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Beauty Business, Brand Impact
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Although branding for and through digital media has become technically
simple to do using modern tools, unless you have a firm grasp of the art of
branding, you can unwittingly damage your brand very quickly.

IMPACT POINTS |

m From a branding perspective, the
quality of messaging in the age
of the Internet has decreased and
communications have become
more cluttered than ever,

m Onee the fast-paced Web
audience determines a brand
communication through social
media is salesy or boring, it wil

inevitably and quickly lose interest.

m Social media has affected
consumers’ interaction with the
brand—demonstrated through
both purchasing and feedback
to the brand direction in general.

m [ the Web world, statistics and
trends are always changing, so |t
is critical to revisit consumer and
brand research frequently.

s a designer trained before the
computer and Internet were
unavoidable, I have seen the
evolution in how technology
affects branding first-hand.
Depending on how you look at it, both

the good and the bad are this: technology
has empowered the individual. Before the
technology we take for granted, people had
to hire a professional photographer just to
take their family portrait. Copy had to be
hand set by a professional typesetter before
a simple poster or flyer could be printed.
Publishing an article was impossible unless
you were a trained reporter who was vetted
by a newspaper editor. But with the rapid rate
of technological advancement, all this has
changed. The Web has bred a do-it-yourself
culture, which is incredibly empowering
for the individual or the small-business
owner but can also be very dangerous.
With the advent of the personal computer
and Internet, from a branding perspective,
the quality of messaging has decreased

and communications have become more
cluttered than ever. This idea is now being
further amplified by the recent boom in the
popularity of social and digital media.

But it’s not all bad news. Most
companies, especially larger ones where
the stakes are high, see the value in
treating digital media with the same care
as traditional media—and there is a lot
of creativity and innovation in this area.
Large companies are either hiring creative
agencies with expertise in the area or
are establishing in-house departments
with social media ambassadors. With
the help of agencies, companies are now
even launching campaigns exclusively on
social media—note Burger King’s “kill a
friend” campaign on Facebook or Kraft’s
use of Twitter in the launch of DiGiorno
Flatbread Pizza. But the reason these
campaigns have been successful is not just
because they are simply on these popular
portals—it is how brands are using and
executing the campaigns.

The Dangers of Do-it-yourself
Branding
Through technology, individuals have

become empowered to be their own
photographer, designer, printer, real estate
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