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INTRODUCTION
The report aims to provide the branding steps to the water purifier Splendore that is a portable water purifier. There are various unique benefits that are associated with this water purifier and these make the product a saleable product. It not only quenches thirst of people but assists them to be mobile. This is particularly beneficial for the working people who have difficulty to obtain fresh drinking water all the time. So naturally the segments for this product will be the working professionals. There are many people who go outside for fun and tour purposes and for them carrying this purifier would be preferred. This water purifier is targeted to the low income segment to high income segment as this has a low price and provides exchange offer for the old purifier. 
The remaining challenge is to provide the branding of the product
Branding process
 	There are many steps that should be taken into account for the branding. Discovery and building of understanding phase. This phase requires that marketer needs to be familiar with the opinions of customers regarding the water purifiers and what kinds of expectation they seek in terms of pricing, product, promotions and distribution. The revealing suggests that customers are chiefly concerned with the product quality and ability to provide germs free water.  This is the most important need of customers. The target group that purchases the product is not quantity or price conscious though they prefer to have affordable products they generally prefer to have superior quality in water purifier because of its association with their health.  After recognizing this fact, a brand audit is conducted so that current position of product in the company, industry, environment, and competitor landscape should be clearly understood. These findings reveal that there is an intense competitions and it is difficult to break the cluster of competitive advertising. But with certain differentiation and customization product can attract customers.
Phase 2 Articulation and clarification
In this stage, the data is refined and strategy has started to take shape (Jason, 2013). In this phase, the corporate personality and products attributes are considered to be promoted through the logo of the water purifier. It is revealed that generally single corporate brand strategy is adopted by the consumer durable company (Mann,  &  Kaur, 2013) in market that shows that company uses the name of it to associate with the product. Umbrella branding benefit is to make company name and product name familiar. This approach provides the economies of scope and creates awareness for the product. For the consumer durable product, customers generally prefer to have company name written on the product. This approach can use the name of company along with the name of product. Both of these branding strategies can be used depending upon the situational factors of market but in purifier company case, it is preferred that Splendore name should be used for company as well.
Positioning and differentiating step
In this step, the actual process starts to differentiate the products with the competitors’ products. There are six positioning strategies that are product class and benefits, user and usage, use/ application, price and quality, competitors, and product benefits and class (Akpoyomare, Adeosun, & Ganiyu, 2012). For positioning of the water purifier price and quality strategy, product benefits and use application strategies are used for promoting the product. 
For the price factor, price is kept low to allure customers and exchange offer is provided. Use application strategy shows the particular use of products and related with customization. Portability of the product is a very strong aspect that is promoted in positioning of the product. Also the functional benefits and quality aspect such as offering the best purified water in market are promoted in the logo that is designed to promote these positioning statements to the customers. All these factors create differentiating points for product and allure customers to try the product. 
Identifying and creating
In this stage the logo is designed that consists of all important factors to create differentiation and correct positioning. 
Application and extension
In this step the actual process starts to band the product. There are designs created such as packaging, business cards, signage, and websites and everywhere the strategy to place the logo should be practiced. The logo and color choice play a significant role ad because of that the color of blue water drop is shown to symbolize the purity of water. The promotion of logo should take place with combination of traditional and modern media to reap the maximum benefits of different media reach. 
All these steps should assist in building the brand Splendore.  See LOGO below
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Every drop is pure to keep you mind assure 
SPLENDORE
Portable, affordable and superior quality
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