How to Create a Successful Brand – Outline
1. Title :  How to Create a Successful Brand
2. Purpose Statement: In current competitive market, business is the way to go as a form of self-employment since the increase in population and automation of industrial processes has made employment opportunities quite limited and extremely competitive. 
3. Thesis statement:  One of the most important strategies in a business is having a brand that can give a business an image that sells. 
4. Attractive Statement:  According to extensive research, a company brand is ranked as the most valuable intangible asset. 
5. Introduction: A brand can be described as a unique name in the mind of the consumer that rings a bell every time a particular company comes to mind or is mentioned. 
6. Transition: 
I. Body

A. Main Point: Planning for a brand should involve careful research and analysis of the market to determine the competitive forces and how one can integrate a brand in such a space. 
II. Body
B. Main Point:  The strength and weaknesses of each of the brand names and logos should be analyzed at an in-depth level to come up with the best alternative. 
III. Body
    C. Main Point: In this digital era, the brand to be implemented should be able to blend in with social media trends inoder to gain popularity. 
IV. Body

E. Main point: After the brand is built, there is a need to assess the kind of impact that it makes on the market.
7. Conclusion: In conclusion, building a successful brand is a continuous process and it is critical to ensure that all the steps are followed to completion.
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