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A Logo is Not a Brand

If we could help our clients understand only one thing it would be this: a logo is not a brand. A brand goes 
further than a custom type treatment that displays a companies name or an illustrative icon that captures 
the essence of a business. A brand is much more comprehensive than a trademark etched in metal behind a 
receptionist’s desk or sandblasted on glass. The Nike swoosh or the IBM blue-bars help to build their 
brands, but they are not the brand. Your logo is not a brand, only one of its essential building blocks.

So then just what is a brand? Take Starbucks for example. The fi rst thing that may come to mind is a green 
circular mermaid logo with the words ‘Starbucks Coffee’ on the outer edges. However, even though you 
might fi rst think of the logo, a brand is not a logo and a logo is not a brand. Logo is short for logotype which 
originates from Logos, a Greek term for the meaning word. Technically, a logo is a subdivision of a trademark 
that can also include other subdivisions such as symbols, monograms, emblems, or graphic devises. Logos 
in particular are trademarks made of custom-lettered words. For example, AMD, a global supplier of 
computer chips, is a monogram that stands for Advanced Micro Devices. Starbucks though, is a symbol. 
Both Starbucks and AMD are trademarks. The Nike swoosh is a symbol, the McDonald’s curved yellow ‘M’ 
is a monogram. Neither of which are the actual brand, only an integral part. Aside from logos, the question 
still remains as to what a brand really is. Most companies produce some variation on a corporate identity 
system, which can include such things as stationery, brochures, websites, packaging, and various forms of 
signage as well as a vast array of advertising. These ‘touch-points’ interact with your audience and in so 
doing help them to identify with your company. A corporate identity system is a way of controlling the 
dissemination of your brand through company publications, advertisements, stationery, vehicles, signage, 
and so on. Although these pieces represent a lot of what your customers see, corporate identity systems 
should never be confused as the brand itself. As valuable as they are in creating consistency within the 
brand, consistency is not a brand.

If a brand is not a logo or a corporate identity system, then is a brand its products or services? Johnson & 
Johnson, a 120 year-old company, manufactures the infamous pink baby lotion in its signature pink plastic 
bottle as well as its legendary ‘No More Tears’ baby shampoo. Many customers equate these two products 
with Johnson & Johnson as a whole. However, Johnson & Johnson’s shampoo and lotions are not what 
makes Johnson & Johnson’s brand. Johnson & Johnson offers several hundred different products such as 
Band-Aids, baby cologne, lotions, pain relievers, etc. But even these hundreds of different products don’t 
comprise the entire Johnson & Johnson brand. Similarly, Starbucks is so much more than just coffee. They 
offer many other products; such as coffee beans, mugs, espresso machines, pastries, Odwalla juice, CDs, 
etc. Customers also use Starbucks services such as their Hear Music Media Bar, which lets customers 
create compilations on CDs. Building a successful brand is not simply managing products, sales, distribu-
tion, or the quality of the products or services. Likewise, managing the Starbucks’ brand isn’t only about 
managing the types of coffee sold, how much coffee is sold, where coffee is distributed, or the quality of the 
coffee. Ultimately, the Johnson and Johnson brand as well as the Starbucks’ brand is more expansive than a 
list of product offerings however important these offerings might be.

Ultimately a brand is how people feel about a product, a service, or a company, and in most cases, all three. 
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As human beings, it is our emotional responses and instincts that defi ne how we interpret a brand. Meaning, 
that individuals are what defi ne a brand—not companies, not markets, nor the general public. Now this isn’t 
to say that a company doesn’t try to defi ne its brand, it does and it should. It also doesn’t mean that general 
impressions about a brand don’t infl uence what an individual might think. It ultimately means that the 
individual chooses what they are going to believe about your brand. Sort of like beauty being in the eye of 
the beholder, your brand is whatever someone says it is. Your brand is the cumulative impressions that an 
individual forms whenever they come in contact with your logo, or your advertising, or any of the products 
or services you might offer. A logo is not a brand, just one of the ‘touch-points’ an individual interacts with 
in order to decide what your brand really is.

Matt Barnhart is the principal of Pivot Lab, a leading agency for companies that desire to enhance healthy lifestyles. Let 
us know if we can be of further assistance. You can contact Matt at matt@pivotlab.com or email info@pivotlab.com for 
more information. 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




