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			Preface

			Branding is one of the most important aspects of the business. Whether the company is a bank or a toy shop, the brand itself will dictate whether it succeeds or fails. Therefore, brand success means business success. That may seem a simple equation, but figuring out what makes a brand work is pretty tricky, as no two brands are the same.

			In reality, the main point of branding is to make a product or a business look different from its competition. Therefore, looking for a single magic brand formula that applies to all successful brands seems like a bad idea. Instead, focusing on some of the most successful brands makes the difference between them crystal clear.

			The simple ready-made solutions of the brand experts start to fall apart if you look closely and observe the various brands. While Hoover, Gillette, or Coca-Cola makes us think that the secret to a successful brand is to invent a new product. And then Mercedes-Benz, Nike, or Pepsi makes us realize that you can build a successful brand around someone else’s invention.

			Brands such as Rolex, Kleenex, Wrigley’s, Colgate, Moët & Chandon, Hertz, and Bacardi make one product per brand! And then, there are brands such as Yamaha, Caterpillar, and Virgin, all of which produce widely different products.

			Ultimately, there are not enough examples available, not because they conform to a neat little set of laws that apply to all brands but because they follow their path confidently. Successful brands have a clear vision, but that vision is never the same.

			As Andy Warhol once said, this lack of universal conformity turns branding and the business it generates into a ‘fascinating kind of art’.

			

			Chapter 1 Introduction to Branding

			In a world where technology has given consumers more choices, branding has become more important than ever. A strong brand can help a company to stand out in a crowded marketplace and build customer loyalty. However, branding is not just about creating a logo or slogan. It’s about creating an emotional connection with customers that drives them to return. This chapter will explore why branding is so important and how you can create a strong brand for your business.

			1.1	What is branding?

			A brand is much more than a logo or a name. It’s the overall experience that customers have with your company, from their first interaction to their continued engagement. A strong brand will differentiate your company from others in your industry

			•Build trust with customers

			•Foster customer loyalty

			•Attract new customers

			•Inspire employees

			•Guide product development

			•Shape public perception. 

			Creating and maintaining a strong brand requires a strategic and ongoing commitment.

			1.2	The benefits of branding

			•Branding has many benefits, but some of the most important ones are that it can help build customer loyalty, make your business more recognizable, and give you a competitive edge.

			•Customer loyalty is one of the most important benefits of branding because it can help keep customers coming back. If they feel they have a personal connection to your brand, they’re more likely to stick with you, even if other options are available.

			•Recognizability is another important benefit of branding. If potential customers see your brand name and logo, they’re more likely to remember and think of it when they need the products or services you offer. This is especially important if you’re in a competitive market.

			•Finally, branding can give you a competitive edge. If your branding is strong and consistent, it will make you stand out from the crowd and give you an advantage over businesses that aren’t as strong of a brand.

			1.3	The process of branding

			

			A brand is more than just a logo or a name. It’s the sum of customers’ associations and perceptions about your company, product, or service. And those associations and perceptions can be positive or negative.

			That’s why branding is so important. A strong, positive brand can help you win new customers and keep existing ones loyal. It can make your company more valuable and help you charge more for your products or services. And it can make it easier to attract top talent to your organization.

			On the flip side, a weak or negative brand can do serious damage to your business. It can make it hard to win new customers and keep existing ones. It can make your company less valuable and make it harder to attract top talent.

			So how do you create a strong, positive brand? That’s what branding is all about. Branding creates associations and perceptions in customers’ minds that differentiate your company, product, or service from others in the market.

			There are many different elements of branding, but some of the most important include the following:

			-	Your name: What you call your company, product, or service will greatly impact how customers perceive it. Choose a name that’s easy to remember and evokes the right associations.

			-	Your logo: Your logo is one of the most visible expressions of your brand. Make sure it’s unique.

			1.4	Elements of branding

			There are many elements to branding, and each one is important in its own way. Here are some of the most important elements of branding:

			1. A strong name: A good brand name is short, easy to remember, and unique. It should be able to stand out in a crowd and be easily recognizable.

			2. A clear mission: Your brand should have a clear mission that sets it apart from other brands. This mission should be reflected in everything you do, from marketing to treating your customers.

			3. A recognizable logo: A strong logo is essential to any brand. It should be simple and easy to remember and reflect your brand’s overall look and feel.

			4. Consistent messaging: Every touchpoint with your customers should reinforce your brand message. This means using consistent language, tone, and visuals across all channels.

			5. A distinct visual style: Your brand’s visual style should be immediately apparent and reflect your brand’s overall personality. This includes everything from the colors you use to the fonts you choose.

			1.5	Branding case study

			A strong brand is one of the most important assets a company can have. It is an essential part of any business’s marketing strategy and can play a key role in helping a company to achieve its business objectives.

			A well-developed brand can create customer loyalty, differentiate a company’s products and services from its competitors, and help to build an emotional connection with customers.

			A brand is more than just a logo or a name; it is the sum of a company’s values, culture, and personality. It sets a company apart from its competitors and makes it recognizable and memorable in the minds of consumers.

			Developing a strong brand is an important investment for any business, big or small. Branding can be complex, but it is worth the effort to create a powerful brand that will be an asset for your company for many years.

			1.6	Branding as an identity 

			Branding is important for businesses for a number of reasons. It helps businesses to build trust with their customers, differentiates them from their competitors, and creates loyalty among customers. A strong brand can also increase the value of a business and make it more attractive to potential investors. Therefore, branding is an essential part of any business strategy and should be considered carefully by all businesses, large and small.

			This book will focus majorly on branding as an identity. The process of branding is, therefore, the process of creating and managing that identity. The brands included in this book have successfully managed this process the most.

			1.7	Summary

			We introduced the concept of branding in this chapter. We also discussed the benefits of branding, the process, and the elements of branding. Then we presented a branding case study for a smooth understanding of the topic. 

			1.8	Exercise

			

			 

			Q1.	What is branding?

			Q2.	What are the benefits of branding?

			Q3.	Describe the process of branding.

			Q4.	Name the elements of branding.
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			Chapter 2 Innovation brands

			We are in a new era where companies no longer compete on price or product features but on innovation. Companies must learn how to build innovative brands to succeed in this new environment.

			Innovative brands are brands that are built around a commitment to continuous innovation. They are not simply product brands but brands that stand for something larger.

			Building an innovative brand is not easy, but it is essential for companies that want to thrive in the new economy. This chapter will discuss what it took to build an innovative brand and how it got started.

			It takes a brave or foolish company to see the long view, as very few radically new products are an instant success. People appreciate innovations in hindsight, rarely as they happen. Success happens slowly, through word of mouth or media endorsement, but once the market has started to accept the idea, the innovator becomes the spokesperson for the category invented. 

			In some cases – such as Adidas and Xerox – the brand becomes so associated with its innovation that its name becomes synonymous with the product. In other cases – such as Sony – the brand is responsible for so many radically new types of products that the name is associated with innovation. Either way, there is no denying that innovation is a high-stakes game. Researching and promoting a new product costs a lot of money and can lead to spectacular failure. That said, when brand innovators make it, they make it big. After all, leading is easier if you’ve made the first few steps alone. 

			Innovation brands are those that challenge the status quo and create new categories. These brands are defined by their ability to see the world differently and to constantly push boundaries.

			Some of the most successful innovation brands have one thing in common: they all started with a mission to change the world. These companies didn’t set out to make a quick profit; they wanted to make a lasting impact.

			Innovation brands are built on bold ideas and a willingness to take risks. These brands are always looking for ways to improve and evolve. They are constantly pushed forward by a desire to be the best.

			2.1	Adidas

			All truly great brands are innovators, and Adidas is no exception. Adolph ‘Adi’ Dassler, the man originally behind the Adidas brand, is widely considered to be the founder of the modern sporting goods industry. Growing up in a Germany that had been economically devastated by World War I, he helped his family make house-slippers from left-over military bags when he was a teenager.1 

			But Dassler’s real love was a sport, particularly soccer, so in 1920 he started making sports shoes. He contacted various doctors, trainers, and sports coaches to gain their input and drew on his own athletic experience. From the start, his emphasis was on each shoe’s ‘performance’ for a particular sport, so he created different shoe types according to the activity – such as running, tennis, or soccer. 

			This well-researched approach quickly earned him an international reputation. Still, in his twenties, he was dubbed the ‘equipment manager of the world’. Adidas shoes were worn in the Olympics as early as 1928. Athletes loved them. Indeed, athletic performance seemed to improve visibly with the arrival of Adidas. When Jesse Owens dazzled the crowds (and dismayed a furious Hitler) by winning four gold medals in the 1936 Berlin Olympics, he wore Adidas running shoes. So was Armin Hary when he became the first athlete to run the 100-meter sprint in 10 seconds. 

			Dassler kept Adidas ahead through constant innovation and his determination to design shoes catering to each sport’s demands. Take soccer. Dassler realized that standard soccer boots weren’t sufficient if the pitch was damp. He, therefore, came up with the idea of studs that could be screwed into the base of each boot, ensuring greater control and accuracy for players. With these new boots, the German team sailed to victory in the 1954 World Cup. 

			As well as soccer studs, Dassler was also the first to develop spikes in running shoes to enhance the grip as athletes ran around the track. He also wanted to ensure his shoes were made with the best possible material for their specific use. So he conducted thousands of tests on any materials that could provide a possible benefit, including the skin of sharks and even kangaroos. His most successful experiment ended with the creation of nylon shoes. 

			Dassler wasn’t just a good innovator. He also had a brain for marketing. He knew that if Adidas had completely different shoes for different sports, there would have to be an element of unity. In 1949, he, therefore, came up with the idea of putting three stripes on the side of his shoes so everyone would be able to tell they were Adidas just by looking at them. It wasn’t until 1996 the three stripes became the Adidas corporate logo. Today, Dassler’s legacy lives on.2

			It still focuses on the sports performance aspect of its products (which now extend to all sportswear). However, it also acknowledges that its market has moved beyond athletes. Indeed, Adidas is now a fashion brand as much as a sports brand. Since 1986, when Run DMC’s hip-hop anthem ‘My Adidas’ became a massive worldwide hit, the brand has enjoyed a cool image. 3

			Today, Adidas is still embraced by the hip-hop community, with stars like Missy Elliott keeping it high in the fashion stakes. The challenge for Adidas has been balancing street credibility with sports performance. Rather than combine both, Adidas has set up different divisions – Sports Performance, Sport Heritage, and Sport Style.4

			The Sports Performance division focuses on functionality and innovation, as Adidas has always done. The Sport Heritage range of Adidas originals with an ‘old-school’ feel showcases the brand’s rich history (these are the ranges loved by the hip-hop community). Adidas Sport Style is aimed directly at the fashion-conscious consumer and is produced by fashion designer Yohji Yamamoto. The Sports Performance division is the bulk of Adidas’s market, representing 70 percent of overall sales. Sports Heritage is currently at around 25 percent and Sport Style at 5 percent. 

			In terms of marketing, Adidas still concentrates on the major sports events, being an official sponsor of the Soccer World Cup and sponsoring individual sports stars like David Beckham (an Adidas ‘spokesperson’ with a $161 million life-long contract)5 and US basketball star Tim Duncan. It is also looking for future stars through its various youth sports projects such as Adidas America’s ABCD camp, a basketball skills workshop for top high school athletes. This camp, which has helped teenagers Shaquille O’Neal and Patrick Ewing become sports icons, perfectly illustrates Adidas’s multifunctional approach to business.6 

			Firstly, there is great PR potential involved with such a project. Then there’s the sponsorship angle. The camp is a key part of Adidas’s strategy to attract top athletes for endorsement deals. It is also the perfect testing ground for new products, as the company can gauge the responses of future basketball stars. So this is Adidas: a brand looking forward and back. It is on the lookout for future trends and talent, never forgetting its history – even promoting its history through the Sport Heritage division. 

			2.1.1 How did the Brand Adidas     
          become successful?

			Adidas is one of the most iconic brands in the world. The company has been around for over 60 years and has become synonymous with sportswear. So how did Adidas become so successful?

			There are a few key factors that have contributed to Adidas’s success. First, the company has always been focused on innovation. Adidas was one of the first companies to introduce synthetic materials into its products and has continued to push the envelope regarding new technologies. Second, Adidas has always had a strong commitment to quality. The company had never compromised on the quality of its products, even when it meant charging more. And finally, Adidas has always been very good at marketing. As a result, the company has created some of the most iconic and memorable brands in history.

			All of these factors have helped Adidas become the successful brand that it is. Let us look at some other important factors as well. 

			Ups and downs

			With the company nearly 70 years old, Adidas is as robust and successful as ever. While competitors such as Nike and Under Armour struggled with sales losses in the traditionally competitive US sportswear market, Adidas achieved an annual sales increase of 31%, continued to secure market share at the expense of its competitors, and also exceeded analysts’ expectations in 2018. The company was mostly making losses in the 80s and 90s.

			How did they overcome this crisis? And how can we explain Adidas’ current success? 

			Until the 1960s, Adidas dominated the global sports shoe market with rival Puma (founded by Dassler’s brother Rudolf) until Nike arrived on the scene.

			In the 80s, the successful company finally got into trouble. After the passing of Adi Dassler and his son Rudolf, they tried constantly changing strategies, which did not, however, bring the desired success. Only during the late 90s and 00s did the brand find its way out of the crisis and back to its old strength and new markets—a relevant learning process for every business.

			Focusing on your strengths

			Adi Dassler was famous for tailoring his shoes to athletes’ needs and supporting their performance by taking notes on pages and producing the highest quality product possible. With his death, focus on this special way of working was lost. Adidas began to look at its competitors for inspiration rather than setting the tone itself.

			The result: uncertainty among employees and, ultimately, the customers. But former Nike managers rediscovered the company’s traditional strengths in the 1990s, putting them back at the center of the brand where they could once again serve as a beacon for employees and customers.

			The past as inspiration for the future

			Adidas now has its own History Management department, which maintains an archive and familiarizes newly hired managers with core company values. The marketing decision to recreate “historical” shoe models, made popular in the 70s and 80s by high-performance athletes, with modern, high-quality materials, proved especially successful. Legendary models such as the Gazelle, the Superstar, or the Stan Smith are not only popular with vintage enthusiasts but especially with Millennials and Generation Z. And even the frowned-upon “Adilette” is now a street fashion staple, fueled by influencers from fashion and pop culture.

			However, Adidas does not limit itself to the ongoing retro wave but regularly provides innovations. Performance, or competitive sports, remains at the company’s heart, but Adidas innovations are also very popular in the leisure sector (such as the new Boost running shoes).

			Keeping up with the customers

			Just like founder Adi Dassler, Adidas fully aligns its strategy with the needs of its customers, utilizing the full range of modern technology. According to Joseph Godsey, Global Head of Digital Brand Commerce at Adidas, Digital is one of the key strategic priorities for 2020:8

			“We want to create a customer experience that is high-quality, connected, and personalized.”

			Adidas relies heavily on data analytics to meet demand from its digitally-driven audience. They also developed a sales app that helps identify and respond to trends early so that, for example, collections are no longer designed consistently for one season. Now, new mid-season designs satisfy the hunger for variety and allow them to capitalize on short-term trends.

			Social interaction and open source

			Adidas relies heavily on social media and storytelling, constantly analyzing the reactions to its content. Classic media presence is cut back to meet their online clientele right where they are. The customers are front, left, and center of the corporate narrative – but also potential co-designers of Adidas collections. This is ensured by an open-source approach, in which the brand opens itself for input “from outside”. Customers, well-known designers, and famous athletes – all of them can have their say regarding the future of Adidas design while strengthening their bond with the brand.

			2.2	Sony

			

			Sony was founded in 1946 by Akio Morita and Masaru Ibuka. Originally, it was a radio repair firm, but by the 1950s, it produced its own Sony-branded products. Sony quickly developed a reputation in its native Japan for innovative products, such as the first effective transistor radio (1958) and the first all-transistor TV (1960).9 

			These innovations helped the firm expand throughout Asia and then to the United States and Europe. In 1961, it became the first Japanese company listed on Wall Street. Throughout the decades, Sony has led the way, producing one innovative product after another. In 1971, it created the world’s first color video recorder. A few years later, it created another revolutionary product: the Walkman.10 

			On its launch in 1979, few within the industry took the Walkman seriously. It was seen as a gimmick that would probably die an early death. In fact, it became the most popular consumer electronics product in history, leading to newer versions such as the CD Walkman and MiniDisc. Sony has achieved similar success in other areas with its TVs, videos, DVDs, hi-fis, and game consoles (the Sony Playstation). But, of course, being an innovator has its risks, and Sony has had one notable flop, having been the company behind the ill-fated video format Betamax. 

			However, Sony has been smart enough to realize that hardware is only one side of the consumer equation. In the book Cool Brand Leaders, Sony is singled out for its ability to see the larger picture: ‘[The] ability to identify and act on consumer and industry trends has served Sony well over the years. It was arguably the first global electronics corporation to recognize the importance of synergy – the interface between hardware and content.’ 

			In 1988, Sony bought CBS records and acquired Columbia Pictures Entertainment the following year.11 Sony Music Entertainment is now one of the largest players in the music industry, and Sony Pictures Entertainment has produced massive blockbusters such as the Charlie’s Angels franchise. Sony is, without a doubt, one of the world’s healthiest brands. Part of this health is what Akio Morita (who led the company until he resigned in 1993 after suffering a brain hemorrhage while playing tennis) referred to as the brand’s ‘pioneer spirit.12 The other part is due to successful marketing. Sony’s marketing philosophy is very different from that of many other companies, especially in the West, as the secrets of its success reveal.

			2.2.1 How did the Brand Sony become successful?

			The name ‘Sony’ was meant to represent the sound of a sound being made. When Masaru Ibuka and Akio Morita started their company, they had no money, so they used their credit cards to buy parts. They chose these cards because they had enough money to pay out but not enough to make them suspicious. This allowed them to buy the parts they needed to start their business. To make sure people knew what he meant by ‘Sony,’ Ibuka chose ‘sonic’ to be the basis of his logo- which is why his logo has two circles with slashes representing sound waves.

			Sony’s first product was a battery-operated recorder that cost less than US$15. Unfortunately, due to their low budget, the recorder had very poor audio quality. However, people still found it useful, so Sony released more models with improved audio qualities. Eventually, people started buying Sony products because they were cheaper and better than what other companies were offering. By producing quality products for reasonable prices, Sony became one of Japan’s top electronics companies.

			Quality and Brand are synonymous 

			From the beginning, Sony was determined not to produce discount products but rather high-priced, high-quality items. So, for example, the first transistor radio sold for $29.98 when television didn’t cost much more and new cars sold for less than $1,000.

			One reason Sony found success in America first and made such a mark in the global market is that they were shut out of Japanese markets by Matsushita, which dominates the domestic Japanese electronics market and its distributors.

			Sony took off in the 1970s and 1980s with the sales of sleek, modern-looking televisions, Walkmans, compact disc players, VCRs, and other popular electronic devices. Sony, like other companies, helped erase the notion that Japan made inferior products.

			Sony’s research laboratories employed 1,000 engineers whose goal was to make products people didn’t know they needed. Morita once said, “We plan to lead the public with new products rather than ask them what kind of products they want.” Among the things it came up with was the CD, which it invented with Phillips and launched in 1982.13

			In 1961, Sony had 3,703 employees and $51.6 million in sales. In 1966, it had 6,061 employees and $130.4 million in sales. In 1971, Sony had grown to 10,003 employees and $544.7 million in sales. By 1991, it was a global giant with 19,811 employees and $27.96 billion in sales. In 1999, Sony had worldwide sales of $57 billion and a profit of $1.2 billion.14

			Keeping a step ahead of future trends 

			

			Sony is a multinational company that designs, produces, and sells electronic products. The company was founded in 1946 by Akio Morita and Masaru Ibuka. The company’s first product was a copy reader, invented to allow people to read copy faster. Sony became one of the world’s largest corporations by creating electronic products and services.15

			In the late 1960s and early 1970s, Sony innovated several products, including the cassette tape, portable stereo, and the first Walkman. These innovations made Sony a successful company and earned them royalties worldwide. Thanks to these creations, Sony has become one of the most valuable brands in the world.

			Focus on Long-term success

			Long-term success is essential for any business. Over time, companies must keep their customers happy with quality products and services. By doing so, they can grow their company and create jobs. Sony is a perfect example of how success can be achieved through innovation and long-term strategy.

			At first, Sony created only electronic products for entertainment- such as radios and TVs- but later expanded to computer systems with an IBM PC. Finally, in 1969, Sony created its first personal computer.16 This was an important step for Sony, allowing them to compete with other companies and create new products. Over time, this decision led to many new products that kept Sony successful in both business and consumer markets.

			Despite many obstacles, Sony became a global brand thanks to its innovative creations and long-term strategy. Every product they launched became a hit with consumers thanks to the company’s dedication to creating quality electronics. Essentially, Sony showed the world that innovation is necessary for any business to succeed.

			2.3	Xerox

			In branding, there are no success stories or failure stories. Usually, successes and failures coexist within the same brand, and Xerox is no exception. When Xerox – a name associated with paper copiers – decided to launch IBM-style office data systems, it ended up with one of the largest brand failures of all time, at least in financial terms. Another disaster was the Telecopier, the company’s early version of a fax machine.17 However, the reason these ventures failed is exactly the same reason why Xerox is a success. 

			Xerox is associated with one category, the category it invented – paper copiers. The Xerox brand first became massive in 1959 with the launch of the Xerox 914, the world’s first automatic plain-paper copier. Fortune magazine two years later called this machine ‘the most successful product ever marketed in America’.18 

			From 1914 onwards, Xerox has been inextricably associated with copiers and has led the field with advanced and innovative products. Innovation is key to the company’s success and is exemplified by its emphasis on technological research. For instance, in 1970, it set up the Xerox Palo Alto Research Center, or Xerox PARC, as it has become known. 19

			However, the research center has been a mixed blessing regarding the Xerox brand. As well as producing undeniable advancements in copier technology, it was also behind Xerox data systems and the Telecopier. Xerox also has its own university – the Xerox Document University in Virginia. Of course, research is important to all technology brands, and nobody can accuse Xerox of falling short on these grounds. 

			What people have accused Xerox of is the wrong focus. ‘Xerox. . . lost focus on their base business,’ writes Jack Trout in his book Big Brands, Big Trouble (2001), ‘thus allowing competition to take away their most important customers.’ 

			‘When Xerox tried to put its powerful copier name on computers, the result was billions of dollars in losses,’ write Al and Laura Ries in The 22 Immutable Laws of Branding (1998). Xerox is singled out by such leading branding advocates because it spent a long length of its history trying to change its identity in people’s minds. 

			This ambition and its futility were evident in an advert for Xerox computer services, which said: ‘This is not about copiers.’ The fact that the word ‘copiers’ was included shows that Xerox acknowledged the problem it faced. Xerox was about one type of product, copiers. It was not, like IBM, about a broader concept such as computer technology. 

			As inventors of the copier category, it has been stuck with that single association. Xerox has been able to use that association and build a $20 billion empire on the back of it. And the Xerox name itself, rather than the research and new products, is the most powerful part of the brand. Now that it has decided to focus on what it does best rather than finance ambitious new directions, the brand will grow even more powerful. It is remarkable to think that the name could be even bigger if its ambition had been smaller.

			2.3.1 How did the Brand Xerox 
          become successful?

			

			Xerox is a brand that made itself a Cult brand [A person or thing that is popular or fashionable among a particular group or section of society] for copy machines. A brand with 113 years of history was not only a company that manufactures a photocopy machine but also much more. This company is one of the most innovative, idealistic & a company with many revolutionary products. This brand could change the world if it figured out what they are capable of. This company invented and created origins to a few of the most important technological advancements & these products became a part of our daily life. 

			Studying the success of Xerox; first-hand accounts, impact, and legacy here.

			Invest in Research

			Few of the most advanced and revolutionary products in the world came from one place, i.e., the Palo Alto research center; in 1970, under company president C. Peter McColough, Xerox corporation opened this research center20 to invent new technological origins, and a few of the most successful innovation was,

			Graphical User Interface [A interface that allows users to interact with electronic devices instead of text-based interference],

			Laser printer [Now became our household printer] &

			Ethernet [pre-version of the present Internet & now it’s called LAN].

			In 1973 Xerox PARC created a small minicomputer; this was truly the first personalized computer with LAN, Ethernet, and User interface, and the first ever computer with copy and paste options, a QWERTY type keyboard called Xerox ALTO. This was really ahead of its time. But, it was never commercially sold to the public. Finally, in 1981, Xerox started with more features with a mouse, and a proper keyboard came to the market. 

			Later in 1984, Apple bought rights for Graphic User Interface [GUI] and a mouse from Xerox Corporation for Apple Macintosh, and it was the first personal computer with the most simple format of use. Lots of 1980s media & Apple haters claim that Steve jobs stole valuable information from Xerox Research center and used it for their company.

			Quality products are important 

			Xerox introduced the Xerox 6500, its first color copier. The company later improved its quality design and realignment of its product line. Attempting to expand beyond copiers, in 1981, Xerox introduced a line of electronic memory typewriters. This Memory writer gained a 20% market share, mostly at the cost of IBM under the leadership of David T. Kearns. In 1994 the company introduced a corporate signature, “The Document Company”, above its main logo and introduced a red digital X. The digital X symbolizes the transition of documents between the paper and digital worlds.

			Think out of the box

			This humble legend marks the place and time of an auspicious event. It is the first text of the first Xerographic image ever fashioned. It was created in a makeshift laboratory in Queensland, NY., by a patent attorney called Chester Carlson, who believed that the world was ready to make easier and cheaper ways to make copies. Carlson was proved right only after a ten-year-long and failed search for a company that would develop his invention into a useful product. Finally, it was Haloid Company-a producer of photo paper in Rochester, NY, which took on the challenge and promise of xerography and thus became, in a breathtakingly short time, the giant multinational company, Xerox Corporation.

			First Mover

			A first mover is a service or product that gains a competitive advantage by being the first to market with a product or service. Being first typically enables a company to establish strong brand recognition and customer loyalty before competitors enter the arena.

			Xerox was the first in a new category when it launched its Xerox 914 copier. From 1914 onwards, Xerox has been inextricably associated with copiers and has led the field with advanced and innovative products. Innovation is key to the company’s success and is exemplified by its emphasis on technological research.

			2.4	How are Innovation brands 
	built?

			Every generation has a group of people who are responsible for many new ideas and inventions. People often call these people innovators. They’re willing to take risks and make changes to help mankind. Many of the world’s greatest innovations have come from the minds of famous innovators, including Thomas Edison, Alexander Graham Bell, and Steve Jobs. Innovation is essential to our daily lives and often comes from famous innovators.

			Innovation can improve everyday life. For example, many medical advances have come from innovative medical scientists. Innovations include the polio vaccine, oral contraceptives, antibiotics, and blood transfusions. Innovative doctors have also discovered and treated diseases like tuberculosis, syphilis, and measles. Overall, innovation has a lot of positive effects on mankind. People are much better off with access to new inventions and ideas.

			Innovators are willing to take risks to make new things. For example, many tech companies start by working on prototypes with their team members. These prototypes are used to make new things; this is how new products get made. For example, the iPhone started as a prototype made by Apple employees, with Steve Jobs as the leader. That way, Apple could launch successful products while sharing ideas with the employees. This is an important part of modern life; without risky innovation, mankind would lack many of its greatest inventions.

			People are inspired by new ideas and inventions. Many people learn their hobby or profession from watching others. For example, musicians learn from listening to other people’s songs, and artists learn from other artists. This process inspires people to become creators and makes them willing to take risks in life. The act of creation inspires others to create; without it, we’d have no new ideas or inventions.

			Innovation is essential to mankind’s development- it leads to many great inventions and ideas that change the world. Many famous innovators have been responsible for many groundbreaking inventions throughout history. People are much better off thanks to innovative thinking! Plus, popular innovations inspire others to take risks and create new things for us to enjoy. Truly innovative thinking has a massive effect on mankind!

			2.5 Summary

			We talked about the concept of Innovation brands in this chapter. Innovative brands are brands that are built around a commitment to continuous innovation. They are not simply product brands but brands that stand for something larger.

			Three of the most prominent household name brands are discussed in detail.

			First is Adidas. Adidas became successful by focusing on innovation and creating a strong brand. Second is Sony. Sony became successful by producing quality products for a reasonable price. Third is Xerox. Xerox is a company with a long history of making photocopy machines. They have had many revolutionary products and the potential to change the world.

			Finally, we discussed how Innovation brands are built.

			2.6 Exercise 

			Q1.	What are Innovation brands?

			Q2.	How did the Brand Adidas become successful?

			Q3.	How did the Brand Sony become successful?

			Q4.	How did the Brand Xerox become successful?

			Q5.	Why is Adidas called a performance brand?

			Q6.	Why is Sony called the pioneer brand?

			Q7.	Why is Xerox called the research brand?

			Q8.	How are Innovation brands built?
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			Chapter 3 Pioneer Brands

			Pioneer is a brand of food, clothing, and home products. It’s a well-known brand used worldwide by families and individuals alike. The company is well known for its practical products that have become essential to daily life. Pioneers show the way for others to follow in creating useful products that have a lasting impact on society.

			Pioneers are important because they showed the way for others to follow. Many companies base their entire business model on the work done by the original pioneers. They pay homage to their predecessors by copying their products and selling them at a higher price. This preserves the history of their early work and allows others to learn from it. In addition, the ideas and work done by the first pioneers are passed down through generations of businesses and consumers. This allows for an endless supply of useful products and materials for everyone.

			Anyone can learn from the ideas and work done by the first pioneers. Each pioneer has contributed to the creation of new brands and businesses. Many new products are inspired by the ideas and work done by the original pioneers. These include smartphones, social media, online shopping, etc. People can learn from the successes and failures of previous pioneers as they create new things to fill their lives. Many have successfully copied the ideas and work of early pioneers- but only with great success.

			Companies inspired by the first pioneers have been very successful. Companies that base their business model on that of pioneers tend to be very successful in their field. They tend to be more innovative due to having fewer obstacles in their way. Consumers will buy from them more readily due to having found something that appeals to them personally. There’s nothing wrong with copying from work done by early pioneers- as long as you understand what led those pioneers to make your successful business model possible in the first place!

			Pioneers are important because they demonstrate what people can accomplish when working together towards a common goal. Anyone can learn from their ideas and work due to passing down pioneer work through generations of consumers, businessmen, and creatives. With time, many companies inspired by the original pioneers will succeed in creating useful new products and materials for mankind.

			The start of the 20th century was a period of radical change. New theories and inventions were exploding the old world order. In 1901, the first wireless broadcast took place. In 1903, the Wright brothers flew their airplane. Plastic was introduced in 1907. The major inventions of the late 1800s, such as the car and the telephone, were now appearing everywhere.
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