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Brand style, simply explained, is the style a company uses 
to distinguish itself from others in the market. To achieve 
a consistent brand style it is imperative to pay serious 
attention to the way you design your company’s visual 
elements. With a good brand guideline, you will be able to 
design your company’s visual elements in a way that current 
and prospective customers will proactively interact with 
them. 

Highlighted below are some essential visuals companies 
use to build a style that is memorable and formidable:

• Logo: Your logo must be distinct and differentiable 
from other companies’ or businesses’ logos. The 
easiest way to engrave your corporate identity on 
your customers is to design a logo they can easily 
relate to and be willing or happy to associate with. 
Two great attributes of a logo are that it must be 
understandable and beautifully crafted. If your logo 
is not attractive enough to your customers, chances 
are that they may not like your products/services. 
Basic brand guidelines suggest that your logo should 
be visible, simple, relevant, timeless, and versatile.
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• Fonts: It may sound strange, but it is quite true: There 
are a great deal of customers who are attracted to 
some brands based on the fonts they used on all their 
documents, signs, and visuals that are associated 
with the company. In a recent researched conducted 
by MIT Psychologist, Kevin Larson and Sofie Beier, 
it was revealed that readers are more attracted to 
typefaces that they can easily read and understood. 
In other words, better comprehension leads to good 
perception of what the mission message the company 
may be sending out to customers. It is possible to 
deduce from the outcome of the above-mentioned 
research that if your company’s documents and 
visuals have awkward fonts that readers (consumers 
and associates) could not easily decipher, they may be 
discouraged from become loyal users or supporters of 
your brand. To project a strong brand, everything must 
be done according to great visual identity standards. 

• Colours: The specific colours chosen by brands can 
affect the way current or prospective customers relate 
with them. There is a certain psychology attached to 
the way individuals interpret the effects of colours. 
While some people may show certain preference 
to blue, others may like brands that have red, white, 
or black in their visuals. Take for example, why do 
eateries or restaurants have “red” in their signs, logos, 
or interior decorations? It is designed in accordance 
with the marketing psychology that red colour “makes 
you hungry”! Next time you visit a McDonald’s, check 
out the red chili sauce, tomato paste and, of course, 
the redness in their sign.
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• Buttons: When interacting with companies’ or 
businesses’ websites, users (current or prospective 
customers) feel happy if the buttons on the websites 
are sleek, easy-to-use, and understandable. In rare 
cases, a customer may choose to navigate a website 
even when the meaning of a button is not readily 
cleared to him/her. Therefore, it is essential that 
brands utilize buttons that send the right message to 
their customers to increase website navigating rate. 

• Icons: In the same way, efforts should be made to 
pick the right and applicable icons that can vividly tell 
the brand’s story. A website user may be confused if 
wrong icons are used on it; the rule of the thumb is to 
work with expert web designers who could perfectly 
assign the right icons for whatever message or 
information that the brand is planning to pass across 
to both current and future customers.
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It is reported that an average company spends between 
$75,000 and $150,000 annually on branding. This is a 
significant budget that worth paying serious attention to. 
What every business entity requires is to brand itself in a 
way that consumers can, in a moment, quickly differentiate 
it from the others in the same industry or market.  
A lot of sensitive and important processes would go into 
this huge branding procedure. This is why having a style 
guide makes some sense. A cross-sectional analysis of 
some prominent brands from different industries reveal 
their magic wands with which they are making their brands 
irresistible to current and prospective customers. 

If you are serious about getting the best corporate brand 
identity for your company, explore using some or all of the 
branding strategies described below:

  BEST CORPORATE BRAND IDENTITY

• Brand colour examples: Some of the brand colour 
examples that elicit significant reactions from 
consumers include pink, which symbolizes love and 
compassion. Orange exudes warmth and emotion. 
Red is the colour of passion and energy. Blue is the 
calming or relaxing colour of trust and loyalty, while 
green symbolizes harmony and health. The rule of the 
thumb here is that you should weave your corporate 
mission into the colour of your brand. Are you selling 
products/services that girls and women will like, you 
may opt for the pink colour. Are you promoting healthy 
lifestyle and selling organic products? You should 
consider selecting green as your brand colour.
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• Brand communication guidelines: In general, brand 
communication is a combination of processes 
adopted by a brand to communicate with its 
customers. Brand communication can take place 
through advertising, social media, and reviews. 
The most sensitive aspect of this concept is 
that brand communication occurs whenever a 
customer interacts with a brand, whether by seeing 
its logo or subscribing to its newsletter. Every 
company that wants to remain visible and relevant 
needs some effective brand communication 
guidelines, comprising useful information about 
how the brand can identify or know its audience 
or the demographics interested in its products, 
craft sensible and right message that will make 
such audience to act, and then describe, in 
detail, the right channels to use in spreading the 
message. Getting your brand communication 
right requires dedication and perseverance. 
 

• Identity design inspiration: It is possible to get your 
company’s identity design inspiration from various 
sources. Until now, most of the designs we have in our 
world are obtained from the nature and the creatures 
that live in it. For instance, Twitter represents a chatty 
bird that can release sounds in nanoseconds; Puma, 
the athletics shoes company adopts the Puma—the 
animal that is known for its strength and speed. How 
about Ferrari, using a horse that gallops leisurely 
through the forest? Nowadays, there are tons of 
inspirations online that companies could use to 
customize their visuals. It is advisable that your final 
selection should be able to stand the test of time. 
We all understand that birds, pumas, and horses are 
here to stay forever. So, if your brand is carrying an 
image of a dinosaur, you have got a lot of advertising 
to do to convince consumers to love your products. 
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• Luxury brand guideline: One of the best approaches 
of achieving best corporate brand identity is to think 
of your business like a luxury brand, even though it 
is not. Why do luxury brands have long-time, loyal 
customers who are willing to spend so much money to 
buy their products or utilize their services? The answer 
to this important question is not far-fetched. Luxury 
brands win the hearts of the customers by offering 
emotional experiences that are aligned exactly with 
what their customers are looking. Take for instance, 
a luxury brand like Versace remains popular in the 
luxury fashion industry because the company sells the 
following values to its customers worldwide:
I. Glamour: Most Versace customers admire the 

glamourous and quintessential appearance 
they get when they put on Versace clothes. In 
fanciful parties and get-together, they don’t 
necessary to explain themselves to anyone 
that they belong to the high-class individuals. 
Everyone knows it costs fortune to own a 
wardrobe full of Versace clothes and shoes! 

II. Innovation: Versace also sells innovation to its 
customers. Over the years, the company has 
innovated its products by offering modern-
styled clothes that its customers are dying for. 

III. Comfort: The essence of buying a luxury product 
is the ultra-comfort feeling it provides. If wearing 
Versace does not give its customers a comfortable 
feeling and, they won’t be spending a lot to acquire 
its clothes, shoes, and other accessories.
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In this light, any company that wants its brand to be 
as successful as Versace’s must adopt a luxury brand 
guideline that will outline every necessary step it needs to 
take in winning consumers’ hearts and turning them into 
loyal customers. This is a long-time process and should 
not be done shoddily. It doesn’t matter how much dollars 
are spent on trying to incorporate a new brand style into 
your business, if your current and future customers don’t 
see their needs being met in your re-branding efforts it 
may fail woefully.

Every company should regularly work on their brand style 
and update it as necessary. The marketplace is dynamic, 
and only businesses that are up to the challenge will be 
able to hold their customers for a very long time. Versace 
of today is definitely more modern and innovative than 
Versace of 1978. Even the fashion styles that dominated 
Milan, Italy in 1978 have all faded away!

CONCLUSION


