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Headoom.

Right Between Your Ears

SHURE ONLY
SRH 1540 $499|
Shure’s best closed back yet!

Super lightweight with plush pads

IN STOCK
Amazing build quality and fantastic sound! HOP NOW
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[ Comfortable Environment ]

° ®
Caffe N Book Shop Cafe
eg East West of Seattle
Starbucks
L
Limited
Choice
Pret a Manger
L
McDonald
L

[ Fast Delivery Enu’lrnnment]
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Emotions are the most important. The Audience
|dentifies with the Brand.

The Brand is a "Landsman".
Words, Shapes, Colors, Sounds have LAYERS of

meaning, feelings, emotions.
A branding expert uses them all to Deliver the Message

to



Rules for Design / Planning:
Work step by step, "Rishon Rishon, Acharon Acharon."

If you try to do 2 steps at a time, you fall over on your face.
Work from the perspective of the Audience, guard against
YOUR emotions.

If there is a problem, define it. Usually it is a "false" limitation
that is just in your head.

There are 2 steps: creating lots of new ideas, this is the
CREATIVE phase.

No criticism is allowed in this phase. All is welcome, all ideas
applauded, keep them flowing.

The Submarine exercise....



Once the list of ideas is there, we chew them over, gut feel,
bring out associations,
Expose them to others, get their gut feel, do not argue, just
learn from them.
Immerse yourself in the names, then take a break, sleep over
it, and then come back.
When the RIGHT name comes — you will recognize it. There is
no question. It clicks.
Ya'gaata Umaza'ata — Ta'amin.
There are three main skills in this work: WordSmithing /
CopyWriter, Graphic Artist, and
The Strategic planner / Researcher.
Do not let the Artist run the show. Let the Copy writer do it.
Do Market Research.



THE NAME (based on Who we are, Who the Audience is..)
Alliteration is good, easy to remember. "Charley's Choice",
"the Purple Pear"

Say it many times. Names that are hard to stay, that get stuck,
are not remembered well.

Initials and names with no (or unknown) meaning are
expensive. They have to be explained.

"PPG..., MMM, Komatsu "

Here is a space to write it out ........



eTHE LOGO
Is Graphic that represents
the Brand. Its coat of arms.

(1)




e THE Presenter




THE PRESENTOR

Is a mythical person who the audience can relate
to, who presents the brand.

Kellogg's Tiger for Frosted Corn Flakes

The Lizard for GEICO insurance, Maytag
Repairman

GEICO.

geico.com

3



The Place
The place expand the character of the e
presenter andfit in with him, the brand

. Geico \
Gecko
Enmmermals" \\d‘ >
L



THE SLOGAN (tag line, motto....)

Is a short saying or sentence that expands
and comments on the meanings and
feeling created by

the NAME,

LOGO,

PRESENTOR, &

PLACE



USA — In God We Trust

Maytag — Our repairmen are the loneliest
guys in town.

Walmart — WE SELL FOR LESS

Nike — Just do it

Kellog's — Breakfast of Champions

Coca Cola —It’s the real thing

United — Fly the friendly skys
Microsoft — Your Potential. Our Passion



This Volkswagen misted the boak

The chrome strip on the glove compartment
is blemished ond must be reploced. Chonces
ara you woukdn't have noliced it; Inspector
Kurt Kroner did.

There ore 3,359 men ot our Wielisburg fac.
tory with only one job: to inspect Volkswagens
al sach stage of production, 13000 Volkewagens
are produced doily; there ore more inspectors

Lemon.

thon cars)

Evary shock obsorber is tested [spot check-
ing won't dol, every windshield is scanned.
Y'Ws hove been rejected for surfoce scrotches
barely visible 10 the eye.

Final inspection is reclly somethingl VW
inspectors run each cor off the line onto the
Funktionspriifstond lcor test stond), tote up 189
check points, gun ohecd 1o the cutomotic

© v sy

broke stond, ond soy “no" to ane YW out of
fifry.

This preaccupofion with detail means the
YW losts longer ond requires less mointe.
nence, by ond lorge, than other cors. {0 also

means a vied VW deprociotes
less than any other carl

‘We pluck the lemons; you get
the plums.

Think smaill.
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Biggest Brooklyn Hamantaschen Given To Hatzolah By
Schreibers Bakery

w”mﬂ = | e

%@w ; s ll

MISHLOACH
MANO]

' = ot

Brooklyn: Schreber’s Bakery a Jewish bakery chain presented a 2 foot long (24" by 187)
Hamantashchen to the paramedics and staff of the Brooklyn Hatzolah on Ralph Awvenue and

PUBLIC INFORMATION

MOBILE APPS ~ ABOUT  CONTACT US

NYC NOW .

® Bronx: 752 Eltnl‘/;'f e
chest, Victim is
being establishe

® Bronx: Prospect
stabbed, Being 1
condition, 6 perp, .
established. abo

10 ADVE
Ch

OUR S5PO

79
‘1 .“g Your #1 Online Source

For All Your

Jewish & Kosher
Videos!




BUSINESS IS A TEAM SPORT
AND PROFITS ARE THE SCORE

BUSINESS BUILDING LECTURE SERIES
4 LECTURES ON PROFIT ENGINEERING

BY AVNER COSTEFF
VETERAN BUSINESS CONSULTANT
CONSULTED TO 100'S OF BUSINESSES NATIONWIDE,

* WHAT ACTUALLY IS YOUR BUSINESS? - 'Mi Atta?'
Brand your business to attract the Right Customer

Tues. Feb 25, 8:00pm

* ARE WE MAKING MONEY ? - 'Din Ve'cheshbon'
Use business numbers to Engineer Profits
Wed. Feb 26, 8:00pm

* ARE YOU WORKING SMART? - 'Ha'ovdim Atzelim'
Use Metrics & Teams for continuous improvement
Tues. Mar 4, 8:00pm

« BUSINESS STRATEGY AND THE JEWISH MIND -
'Hadavar Hagadol'

Are you riding the bicycle? Or pushing it?

Wed. Mar 5, 8:00pm

$80 for the series, $25 per lecture.
includes Q&A, refreshments

All lectures at 1072 Madison Ave Lakewood, NJ.
Space is limited, RSVP to ensure seating: (732) 410.2460

Business Consulting LLC
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