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Introduction

Product design and branding are two activities that arose with the Industrial
Revolution. Moving into a knowledge economy, both activities have become
increasingly sophisticated, and are adding more value to products. However,
product design and branding have also been recognised as two tools that,
when misused, can create a fragmented and weaker appeal for the company or
its output. This is a particular risk when brand strategists try to adapt existing
products to new ideas about the brand. An example of this would be a brand
strategist who defines a new brand personality without understanding the
feelings and use that consumers have connected to the product. If the product is
well established and closely tied to the brand, and the change is made without
an understanding of what the product is about or why consumers liked it in
the first place, the brand strategist is risking the very foundations of the brand.
At the same time the risk is just as great if designers suggest a new style based
on their own preferences in a way that disregards the heritage and context of
the brand.

The misuse of design and branding must be seen in parallel with the
argument put forward by the brand theorist Michael Beverland that brands
like Apple and Harley-Davidson have an enormous appeal because they
appear ‘less interested’ in marketing than others, while other companies have
in contrast ‘invested enormous sums into marketing and design’ and still lost
public appeal (Beverland 2009: 1). Still, looking at Apple and Harley-Davidson,
it is evident that they are devoting considerable amounts of money to both
branding and design. Their appearance, however, feels less ‘added” and more
coherent with their reason for being. The perspective of this book is that both
design and branding should be embedded in what the company is doing. Most
importantly, this integrated perspective needs to be driven by values and a
reason for being rather than creating a superficial position in the market that
the company can defend. In the branding activity, the product design can serve
as an interactive dialogue, where past meets the future of what the brand means
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for consumers. This book will examine how the product can fulfil an important
role in building the brand — and in particular how the product design process
can contribute to building meaningful and relevant brands.

Change of Mindset

Being involved in meaningful activities and a company that is driven by values
is more important than ever before. In part this is because the development
of our societies has allowed us to be discerning and discard ‘less meaningful’
activities. Another factor is that there has been a fundamental change in how
people see companies’ roles in society, and perhaps how companies define
their own roles.

For decades Milton Friedman’s (1970) position that the only social
responsibility a company has is to make a profit has had an influence on
companies. However, a much-praised article by Harvard University researchers
Michael E. Porter and Mark R. Kramer in the Harvard Business Review (2006)
suggested that this was about to change. The focus on monetary profit has led to
an emphasis on short-term gain to the detriment of wider society. The article by
Porter and Kramer introduced the concept of ‘creating shared value’ (see Porter
and Kramer 2006; Porter and Kramer 2011). In short, this concept suggests that
the company will enhance its competitive advantage while ‘simultaneously
advancing the economic and social conditions in the community between
societal and economic progress’ (Porter and Kramer 2011). This is relevant to
the discussion of design and branding presented in this book, as Porter and
Kramer’s perspective enforces a focus on values that lie beyond financial profit.
This is a long-term perspective where the company is driven by social and
economic values, and is in dynamic interplay with society.

The redefinition of companies’ role in society will lead to companies being
increasingly engaged in meaningful activities. This is a timely perspective,
as present and future employees will tend to seek companies that offer them
meaningful tasks. The American sociologist and economist Richard Florida
pointed to the ‘rise of the creative class’ in a widely read book that came out
in 2002. The creative class is a group of people where the job is important, but
only if it is a meaningful activity. Members of this class are educated and share
a common set of values, such as creativity, individuality, merit and difference.
The people in this class do not see themselves as a class — it is the shared
mentality that makes them a coherent group. The mentality that drives their



