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Brand recognition is an important factor for many businesses - both large and small. The term 'brand' refers to the means by which a business creates an identity for itself and highlights the way in which it differs from its rivals. Branding creates an association in the mind of the consumer and this can make a difference when the consumer is contemplating making a purchase. This is highlighted by the principle of market positioning where the business looks to create an identity or association in the minds of its target consumers in relation to that of its competitors. It is important, especially in a highly competitive market, that a brand has market presence - the degree to which a consumer considers a particular product in a purchasing decision.

This can be seen in the example of mobile phone network providers. The main choices are likely to be T-Mobile, O2, Vodafone and Orange. It is not just a case of having the lowest prices or even the best service although these will, of course, be important in the decision made by the consumer. Network providers will know that many people will not carry out a full review of different pricing structures across all the providers and so there will be other, less tangible things, which will influence their decision. These could be the extent to which the consumer recognises colours, images, logos, strap lines and other marketing messages, such as who the brand is associated with, that the company will have given out. 

These types of things will all be wrapped up with the brand and so finding ways of maximising branding and brand recognition is very important. For the past three years brand consultancy and market research firm, Millward Brown, have published a ranking of the top 100 brands in the world called BrandZ. The company calculate the value of brands by taking a variety of aspects of the business and moulding them together. The study utilises financial data and primary research with consumers to help produce a measure of the value of the brand. The BrandZ study includes more than 50,000 brands and takes data from over 1 million consumers worldwide.

The number one brand this year is Google with a brand value of $86 billion. General Electric comes in second at $71.3 billion with Microsoft in third at $70.8 billion. There are interesting trends occurring in the top 100 also - companies from China are beginning to make a strong showing as are companies from the emerging economies like Russia. Apple has increased its brand value by 123% and makes it into the top ten at number 7.

The top UK company in the list is Vodafone with an estimated brand value of $36.9 billion, a rise of 75%. For Vodafone this is significant; if it means that consumers are more aware of their brand then this influences choices and makes it more likely that in choosing a network provider, Vodafone will be up there in the minds of consumers. Building this brand awareness costs money. Vodafone has spent huge sums on sponsorship being variously associated with Manchester United, the McLaren Mercedes Formula 1 team, the UEFA Champions League and the England cricket team. All these associations act as a drip feed constantly making sure that the logo and the name of the business are put in front of consumers at every opportunity. It will then be hoped that in making choices, Vodafone will immediately spring to mind and be a factor in making spending decisions. 
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