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• ATTITUDE is determined by how your
brand is communicated.
• ATTITUDE requires the
courage to be different.
• Color communicates
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ATTITUDE, whether

Starbuck’s socialable ambi-

intended or not.

ance;

• ATTITUDE is communicated by creativity with
a purpose.
• ATTITUDE must be
communicated in the
same way over and
over.
• Color, Creativity, and

fresh image. It creates a feel-
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produce calming chemicals.

ing of serenity, especially
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tem. However, different shades

warm colors such as tur-
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Creating ATTITUDE requires you to have the courage
with values and is evident in the
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It’s a BRAND New World!, a
session on branding transit.
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NV, OCTA, and Paratransit,
Inc. , will tell how they did it.
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Consistency communithey do not create it.

strong effect identified with

with other colors can have differing effects:
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ATTITUDE is determined by
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used should be used prodigally.
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For example, Victor Valley’s
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COLOR

certainly make a statement.

Color can convey your
branding message both visually
and psychologically. Every color,

Some people like them; some
people hate them, but everybody
notices them.
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1. Boost ridership by providing
creative planning and marketing benefits;

How to Give Your Transit Brand ATTITUDE (continued)

CREATIVITY
Public transportation is not
dull, but it does have dull
brands. Any brand, backed by

tivity without purpose wastes

the big ones you'd think would

your marketing dollars.

know how to handle this funda-

CONSISTENCY
Consistency is the hallmark

mental branding challenge.
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enough courage and imagina-

of effective branding. What
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4. Enhance public image of
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Our marketing services include
Brand Development

Consistent delivery of the

Creative brand communi-
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branding message at every con-
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innovative images and an ele-
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ment of surprise. However,
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cies and companies fail on the
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Does your brand have

logo and is associated with a
perfect identifying design, yet it
has no clear audience focus, no
value focus, and is not supported by the qualities of your
service provides you will not
succeed in building your brand.

ATTITUDE?

Majic Consulting Group can help your agency craft an effective branding message.

