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Brand Bible is a comprehensive resource on brand design fundamentals. It looks
at the influences of modern design going back through time, delivering a short
anatomical overview and examines brand treatments and movements in design.
You'll learn the steps necessary to develop a successful brand system from
defining the brand attributes and assessing the competition, to working with
materials and vendors, and all the steps in between. The author, who is the
president of the design group at Sterling Brands, has overseen the
design/redesign of major brands including Pepsi, Burger King, Tropicana,
Kleenex, and many more.
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Editorial Review

Review

"A collaboration between the students and faculty of School of Visual Arts (SVA) in New York City, this
book, edited by Millman (chair, masters in branding program, SVA; Brand Thinking and Other Noble
Pursuits), investigates, first, how brands and branding became such an integral and ubiquitous aspect of
advertising and, second, how brands are crafted. Early chapters trace the origins of commercial art,
trademarks, and conspicuous consumption in Europe. Later chapters outline how branding has developed as
an extension of the U.S. marketing industry. There is discussion of Ivory Soap, Band-Aids, Lacoste
sportswear, MTV, Google, and Oprah, among many brands. The particular challenges of establishing a
completely new product or service are also addressed. The final chapters are made up of brief interviews
with brand consultants or managers about design. VERDICT: A well-researched and accessible how-to and
history. Besides attracting marketers and entrepreneurs, the book’s 300 illustrations (many ads and product
images) will also appeal to commercial artists and graphic designers." - Library Journal

About the Author
Normal0MicrosoftInternetExplorer4In addition to serving as the president of the design group at Sterling
Brands, Debbie Millman is the chair of the Masters Program in Branding at the School of Visual Arts, she is
the current national president of the AIGA, and she hosts "Design Matters with Debbie Millman," on
designobserver.com, a weekly radio show about design.

Excerpt. © Reprinted by permission. All rights reserved.

Starbucks

Changzhi Lee and Jeremy DiPaolo

In 1983, Howard Schultz went to Italy. What he saw there would change his career, his company, and the
way we think about consumption.

On March 30, 1971, three partners (two teachers and a writer) opened Starbucks Coffee and Tea in Seattle’s
Pike Place Market. Inspired by entrepreneur Alfred Peet—whose Peet’s Coffee & Tea had introduced
artisanal coffee to the United States in the late ’60s—the first Starbucks sold high-quality coffee beans and
high-end coffee-making equipment. Other than the occasional sampler, the early store didn’t feature the
beverages for which the company is now so renowned. By 1980, the company had four stores in Seattle, still
focused on selling gourmet coffee beans and their supporting accessories. The shift that would transform the
company came from Howard Schultz, who joined as director of marketing in 1982.

While in Milan for a housewares convention, Schultz was struck by the extraordinary environment of the
espresso bars that dotted the city. Not only did these bars serve excellent, robust coffee, but they were also
gathering places. People called each other by name.8 These spaces formed a big part of Italy’s societal glue.
Instantly recognizing an opportunity for Starbucks to capitalize on this model, Schultz sought to extract the
essence of Italian coffee culture—high-quality handcrafted drinks in a convivial setting—and import it to the



United States. However, it would take a falling out with the partners, the formation of his own company, and
the eventual acquisition of Starbucks, in 1987, to see his vision come to light. When Schultz finally became
CEO of Starbucks, he immediately set to work on implementing his entrepreneurial vision for the company’s
expansion and eventual dominance of the specialty coffee market. And selling great coffee was only part of
the equation.

Starbucks’ relevance as an iconic brand is evidenced by its ability to capture the spirit of Schultz’s beloved
Italian espresso bars and not simply offer a great product, but build a culture around the way people consume
it. The brand, in short, was establishing a platform for personalized experience.

Before Starbucks, aficionados had to rely on their relationship with a coffee vendor to ensure they would
receive their beverage “their way.” And still, enter any neighborhood coffeehouse, and the consumer’s cup is
at the relative mercy of the barista’s skill and interest level. Starbucks, through its rigid, systematized process
of drink making and its accompanying language—which has been parodied since its inception—allows
consumers to receive the same “iced triple grande two-pump vanilla nonfat latte” at any location, any time.

During the 1990s, the very moment Starbucks began its massive expansion into multiple U.S. markets,
Generation X, with its emphasis on individual values, found a particular resonance with the ability to
personalize (and identify with) a coffee concoction. The brand’s Seattle roots gave it a special kind of
authenticity, as the city would become a cultural beacon of music, fashion, and film during this time.

Offering customers a place to gather and share in the Starbucks experience was a key factor of the brand’s
significance and popularity in the marketplace. Schultz set out to create an environment that was a midpoint
between the workplace and home, a goal again informed by his experience in Milan. This “third place,” as he
would later articulate it, was to be that convivial gathering spot for people to use as they wished: reading,
chatting, or simply enjoying a moment over a frothy cappuccino. In those moments, consumers were taking
in the entire multisensory experience: the flavors of “their” beverage, the call and echo of drink names, the
punctuated hissing of the espresso machine and the rich aromas that followed, the mellow tunes, and the
variety of customers waiting their turn for the same experience. Starbucks was building a community all its
own, and the company did it on both sides of the counter.

Every employee of Starbucks is called a “partner,” even Howard Schultz. This corporate meta-tag very
simply illustrates the company’s commitment to an internal culture that fosters the wealth of the company
through collective achievement. Intensive training for all “partners” is met with competitive compensation
packages that include stock options and health benefits for part-time staff. This attitude toward employees
was almost unheard of at the time. But it allowed Starbucks to build a passionate culture of people who took
stake in the company’s success, whether they were company leaders or part-time baristas.

Schultz captured the essence of that first trip to Milan and built a place where people could share in it. That
first experience, which is now eloquently pruned and articulated as legend in Starbucks history, has gone
through many iterations as the company has evolved. That the essence of it is unmistakably brewed into
every cup, felt in every store, and understood through the appearance of the green-and-white Siren is
testament to the deep equity the brand carries across the countries where it has arrived. The Starbucks
phenomenon also speaks to the enormous potential for personal experience to shape our world.

Users Review

From reader reviews:



Bryan Perry:

What do you concerning book? It is not important with you? Or just adding material when you require
something to explain what your own problem? How about your free time? Or are you busy individual? If you
don't have spare time to perform others business, it is make one feel bored faster. And you have spare time?
What did you do? Everyone has many questions above. They must answer that question due to the fact just
their can do in which. It said that about book. Book is familiar in each person. Yes, it is right. Because start
from on pre-school until university need that Brand Bible: The Complete Guide to Building, Designing, and
Sustaining Brands to read.

Eileen Schmitt:

The event that you get from Brand Bible: The Complete Guide to Building, Designing, and Sustaining
Brands could be the more deep you excavating the information that hide inside the words the more you get
considering reading it. It doesn't mean that this book is hard to recognise but Brand Bible: The Complete
Guide to Building, Designing, and Sustaining Brands giving you excitement feeling of reading. The writer
conveys their point in a number of way that can be understood through anyone who read it because the
author of this e-book is well-known enough. This book also makes your own vocabulary increase well. It is
therefore easy to understand then can go along, both in printed or e-book style are available. We suggest you
for having that Brand Bible: The Complete Guide to Building, Designing, and Sustaining Brands instantly.

Martha Dixon:

The e-book untitled Brand Bible: The Complete Guide to Building, Designing, and Sustaining Brands is the
book that recommended to you to learn. You can see the quality of the publication content that will be shown
to you actually. The language that author use to explained their way of doing something is easily to
understand. The article writer was did a lot of investigation when write the book, to ensure the information
that they share for your requirements is absolutely accurate. You also might get the e-book of Brand Bible:
The Complete Guide to Building, Designing, and Sustaining Brands from the publisher to make you much
more enjoy free time.

Jamie Ault:

People live in this new moment of lifestyle always try and and must have the free time or they will get lots of
stress from both everyday life and work. So , once we ask do people have spare time, we will say absolutely
of course. People is human not really a robot. Then we request again, what kind of activity have you got
when the spare time coming to you actually of course your answer can unlimited right. Then do you try this
one, reading textbooks. It can be your alternative in spending your spare time, often the book you have read
is usually Brand Bible: The Complete Guide to Building, Designing, and Sustaining Brands.
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