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Introduction

In 2017, branding is everywhere; it’s on the food we eat, the clothes we wear, the streets we walk down and the consumables we buy, yet the meaning of the word itself is a complex one. It is in no doubt that the meaning of the term has expanded since it first came into use, but it is interesting to understand the concept of the word, from its history to its present and future. It originates from the term ‘brandr’, which is the Old Norse word for “to burn”. Ensuring ownership was effectively the reason for something of value, to be branded. Dating back as early as 2,000 BC, the procedure of branding was used to identify ownership of cattle and other livestock, using a hot iron to transfer a mark to the skin.

By the end of the 19th century, designers within the Modernist movement had adapted the concept of branding to meet the needs of a rapidly changing society. This saw an end to old fashioned practices and morals, and subsequently brought in new ways to express art through different, innovative means. Its purpose was to challenge the interpretation of art. The Industrial Revolution provoked advances in transportation, technology and manufacturing throughout Western society, which saw a huge breakthrough with the mass production factory. With the influx of new inventions, came the commercials, and with the commercials came the branded products:
After the product names and characters had been established, advertising gave them a venue to speak directly to would-be consumers. The corporate “personality,” uniquely named, packaged and advertised, had arrived (Klein, 2000: 6).

This ‘personality’ was used to personify products that the companies were trying to sell, aiming to connect with the consumer on a personal level. This evolution saw companies move away from the traditional fact-based marketing, and calling a spade a spade, towards competitive advertising campaigns, aiming to create objects of desire. The idea was to now convince the consumer that their spade was better than the spade from another company. This was crucial to make sure that they caught the eyes of the audience, and therefore becoming a memorable brand to the public. The Marlboro Man, invented in 1954, was the tobacco firm’s powerful advertisement, which significantly boosted company sales. The marketing strategy portrays a heroic character in the form of a cowboy, which became an idyllic depiction of masculinity, in an attempt to appeal to the target audience (Hansen, 2015).



Fig 1. Anon, (n.d) Marlboro Man. [Online, screenshot].

Edward Bernays was a dominant American publicist who is known for being a pioneer in the commercial world. He coined theories and methods about public relations and propaganda, which are still put into practice by companies today. In a book published by Bernays in 1928, he assumed that:
The conscious and intelligent manipulation of the organized habits and opinions of the masses is an important element in democratic society. Those who manipulate this unseen mechanism of society constitute an invisible government which is the true ruling power of our country. We are governed, our minds are molded, our tastes formed, and our ideas suggested, largely by men we have never heard of…. It is they who pull the wires that control the public mind (Gunderman, 2015).

In other words, he thought that the behaviour of the public could be controlled if we understood their psychology. His clients included companies such as Procter & Gamble, the American Tobacco Company and CBS – all of which had Bernays to thank for their vast PR improvements. Bernays wanted to fulfil the desire of the customer that sought to find self-expression and individuality in the products they buy. He invented a wide variety of publicity techniques, but one example is how he used celebrity and expert endorsements to have an influence on the public. One campaign that demonstrated this was the upsurge of bacon sales for the Beech-Nut Packing Company. Bernays set out to acquire opinions from more than five thousand physicians, who supported the idea that a heartier breakfast had more advantage than a light one. He changed the American public’s perception and convinced the nation that bacon and eggs was a wholesome start to their day by bombarding advertisements and articles with his research, resulting in colossal incomes for the company. The influence that Bernays had on public relations is enormous and it is evident in how firms strategically market products today (Colleary, 2012).

And thus, branding no longer involved simply putting up posters to compete with rival companies, but now exists as one of business’ most vital approaches to attract sales. The 20th Century introduced a new definition to branding, which concentrated on practicality – businesses wanted to ensure their product stood out from the crowd, they wanted to build rapport with consumers and establish a good reputation which would, in turn, see people willing to pay a higher price. In the years after World War II, the role of the graphic designer became more and more marketing focussed in-line with how society now engaged with buyable goods. A branding-focussed graphic design became a rapidly growing industry, and a profitable one; it was the rise of the corporate identity:
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. This was seen to be of crucial importance, since corporations may manufacture products, but what consumers buy are brands (Klein, 2000: 7).





Chapter One – Branding during the Modernist era.

Modernism refers to the innovative development in the arts that discarded previous practices and values and sought new ways of expression. The movement occurred to adapt to the modern civilisation – it arose in the late 19th century and involved finding new processes and materials. Every art form was affected by modernism: from literature and music, to graphic design and architecture (Encyclopaedia Britannica, n.d). 

Louis Henry Sullivan was an American architect and a significant figure in Modernism. He is renowned for the early designs of the skyscraper and devised the phrase “form follows function”. In an article written by Sullivan himself in 1896, he claimed:
It is the pervading law of all things organic and inorganic, of all things physical and metaphysical, of all things human and all things superhuman, of all true manifestations of the head, of the heart, of the soul, that the life is recognizable in its expression, that form ever follows function. This is the law (Bradley, 2010).

Exploring this in depth, he meant that the exterior design of the building should imitate what goes on inside the walls. In a simpler approach: the aims and objectives of the building should influence the actual design. One example of Sullivan’s work is the Wainwright Building in St. Louis: a 10-story building amid the first skyscrapers to exist.

[image: Wainwright_124825_2.jpg]

Fig 2. St. Louis, (n.d) Wainwright Building. [Online, screenshot].


The steel-frame construction embraced the height of the building, which is exactly what Sullivan was aiming for. It has a three-part composition which reflects a classical column with decorative elements engraved into terra cotta panels, all of this replicating Sullivan’s design principles and ideologies. To this day, the saying remains eminent and designers from all practices are thankful for Sullivan’s belief. This is an example of a broader scale of modernism but shows the principles are incorporated across many different art forms. The logical reasoning behind the slogan is still used by branding organizations and designers today. Sullivan also said that the skyscraper “must be every inch a proud and soaring thing” (Sveiven, 2011) – in other words, it should be flashy and influential. This type of building has always been a statement: a symbol of authority and wealth. Companies intend to represent their brands through first impressions – and they do this by the towering forms of architecture (Sveiven, 2011).

In 1919, Walter Gropius (a German architect) established the Bauhaus in the city of Weimar, Germany. The school of design’s idea was to accept advancements in technology and combine these with art and creativity. Gropius sought a way in which he could bond the art world with the industrial world, therefore resulting in designs that were functional rather than just looking attractive. This new perspective towards design was modern and refreshing at the time. It could be suggested that practical and modern design styles and aesthetics seen everywhere nowadays could be linked back to, and have many influences of, the Bauhaus.

[image: GropiusBauhaus.jpg]

Fig 3. Anon, (n.d) Bauhaus. [Online, screenshot].

Everything in the Bauhaus was carefully executed to follow a strict set of ideals. In 1925, Herbert Bayer was commissioned to design a new typeface which set out to embody these ideals into stylised letterforms. This formed the branding for the Bauhaus building, along with all the communications that came from within. Like the Bauhaus, brands have always had to keep their core principles in mind, so that the design of the brand and the rest of the choices made subsequently are based on only the essentials. This process can be linked with the Bauhaus’ values and original ideologies, which made the art school as legendary as it is today. It is a lesson to the brands that they should retain their main objectives so that even if they decide to be alternative, the consumer still understands the brand. It is also vital that the whole organisation understands the brand, from the staff to the customer.

Linked closely with ‘form follows function’, came Swiss Style, a movement that is still recognised as one of the most important design transformations today. Often known as the International Typographic Style, it is as significant in today’s world as it was when it first came about. It was all about simplicity, and discarded ideas of personal expression and quirkiness. Established on a grid system, the designs within Swiss Style were all about minimalism and order, and they focussed only on essentials and bringing design back to the basics. This was arguably the most defining impact of the visual appearance of branding to come. 

A Swiss-Style graphic designer from this era, but still renowned today, was Josef Müller-Brockmann. He was born in Switzerland and was influenced by Bauhaus, Suprematism, Constructivism and more. His simple, clean designs were based on a grid structure and the way in which he used typography was always fresh and refined. Theatre advertisements that were made by Müller-Brockmann for the Zurich Town Hall are among his most well-known work. Instead of having decorative posters containing illustration, he went for a simplified graphic feel. The ‘music harmony’ context of the posters was mirrored in his compositions, which were made to be mathematically harmonious. Beethoven’s music included a lot of drama which is reflected through this poster by Müller-Brockmann: it contains basic monochrome colours and a design consisting of arcs and curves – all with different proportions and positions (Bradley, 2013). 


Fig 4. September Industry, (2008) Beethoven Poster. [Online, screenshot].

Swiss Style is a perfect representation of simplicity and rejection of the traditional. The designers of this ‘Swiss Style’ aimed to display their information with clarity and they used a direct way of conveying their message – something that corporate identities have to excel at to ensure that they make a fast but good first impression on their customers.

Arguably the world’s most influential typeface, Helvetica, was designed during this time, in post-war Switzerland by Max Miedinger and Eduard Hoffmann. This was a typeface that was intended for the contemporary era. The fonts’ influence was Akzidenz Grotesk (an already-popular Swiss font) and its goal was to “create a neutral typeface that had great clarity, no intrinsic meaning in its form, and could be used on a wide variety of signage” (historygraphicdesign.com, 2017).

Helvetica was a refreshing change to the ornate fancy typography already out there. Its purpose was to be practical so it could be used across a number of platforms including signage and shop names, and it wasn’t long before this font was being used for logo designs by worldwide corporations. It was a step in the right direction for large firms, the font was revolutionary and they began to use it because it was impartial and, like Helvetica, a companies’ intention is to be popular. Helvetica’s clean lines and legible appearance was just what brands were looking for to feature in their identities.

Massimo Vignelli, another legendary modernist graphic designer, created one of his most prominent pieces of work – the American Airlines branding – in 1967. It was comprised of two initials in the ubiquitous Helvetica font, with the company name below in the same lettering. It also had a trendy eagle symbol and a simple red and blue colour theme – the logo was the definition of Modernist.

Fig 5. Anon, (n.d) American Airlines Logo. [Online, screenshot].

Ironically, however, American Airlines rebranded its iconic image in 2013 – 45 years after using Vignelli’s design – which resulted in divided opinions. It is a good example of a company altering an identity that was already satisfactory. In this instance, American Airlines chose to update the brand themselves, changing the whole look and therefore changing the whole feel of the brand – it could even go as far as to say that the visions and values of the company are affected. This also goes to show that even the most durable of brand identities can be updated at any moment (Creative Review, 2013).

The personality and message of the brand are supposed to be revealed through the identity, so the fonts that are used are very meaningful and can be the difference between a positive and negative impression. Within no time a typeface becomes associated with a brand by the public. 

The documentary film, ‘Helvetica’, was released in 2007 to commemorate the fonts’ 50th birthday. It explores the typeface in depth and how it came to be the most loved sans-serif of all time with a universal presence. When interviewed, Michael Bierut, American design critic and graphic designer, discusses the famous font whilst flicking through a magazine, in particular, a Coca-Cola advertisement:
No people, no smiling fakery, just a beautiful big glass of ice-cold Coke. The slogan underneath: It’s the real thing. Period. Coke. Period. In Helvetica. Period. Any questions? Of course not! Drink. Coke. Period. Simple (Hustwit, 2007).

Bierut talks about the pure satisfaction that came with substituting everything ancient and dingy-looking, for Helvetica. He relates this with corporate identities: going on to say that previously, they were ludicrous and cluttered but after being streamlined with Helvetica, they became “bracing” and “thrilling”. For the advertisements to lose all of the historic design principles and strip everything back down to just its primary meaning, gave a refreshing change (Hustwit, 2007).  


















Chapter Two – Movements away from the principles of Modernism. 

Paul Rand was one of the most celebrated Modernist designers of the 20th Century. He is particularly remembered for his logo designs in the corporate field, including NeXT, ABC and UPS to name just a few. However, it was his design for the IBM logo that got him international recognition.

International Business Machines Corporation (IBM), was identified as different names up until approximately 1924. Thomas Watson Jr, IBM’s then-CEO, stated “Good design is good business” (Dunne, 2015) – after seeing vibrant Olivetti typewriters on show in a store and being motivated by it. From then on, he wanted IBM to have such an excellent design that it stood out from the rivals. For IBM’s first identity redesign, Watson Jr employed the industrial designer and architect Eliot Noyes, who then brought in designers, one of which was Rand.

[image: IBM-logo-history.png]

Fig 6. Anon, (n.d) IBM Logo Design History and Evolution. [Online, screenshot].


This meant that it was the end of the globe-themed logo, and the beginning of something minimalist and bold. The logo then became a basic typeface design coloured in blue to represent professionalism, but this was later updated by Rand. The logo, designed in 1972, now consists of a series of horizontal lines, connecting the three separate initial letters, to denote consistency – which is still the design in use today. It is a perfect example of branding that has been simplified but still works perfectly. After IBM, Rand was appointed for corporate identity design thereafter, assisting many companies in realising the importance of good branding and uniformity:
I haven’t changed my mind about modernism from the first day I ever did it…. It means integrity; it means honesty; it means the absence of sentimentality and the absence of nostalgia; it means simplicity; it means clarity. That’s what modernism means to me (Airey, 2008).

Rand stated, “design is the silent ambassador of your brand” (Idea Power, 2015). It is visually apparent that the most noteworthy change was from 1946 – 1947, when the logo became a simple three-element design. However, when Rand initiated the 1972 striped version of the logo, he had to develop the simplistic letterforms to visualise the companies’ changing values in line with technological advances. With the rise of digital computers, it was necessary to convey ideas such as “speed and dynamism” (IBM, 2017). The logo had to evolve with the company. This is a good example of how simplistic letterform logos are not always satisfactory, and how the brand needs to offer more:  
He almost singlehandedly convinced business that design was an effective tool. Anyone designing in the 1950s and 1960s owed much to Rand, who largely made it possible for us to work. He more than anyone else made the profession reputable. We went from being commercial artists to being graphic designers largely on his merits (Douglas, 2017).

Exactly like Müller-Brockmann, Rand was inspired by themes of Bauhaus and Constructivism. Rand was very much a Swiss Style graphic designer when working in the advertising world, with an understated style. He believed that a company’s logo is so important in helping communicate with their customer, and because of this attitude he assisted the way in which companies’ handled branding. He was also popular in the ad field because of his approach to commercials – each one was an individual piece of art. 

Apple Inc., the global technology business, is constantly at the forefront of our minds when talking about current branding, because it goes beyond just the identity – their brand is cohesive with everything they offer, from the products to the retail shops. The perception of Apple is a premium technology label which customers are willing to pay a higher price for. The adored technology industry centres their branding hugely on emotion, with their brand personality being all about simplicity and innovation. The reason why they bond with their target market is because of their authenticity (Kahney, 2002).

Apple’s multi-coloured vibrant logo is in the past and a monochrome design took its place. Their advertising has become noticeably modernised and their actual products have become more aesthetically pleasing. The multi-billion pound firm has managed to brainwash their customers by using a branding strategy that focusses on the excellence of their products, and expecting nothing less than perfection:
Writer Naomi Klein is a leading critic of branding, especially Apple’s. Klein, author of No Logo, argues that companies like Apple are no longer selling products. They are selling brands, which evoke a subtle mix of people's hopes, dreams and aspirations (Kahney, 2002).

Advances in technology have had an enormous effect on how companies approach branding and how it connects with the public. Companies used to have to pay out unprecedented sums of money to print advertising, whereas now there is a completely new platform to communicate with customers. Technology has changed our way of thinking, and alongside this, our perceptions of brands, so it is crucial that companies understand their audiences now more than ever:
Traditionally, companies valued consistency as the most important principle of branding. Today, however, strong brands strike a balance between conflicting strategies. They find a way be true to themselves while evolving with culture. Uniformity across a brand remains valuable, but it’s no longer enough. Brands must adapt to cultural needs to thrive (Ingram, 2016).

The major shift we have seen is that, nowadays the consumer controls what they see and what they want to hear, as opposed to the companies conveying their message through forms of media. It could be assumed that branding is now conducted passively, as this strategy seems to be more effective in today’s society. In this day and age, corporations have to have a more creative way of engaging with their end user to ensure that their brand is current and stylish. Rather than just being about marketing a product or service, a brand now has to provide an ‘experience’. Companies now often try to connect with their consumers by involving them directly. Everything that a person knows about a brand is classed as the brand experience. The experience begins with the contemplation of the product/service by the consumer, and finishes when the product/service is sold. It is in essence the customer’s journey, and companies endeavour to make their journey a positive one.

Brands also have to be dynamic: they have to advance with the world by simultaneously maintaining their integrity. Arguably, gone are the days of the ‘form follows function’ theory, as the test for designers today is to come up with up-to-date marketing methods to correspond with todays’ changed culture:
When you are a multi-million pound business, or an organisation that serves thousands of people, leaders are looking for something that penetrates deeper. Creativity is not whimsy as some believe. Creativity - to me at least - is an ability to think differently and find unexpected solutions (Cogdon, 2013).

Muji is a Japanese retail brand, which was established in 1980. The company has more than 700 stores worldwide – selling everything ranging from household merchandise to clothing and food. The businesses’ full name is Mujirushi Ryōhin which, when translated, means ‘No Brand Quality Goods’. Muji is a counteraction to brand-consciousness, and its purpose is essentially to be a ‘no-brand brand’. Their philosophy is simple: offer affordable high-quality products that are capable of serving their basic purpose. Muji as a brand is the epitome of minimalism. The company concentrates on the sufficiency of their products and thus eliminating any context surrounding them. Could this also be said to be ‘postmodern’ in its approach? The breaking down of the single symbol, the opening out of the experience, and the honesty that creates between the company and the consumer (Muji, n.d).

Muji have a no-nonsense logo: it is a basic red colour with the Helvetica font. Upon entering one of Muji’s retail stores, it is obvious that they offer an experience like no other. The atmosphere is extremely calm, there is peaceful music playing and the products have an earthy theme rather than being bright and adorned. The products on display are not decorative; the emphasis is merely on their function. From a customer’s point of view, it is unusual to encounter this kind of ambience, as it is the opposite of the typical vibe that we expect. The fact that their products have a lack of colour and an undistinguished design is almost endearing. The design and visuals are not at the forefront of Muji’s mind; instead, they concentrate on promoting recycling, being environmentally friendly and ecological. Muji believes in making consumerism their upmost priority, and that is what invites us in.  
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(Fig. 7) Primary Research, Muji product, purchased UK 2017.



(Fig. 8) Primary Research, Muji product, purchased UK 2017.



(Fig. 9) Primary Research, Muji product, purchased UK 2017.
Many companies might feel their products have to be branded to make an impact on the consumer, however Muji have done quite the contrary, with their logo absent on most of their packaging. When a customer shops at Muji, it says a lot about their relationship with the brand. They do not care about labels and they appreciate the versatility that Muji offers. With other brands, it is often a competition of who can shout the loudest – nevertheless Muji is contradictory to these ideals. Muji depends on their customers to spread the word, and not engaging in mass communication and high price campaigning to reach their desired market.

Muji’s Bauhaus-like ethics are very individual which makes them stand out from the crowd, and currently there is very little competition, which, so far, makes them a successful brand. The company evokes a sense of modesty, and less is definitely more in Muji’s case. The straightforward nature of Muji’s brand is perhaps what attracts the shoppers – by not being categorised into any sort of niche permits the consumer to make the plain products their own. Taking into consideration the existing success of Muji and their strategy of intentionally having no brand, demonstrates that actually, the result is a powerful sought-after brand (CCA LiveE, (2011).

We, as the consumer, now search for products that are lacking in ambiguity, and are easy to comprehend. It could be suggested that now, inconspicuous products will become much more orthodox, compared to the products that have a marketing method which is unusual. “There is almost a craving for the simple, away from the prideful and self-absorbed brand benefits and toward more satisfying values” (Aaker, 2010). By offering products that are centred on functionality and do not attempt to be pretentious or flashy makes Muji a very honest company. By being contradictory to a brand’s conformist guidelines, Muji still manages to attract the sales of the public and rise in popularity. Choosing to put the customers’ needs as their priority has been a large contributing factor to Muji’s popularity, and will continue to add to their success. In a society where we are inundated with thousands of brands on a daily basis, “Muji may become a brand role model that others look toward” (Aaker, 2010).

This has seemingly gone in a full circle, and brands are now conducting themselves in a similar way to how they did before the rise of modernism. One symbol is arguably not enough for a company to exist under, as we the consumer, now need to be told the story, or to feel part of something. Could it be argued that this is ‘postmodern’?





[bookmark: _GoBack]Conclusion

This research suggests that, for a brand to be ‘postmodern’, it would have to take on a personality and be dynamic. Brands have to be more intimate and depend on a captivating big experience. They now consist of so much more than just a logo and commercials – and this has been partially stimulated by the digital age.

It could be suggested that businesses cannot utilize the same advertising tools time and time again, as the power is now in the consumer’s hands: 
By providing branded experiences, brand can extend engagement rather than disrupts it, by doing so it strengthens its contextual involvement and connection with the consumer (Mootee, 2007).

Parallel to the ever-changing culture, customers are constantly adjusting too. The loyalty is determined on how well a customer can feel ‘connected’ with their favourite brands. It could be assumed that this reflects the current trends in branding. The user needs authenticity and the brands cannot be theoretical.

It could be said that brands are now taking advantage of the consumer, though. The term ‘planned obsolescence’ is a tactic that is widely used by businesses in today’s consumer culture. It is where products are consciously manufactured to have a set shelf life: that is to say after a certain length of time, they aim to become unsatisfactory or impractical. Companies do this with the intention of introducing and selling updated products, which are allegedly ‘better’. It is a way of retaining customers and surprisingly, the strategy is extremely effective nowadays. It is specifically noticeable in the technology industry. As I have previously mentioned, the company – Apple – seem to be notorious for planned obsolescence. The Apple manufacturers continue to bring out products with the most ‘up-to-date’ technology, even if they are alert to any upcoming advancements. Companies like Apple will continue to use planned obsolescence as long as the demand for their smartphones, laptops and tablets is there (Jirik, 2017).

Apple brought out the iPhone Upgrade Programme in 2015. The process works by purchasing a phone from Apple and after 11 months of paying for the phone, the consumer can then upgrade to a brand new version and trade in their old model. It is, in effect, a way of enticing the customer so that they become committed to the brand rather than the product. The product itself is given a shelf life and companies are almost drawing attention to that fact.

On one hand, planned obsolescence is a prosperous moneymaking method, however on the other hand it ends up with goods being discarded because the consumer desires to always stay on-trend. The test for the company is to assure the public that what they are purchasing is products of a high standard, when in reality they will malfunction after some time – consequently planned obsolescence being a misleading form of promotion. Saying all of this, there is no evidence that Apple use planned obsolescence as a marketing tool. Perhaps, there could be a number of other reasons. It could be down to a psychological factor: the customer watching brand new products coming into the market makes them crave state-of-the-art goods, thus making their belongings appear mediocre. In addition, the competition of other brands could compel a company to outshine others and become superior by retailing new products on a regular basis. In Apple’s case, the opposition are brands such as Samsung and Google, declaring phones to rival the iPhone. Brands cannot be lacking when it comes to keeping up with competitors, but again, this is an incentive for brands to be original and distinctive.

Overall, it is easy to understand that the fate of a company relies on their visual assets – a brand is a representation of the firm. Branding does not just consist of a logo design in today’s contemporary society, but as the entire experience that a buyer seeks to be part of with a company. The brands that have the most creative concepts will thrive and end out on top, and the individuality of the company has to radiate through their notion, not just through the logo. The brand has to tell a story: 
The term is a chameleon: meaning it can change with content. Sometimes it is a noun as in “This is my brand of choice” and sometimes it is a verb as in “Let’s brand this campaign.” Brand has been synonymous with the name of the company and its reputation. Brand is the promise, the big idea, and the expectations that reside in each customer’s mind about a product, service or company. People fall in love with brands, trust them, develops strong loyalties to them, buy them and believe in their superiority (designhistory.org, Corporate Identity + Branding, 2017).

A strong brand identity will not only increase customers and add value to the company, but also will have more subtle outcomes – such as assisting with marketing aims and motivating staff members. 

Taking into account how the brand has evolved over the ages, it could be said that branding is now a bipartite affair. Shared ethics between the customer and the company is exactly what we are looking at in the current branded world – and a feeling of affinity and engaging with the brand is what the customers seek. By having a mutual regard for each other, the consumer and the brand will both feel the benefits. Considering the protean aspect of technology, brands need to frequently adjust to attract the attention of the consumer and remain identifiable in today’s corporate culture. The platform now ensures the public feel a sense of belonging; however, companies will need to take more gambles as long as technology is influencing our society. Graphic designers, like always, will be in charge of visualising, and contextualising this imaginative way of thinking, but also they must be aware of the social changes that are occurring.

Although sometimes it is a contest of which companies have the strongest branding, Muji is an example that proves no branding is just as rewarding. Brands like Apple and Muji are inspirational because they go beyond a small insignia; they have more to offer in terms of personal connections with the customer and not just existing as a name. They have both discovered a place in the market that has been fulfilling for both company and customer. Both companies have set out to adapt around the user. For this reason, I believe that we are currently feeling the effects of post-modernism in branding. The modernist approach to branding has been and gone, and we are still to feel the total effects of this occurrence.

If modernism in branding was the idea of a back-to-basics approach with just a logo to represent an entire company, then postmodernism is the concept of submerging the user in a whole experience that will converse with them on a completely different level.  

It is unsure to know what the future of branding holds; nevertheless, it is comprehensible that we will see the expansion of the brand into innovative white spaces.
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