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Online Branding
How Brands Behave Online
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What is a Brand?

• A set of associations in the mind of the 
audience

• What do you want the brand to stand for?
• What do you want the brand to achieve? 
• All dimensions of the core identity should 

reflect the strategy and values of the 
organization
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Brand Building 
Programs

• The key to a strong brand is brilliant 
execution

• Provide relationship-building experiences
• Articulate the emotional and self-expressive 

benefits of the brand
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Branding Practices

• Based on core attributes
• Uses a consistent visual vocabulary

– Establish personality
– Builds recognition/awareness 
– Influences perceived quality and associations
– Influences organizational associations 

• Messaging sets expectations—“brand promise”
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Online Branding

• Opportunity to maintain/extend/create a brand
• Based on the core attributes as in traditional brand 

building channels
• Unique attribute of the internet among other mass 

communication tools: INTERACTIVITY 
• INTERACTIVE experience builds relationship
• Establish and follow a Brand-Customer 

Relationship model: a consistent experience with 
the brand across all touch points
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Brand Journey

• The brand journey
– Attraction: you only have seconds to attract
– Entrance: opportunity to personalize the users entrance 

to the site
– Experience: critical to user’s stay and to repeat visits
– Exit: even upon exit, you can offer some kind of brand 

contact
– Extensions: products and services associated with the 

brand
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Online Brand Journey

• Attraction:
– Advertise in other channels
– Email campaigns 
– Web-only offers to drive traffic
– Traditional channels (e.g. advertsing, direct mail, etc.)
– Creative ads and sponsorships can drive traffic, form 

associations  
– Market your e-business program to trade partners, even 

train them on the services available
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Online Brand Journey

• Entrance
– Avoid gratuitous graphics or pages (i.e. splash pages) 

unless appropriate for the brand 
– Offer substantive content on every page, including home
– Home page should tell you:

1. Who you are
2. What you can do on the web site

– Capture user data and use that to personalize the next 
visit to the home page

– Hire a professional information architect to organize the 
content on your site. 
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Online Brand Journey

• User Experience (UX)
– Build a user-centric site—talk to your users!
– How do they interact with the organization?
– Offer Value-added content

• Helps customers get the information they seek
• Helps establish the desired associations
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Online Brand Journey

• Designing the UX
– Use intuitive global navigation
– Use page title (the user is always lost)
– Consider using a “bread crumb trail”
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Online Brand Journey

• Develop a Content strategy: 
– Document what the site should help achieve
– Determine what you want to communicate
– Desired action (purchase, member registration)
– Determine what kind of content meets the goal
– Filter these against the users’ stated needs
– Content MUST be useful and relevant
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Online Brand Journey

• Exit
– Give them a reason to return
– Messages as simple as “thanks”
– An offer good on their next visit/purchase (e.g. 

get a friend to join, get a discount on next…)
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Online Brand Journey

• Extensions
– Sponsorships and Affiliations: drive traffic
– Reinforce associations (reinforce brand)
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User Testing

• Test Early and Often—user testing is critical
– Test a paper prototype for navigational issues (pre GUI 

design)
– Test a working prototype, 3-5 users (captures most 

issues
– Functional test
– Brand assessment

• Consider your launch strategy 
– If you build it, they may come
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Measure Success

• Establish measures of success
– Establish a baseline prior to launch so you have 

something to measure against
– Active solicitation and maintenance of a 

dialogue with customers ensures that the brand 
evolves and anticipates customers’ needs.


