatshops to manufacture their clothes which resulted them in paying lower than minimum wage to their employers (Reese, 2016). As well as this they employed children to work on their products and made their employees work for over 12 hours straight with no break in unsuitable conditions. Because of this they were in trouble for rights violations and later made changes to try and better this. They began to follow the code of conduct and set a ban on forced labour, child labour and any discrimination to try and better themselves.
Although Zara do still use sweatshops to manufacture their products, they are making changes to becoming a better brand by doing some changes for the environment. Zara began a repair and reuse program where customers can drop off an old clothing that they don’t use in order for Zara to re-use them to make new clothing. This demonstrates that Zara are trying to become more ethical but at the same time, they are still doing harm as the more products that get re-used, the more the women have to work harder and longer in the sweatshops. In this case, the pros and cons outweigh themselves.
Even though Zara have been doing changes to create less harm to the environment, the 10 to 14-day turnaround time that they have on their new products strategy does have a harmful effect on the environment. This means that from producing such a high mass on new products, they are constantly creating more pollution and greenhouse gases which is resulting in harming the environment. As well as harming the environment, it means that more slave labour is being used as they constantly need people working on their clothes and being made at such a low cost it means that more people are being affected due to working harder and longer hours at such a low wage in unstable conditions. As Dockrill (2018) states, alternatively, they are attempting to make it slightly better as the moderate the consumption in electricity and energy that they use during the manufacturing process. As well as moderating the electricity and energy used, they have begun to cut down on greenhouse gases by using greenhouse gas protocol to measure their emissions and aim to reduce it by 15% by 2020.
Zara have a very strict policy on banning real fur, angora and animal testing (Dockrill, 2018). This shows that the company do try to look after the wildlife. This benefits the company as more people are becoming vegetarian and vegans and therefore it does not stop them from shopping in the store which results in more custom.
In contrast to Zara, a less ethical fashion brand is Primark. The brand was originally set up to let ordinary people dress and look like bloggers and celebrities at a more affordable and manageable rate. The head of the creative department, Fran Theanne (2018), states that “the work The One Off have done on branding and in-store POS has helped to transform our retail environment. We are now showing the customers what we are really about…Fashion, style but great value too”. Primark are a fast-moving fashion brand as throughout a twelve-month period, they developed ad launched twelve new packaging identities across sixteen difference departments throughout the brand. Their latest denim range’s logo was made up of a hand-painted and artificially-aged logo which reminisced a traditional denim signage. As a result of a re-brand, the brands sales boosted by 16% increase. 
	As stated on a YouTube video made by Primark, they demonstrate how they spend very little amount on advertising as noticed that they don’t have any adverts on the television. The enables them to keep their prices of their products very low as there is less outcome going out on advertising. This shows that Primark are such a popular company and have built up their custom throughout the years as they don’t need to keep advertising to get customers. They have built loyalty with their audience by providing cheap but trendy clothing. They buy their products in bulk from the suppliers and sell a lot which enables Primark to keep their low prices. (Primark, 2017). Although this is a successful strategy for the brand, they do not realise the impact they have on the environment and the labour of the women working for them in the sweatshops. 

[image: PRIMARK]

Fig 5. Primark logo
This Is an example of the Primark logo. The logo is made up with only text with a ‘registered’ trademark at the end of the text. It is blue which represents loyalty, trust and confidence which is what Primark try to build with their customers (Bourn, 2011). Primark use a PostScript font. They use a very large kerning between the letters and it looks very ‘basic’ which represents that they are a cheap company. From the logo you can see that their target audience is based on a wide range as Primark provide the products for men, women, children and home.
Primark suppliers were involved in the Rana Plaza disaster in 2013. Rana Plaza was a factory in Bangladesh with more than 2000 people working in there. It was considered as a sweatshop. The building was in unsuitable working conditions with cracks all over the wall which let to it to fall resulting in over 1130 people dying from the disaster (Safi, 2018).  As the Guardian states (Butler, 2014), due to Primark being involved in the Rana Plaza disaster, they paid out a massive £6 million to the charity to help the families that were in need from the event, but as well as this they have now been fined with an extra £10 million that needs to be paid out for compensation to what happened. Primark had 3,600 workers making Primark clothing in Rana Plaza Factory that all suffered during the collapse. 
Even after the disaster, Primark still claim to use suppliers in Bangladesh and Turkey as they say that they do not own any factories themselves and everything gets manufactured overseas. They claim that they make sure that all working conditions reach the code of conduct (Primark, 2018). This shows that even after the disaster, Primark still go to them to manufacture their products for cheaper labour instead of having their good manufactured in their own factories. However, the code of conduct that they follow does not ensure payment of a living wage (Robertson, 2018).
As well as this, Robertson (2018) says how Primark have a bad impact on the environment due to having a huge carbon footprint from being within the fast fashion industry. This is not good enough due to it being such a successful business so the more products being sold, the more impact they are having on the environment as more will need to be supplied. She also states how Primark do not use any eco-friendly materials within their products. Robertson (2018) also states how Primark have made slight improvements since the Rana Plaza disaster by becoming a signatory to the Bangladesh Accord on Building Safety. She also says how Primark have joined the Cotton Pledge in order to boycott Uzebekinstan cotton. This shows that Primark are trying to make impartments but due to the fact that they still use sweatshops instead of building their own factories. It still is not good enough after the deaths they caused. 
Zara and Primark started off alike as a business as both were involved with employing sweatshops as their form of manufacturing in order to get cheaper labour to make more of a profit. As a result of this, both companies have a strategy of advertising to bare minimum to save extra money to make a higher profit. Similarly, to Zara, Primark have a system of where any unsold items from the business gets donated to people in need. But, Zara have made more of an effort to change the way they manufacture and supply products to reduce the effects they have on the environment where as Primark are still using products that are not eco-friendly. But, despite the fact that Primark employees were involved in the Rana Plaza disaster, they still yet to use sweat shops to get cheaper labour. Even though the make sure that the working conditions are up to standards, they still yet to pay a decent living wage to the women and children. Whereas Zara reach the standards by having 50% of their products manufactured in Spain instead of 100% being made in less fortunate countries. 





Conclusion
	A brands identity is paramount in being successful in today’s industries. As it has been evidenced above, it is important to consider the relevance of font, size, imagery and advertisement according to the audience’s age, gender, income and demographics. Thus, allowing the brand to be relevant to each customer. Advertisement, however, is not the only factor to consider when recognising a brands identity. Semiotics also has a massive impact on the success of the brand. The use of symbols, and icons allow a customer to subconsciously interact with brands every day, regardless of how it is advertised (Harris, 1983). It is still important to note though, that companies must recognise the difference between a brand and logo in order to determine their identity. Creating a symbolic logo will have hidden meanings, suggesting that it is a customer’s responsibility to create their own interpretations. A brand however allows a customer to associate emotions and feelings with a company depending on its qualities and values (Neumeier, 2005). 
Finally, as evidenced in the comparison between Zara and Primark. Clear and simplistic logos create effective branding. Using unique but simple fonts to communicate a message allows for affordable advertising, thus suggests that the brand creates affordable products. It is also evident that considering a customer’s values is important too. The effects on the environment, and human rights, in terms of the way that employees are treated communicates a message for the brand. For example, as highlighted by Lara Robertson, brands who pay staff below average wages and create unsuitable working conditions are frowned upon by customers. Particularly brands who use manufacturers from elsewhere, such as Bangladesh. 
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