When creating product identity it is important to make the appropriate branding decisions. Branding provides the recognition factor products need to succeed in regional, national, and international markets. In the marketing world, a lot of attention is being given to the concept of "Image", both on an individual product level and for a corporation as a whole. Logos are the key to brands because they convey meaning and can help build the relationship between the business and consumer. Logos have the power to either draw or repel customers; this is mainly because strong brands create an emotional reaction. The term "brand image" gained popularity as evidence began to grow that the feelings and images associated with a brand were powerful purchase influencers, though brand recognition, recall and brand identity. It is based on the proposition that consumers buy not only a product, but also the image associations of the product, such as power, wealth, sophistication, and most importantly identification and association with other users of the brand. Good brand images are instantly evoked, are positive, and are almost always unique among competitive brands. Brand image can be reinforced by brand communications such as packaging, advertising, promotion, customer service, word-of-mouth and other aspects of the brand experience. 

Looking for a new change Gap recently changed its iconic white on navy blue logo and switch it for what they felt was a more modern look. Consumers have established an emotional connection to the Gap brand as it has been around for over twenty years. The new logo depicts a smaller blue box sitting above the "p" in Gap. The new logo is in a Helvetica font, which is perceived as utilitarian to some. It is often displayed by the MTA and used in the subway and on bus signs. Gap has been updating its clothing lines and stores to appeal to so-called Millennials, or consumers in their 20s and early 30s. Gap has been evolving their brand identity over the years by creating lines such as the company’s 1969 line of jeans, its men’s khaki pants and the store design. Gap states that “Our brand and clothes are changing, so we want our logo to reflect that change”. Gap describes the company’s products as switching from what was classic, American design, to modern, sexy, cool. One thing they forgot to do is get the consumer thought on this change, Gap's square blue logo is iconic was a familiar icon, and comforting to millions of households worldwide. 

One of the most exciting new developments in the marketing world is the evolution of how consumers interact with marketers. This is referred to as consumer-generated value, which is everyday people functioning in marketing roles, such as participating in creating advertisements, providing input to new product development, or serving as wholesalers or retailers. Marketers are increasingly letting fans help or fully make decisions, including PepsiCo Inc.'s Doritos brand having fans create and vote on Super Bowl commercials. But a logo change left up to the crowd is much rarer. For marketers, this cost-effective tool can be both a blessing and a nightmare. It’s easier to hear from your target demographic, but what they have to say isn’t always what companies want to hear.  If companies listen and proactively react and respond to consumer feedback, it only benefits them, their marketing strategies and their brand. Unfortunately one week after Gap launched its new logo, hundreds of disapproving comments piled up on its Facebook wall, Twitter and in blogs and forums. Gap initially responded to the criticism by using Facebook to release an explanation for the new logo by their President, Marka Hansen, then asking consumers to submit their own designs for the logo. Finally they decided to just stick with their old logo. Although GAP is pleased with its new logo, which they feel is more in tune with its latest style and design on the other hand there is plenty of criticism from design firms, mainstream publications and bloggers . Many have stated that the new makes the brand look cheap and unappealing. One woman stated “There's something classic, expensive and of very high-quality with your old logo ... I could just imagine what your shopping bags will look like ...like you’re walking out of Kmart." Apparently Gap’s message of a new modern, hip sexy look did not reach the hearts of many. This can happen when throughout the communication process in the communication model. The communication model explains how ideas are translated into messages and transmitted from the marketer which is referred to as the source; to the consumer who is referred to as the receiver who understands what the marketer intended to say. The message is the actual communication going from sender to receiver.  Many times marketing messages get lost because they are packed like sardines with other marketing messages. This is referred to as noise which is anything that can block messages from the sources to the receiver. An effective communication campaign should comprise of a well thought out message strategy which includes what message you are trying to put across to your target audience and how will you deliver that message and the logo.

Gap switch was a nightmare for the company. With its sales figures down and now their customers, there is no light at the end of the tunnel for them. The Gap still does good business, but many wonder if after this new logo incident and by abandoning its classic logo, it will lose whatever identity the brand has. It is important to make sure your brand is recognized by consumers and it portrays the message you want to get across. It is smart to get the consumer involved in the changing of a brand image because they are the ones that are affected in the end. They have to be able to link the new logo to the old company in a positive way. There are many things that can hurt the implementation of a new logo mainly how it is decoded by the receiver, if there is anything that is creating noise it can harm the point of view. Gap’s new logo had so much criticism about the new logo that it did not give people a chance to actually try to take in the change.
