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: : How do you create a great brand identity?
Brand represents the experience of a business, product or service, and 
that experience includes anticipation and memory. Name and identity set 
the mood and tone for what the experience delivers, and become part of 
the way it is remembered and described to others. When it is done right 
it’s being brand savvy, communicating the experience, creating a great 
brand. Customers recognize brand savvy-ness a mile away, they love it 
and look for ways to identify with it. Think about the brands you love and 
you will understand this right away.
 Brand savvy-ness should be reinforced in all the touch-points 
that a product or business has with a customer. Hearing the name, seeing 
the visual identity, recognizing the sound all connect to create the 
anticipation of a great brand experience. When a business is brand-savvy 
at all touch-points it acquires a powerful competitive advantage. It is just 
about the most cost-effective business strategy possible, with a great ROI. 
: : How do you distinguish a good brand name and identity?
A good name is unique. It should feel custom made, provocative and 
positive at the same time. A name that engages the customer and evokes 
something beyond the expected is memorable. A little rule-of-thumb, 
we’ve learned that hard consonants are usually more memorable than 
names that have mostly vowel sounds. Anyone who has ever tried to 
remember street names in Hawaii will understand that vowels are harder 
to remember than consonants just because of the sounds. 
 

 A good visual brand is open, clean and suggests excitement, 
strength, confidence and a kindred-ness with the customer. Like a great 
song or powerful photograph, a great name and visual identity combina-
tion evokes much more than the sum of its parts
: : Do you employ a unique process to reach the right answer?
We don’t focus on looking for the “right” answer. Answers are important 
but we have come to understand that good questions are more important.
 Systems or processes don’t create a great name for your 
product. It is simpler than that, and in a way, more challenging.  Depend-
ing on what is right for the assignment, what is right for the clients and 
what is right for the industry, every successful name and brand we have 
created came when we were able to find the right customer-centric 
questions to ask.
 The answer becomes the name. 
: : Walk us through a typical name and brand assignment. 
Assignments we take on are never typical! Each project has consider-
ations of all kinds, linguistic, cultural and legal. We look at the distinct 
requirements for the name and brand depending upon the unique 
situation. We listen, we ask questions, we listen to the answers and ask 
more questions. Good answers emerge very quickly. We generate a set of 
strong candidates and explore new directions. Each candidate must meet 
or exceed the extensive criteria that we draw for each project. 
 From the list of top contenders, names that clear the 
established criteria, we explore potential visual identities and place them 
in context. For a food product we will place the package designs into a 
supermarket, for a web company we may create the look and feel of the 
home page to see if the concepts have the kind of energy that will convey 
brand savvy-ness. 
 We gather responses from key sources including stakeholders and 
potential customers. We draw tighter and tougher criteria and re-look at the 
top candidate list. We generate new candidates based on what we find. 

  
 We have very few rules but one rule that has been of great 
benefit to our clients is that we reserve the right to include our favorite 
name and identity candidates on the final short list, even if you have 
previously rejected them. It is one of the elements for which you hire 
: : CRONAN : :, not only insight, innovation and creativity, but also the 
guidance to help select the best solution. From a full dress set of strong 
candidates, the best emerges very quickly.
: : What about trademarks and urls?
The ownership aspects of a name and visual identity are very important. 
Each assignment has its own issues. Research is a creative part of the 
naming process. We look carefully at each candidate for potential 
competitive and/or legal conflicts and, if appropriate, research available 
web domains before we present the name. You are reasonably sure a 
name candidate is own-able before you get invested in the name or 
invest in formal legal review. 
 Once a name begins formal review, we work very closely with 
the intellectual property council. Knowing what council is finding about 
name candidates can help us refine the search. On one assignment from 
a large international company, we were able to provide the in-house 
legal department with information from our research that no one else 
had thought to look for, information that made it possible to register the 
trademark successfully.  

 

: : What is the most compelling reason to work with : : CRONAN : :?
Our clients have identified a number of reasons so we’ll list those:
•  three decades of world-class design creating fresh effective 
and powerful brand assets
• successful names and visual identities in high technology, consumer 
products and services, finance, real estate development, cultural 
institutions, and non-profit organizations’ brands
• one unified team creating both the name and visual identity 
• deeply researched name candidates save time and money, and generate 
new ideas 
• we do not limit the numbers of options we explore or the number of 
ideas we present. 
• laughter! The best names and brands come out of meetings with great 
energy, discovery, insight and laughter.
The most compelling reason? Look at the success that our names and 
visual identities have helped generate. 

   For the complete interview please visit www.cronan.com
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   Michael Cronan : : 415.720.3264 : : mpc@cronan.com 
   Karin Hibma : : 415.999.4999 : : karin@cronan.com

The best theme park rides are designed to begin before you get into 
line and linger in your memory long after. Think that way about 
creating great branding.  
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