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In the 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. Hundreds of businesses are created every day; however, very few of them can break-even or even make it to the top. One of the most critical strategies in business is having a brand that can give a company an image that sells. According to extensive research, a company brand is ranked as the most valuable intangible asset (Baeva, 2011). A successful brand should memorable and be able to adapt. The more the number of people who can easily recall and relate to the brand, the more successful it is. To be able to come up with a successful brand, there should be planning, analysis, building, and auditing. 


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. As such, the brand is a translation of the primary business strategy into the consumer’s brain, therefore, bringing out a particular type of behavior (Veloutsou, 2007). Based on the definition of a brand, it is of utmost importance to ensure that the brand can make an impact from the consumer’s viewpoint. Since a brand is the company’s image, to come up with a good name requires planning. Planning for a brand should involve careful research of the market to determine the competitive forces and how one can integrate a brand in such a space (Fok & Franses, 2004). The consumers, suppliers and related products are competitive forces that are useful in determining the type of brand to come up with regarding the logo, color as well as the name. 


The next step of coming up with a successful brand after planning is analysis. The analysis is carefully going through all the options available on the type of brand based on the planning stage. 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 (Baeva, 2011). The criteria for analysis should be based on how unique, memorable, professional and captivating a brand is. To be able to stand out, the name should be original and easy for the consumers to remember. The logo selected should be able to summarize what a company does in the shortest number of words possible. 

 
The next stage after the brand is selected the building stage. This is a critical one as it is at this point at the company can implement all the ideas. In this digital era, the brand to be applied should be able to blend in with social media trends to gain popularity (Rutkauskaite, 2013). The choice of colors is made at this stage; a careful selection should be made for blending and representation of what the company is about. The name should also be able to summarize the mission and vision of the company and the market needs as well as services provided. The key to a good brand is uniqueness, compatibility to change and making a difference in the market. 

 
After the brand is built, there is a need to assess the kind of impact that it makes on the market. Auditing a brand is useful in determining whether the company image is well represented and any strategies that can be formulated to improve on the weaknesses (Hankinson & Cowking, 2005). Auditing of the implemented brand should be done as a way of follow-up; most companies fail at this stage since they assume that the brand was successful. 

 
In conclusion, building a successful brand is a continuous process, and it is critical to ensure that all the steps are followed to completion. Planning on the type of label should be done at the early stages before analyzing the list of options available. Building or the implementation of the brand should be done after a good analysis is done of the available options. Follow-up on the effect of the implemented brand ought to be done to determine any areas of improvement. 
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