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Article Summary
The article is relevant to the topic, Trends in Advertising-What works-What doesn’t because it shows different trends in advertising over the years. Online advertising has continued to evolve as a result of the ever dynamic strategies and approaches. Dynamic changes are also meant to allow businesses to invest more, and as such, this aims to generate more income and influence (Monrabal, 2016).Co-branding seems to be the most effective aspect in this day of media overload. Co-branding is a kind of venture that tends to combine the advertising activities for two or more brands, and its main aim is to ensure more customers. Arguably, co-branding has been one of the most effective online form of trending since it aid in building reputation of the brand, which will in return ensure more productivity and recognition of the business. Since the market is characterized by stiff competition, co-branding can be an effective method to reduce competition among rival companies, and as such, this will guarantee more profits.
Co-branding is vital for business as far as advertising is concerned since it aids the partnering companies to easily communicate to their customers. In this case, it is imperative to consider the demographics since they are the focus of all the businesses operations. According to Monrabal (2016), the target market will be very interested in hearing what the two brands have in common, and not what one brand aims to offer. In addition, it is vital to identify the right communication channel while using co-branding. In this case, it is also advisable to identify which brand corporate channel is excellent to use. Executives in businesses should be in pole positions to ensure that they do not contradict the message that is being sent and the messaging strategy. Instead, the communication style should ensure that the brand will be reinforced and stable.
Other brands are also vital as far as co-branding is concerned. It is important to ensure that analysis is determined regarding what each brand offers. As such, there is  an excellent relationship between the companies that have decided to co-brand. Improving this relationship is also vital since it will ensure more production. Co-branding remains to be an effective advertising method that continues to enable businesses to improve their brands (Monrabal, 2016). On the same note, the right questions on co-branding ought to be considered to ensure that the best outcomes in the market.
How this Article Relates to our Course
This article is relevant and relates to our course and especially to the topic on Trends in Advertising on Television - What works - What doesn't. Online advertising remains to be one of the most effective strategies in marketing. As such, many businesses have accommodated online advertising as a fundamental tool to ensure more income and revenues. Co-branding has been accommodated by companies who wish to make long-term and strong images of the products as well as services (Monrabal, 2016). On the same note, co-branding requires much budgeting to ensure that it has a significant effect on sales. The article is also relevant to our course since it explains different elements that relates to advertising. One element of advertising in the emphasize it uses a simple and single usage. Advertising requires the use of a simple and direct message to ensure that customers or consumers are attracted. On the same note, the main message should revolve around the price and quality. Companies that apply co-branding are likely to embrace the use of simple but not sophisticated messages. Credibility is also another element that is used in co-branding in the context of advertising. It is essential for companies to identify and denigrate the competition produced by other companies. Advertising has continued to enable businesses to double their sales, and as such, the use of social media platforms such as Facebook and Twitter.
This article is also applicable to our topic since it has successfully managed to discuss some of the most common concepts that are related to advertising and marketing. The brand reinforcement strategy is governed by the exemplification of the use of unique brand name (Monrabal, 2016). It is fundamental to initiate a unique brand name that will contradict other messages from other companies. As such, many companies that use co-branding accommodate brand reinforcement strategy. The concept of global brand strategy attempts to serve all the customers using one global co-brand. Trends in advertising will continue evolving as far as businesses have will to wish accumulating more income and to satisfy their customer’s interests. 
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