
The power of brands
Brands are an important tool used by 
commercial, government, sporting, cultural 
and charitable organisations to identify 
themselves, aid their public profile, support 
sales or donation giving and generally focus 
attention on their organisation, service  
or product.

Brands occasionally get bad press when 
stories emerge of how expensive a logo 
design was or how strange a new logo 
looks. A logo is the design element usually 
associated with a brand – a logo is not 
by itself the brand as a brand, when fully 
developed, carries sentiment, relevance, 
beliefs, standards, integrity, and values, and 
these build over time through how people 
experience the brand and what it offers. But  
if you want your product or organisation to  
be recognisable and to stand out from the 
crowd (and especially your competition) you 
will need to put effort into your brand and  
its identity. 

Like them, love them, fail to understand 
them or be cynical about them – brands are 
powerful marketing tools – they are real.

What about ‘social brands’? At the HSC we 
have used brands since we started in 1990 
and believe they are as important for us as 
they are for commercial entities – except 
we take a slightly different approach. We 
develop brands for the whole sector to use 
– community brands. While they are ‘ours’ 
in that we register them with the trademark 
office so they are protected from misuse  
– we consider them ‘our’ brands in a 
collective sense – the ‘our’ being anyone  
who supports the health message. By  
doing this the brands become stronger as  
the collective power of the community sits  
behind them.

In the Loop

How do we know if brands are working?

Our research tells us that almost everyone 
recognises Smokefree – which is great, as it 
is a message that affects everyone. We also 
know that Auahi Kore is less well recognised 
generally but is more identified by Maori. This 
is fine, too, as it was what we planned when 
we developed Auahi Kore. Similarly ‘Smoking 
Not Our Future’ is almost universally 
recognised by youth, but progressively less 
so the older you get. An associated tobacco 
control brand, Quit, is not highly recognised 
by the general public but is by smokers – 
again the audience intended. 

Similarly SunSmart is widely recognised as 
a sun safety brand along with its associated 
messages – slip, slop, slap and wrap.
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About the HSC 

The Health Sponsorship Council’s (HSC’s) function is to promote health and encourage healthy lifestyles, with a 
long-term focus on reducing the social, financial and health costs of a number of health behaviours. To achieve this it 
delivers a range of initiatives that aim to improve health outcomes by:

• reducing cancers, heart disease, chronic respiratory disease and stroke by reducing the incidence and 
prevalence of smoking

• reducing skin cancers (including melanoma) and eye disease by increasing sun safe behaviours

• reducing obesity and its associated illnesses (diabetes, heart disease, kidney failure, joint deterioration etc) 
through better nutrition and physical activity

• reducing emotional, social and financial harms by reducing the incidence and impact of problem gambling 

For more information about the HSC visit www.hsc.org.nz

Recognition is a simple test to see if a brand 
is working as intended. Is the intended 
audience noticing it? As illustrated above, the 
tobacco control brands are being seen by 
the audiences they are designed for – these 
community brands are working.

Research also tells us that the intended 
audiences see the brands as relevant to them 
– this is a more meaningful test than simple 
recognition as it is associated with belief and 
support for the message.

For us, another big success test is the extent 
to which the community uses the brands 
because they can only become powerful 
communication tools if the sector uses them 
as their own. Again, this has been largely 
successful, as the brands have become 
rallying points for the sectors concerned  
– to the benefit of the health issue.


