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Introduction

Branding is the process carried out by
companies to differentiate their offer from

similar ones

Brand Identity is the way the company
wants the brand to be perceived

The visual identity of a new product/
desigh need to be coherent with the

overall company strategy/vision
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Brand Identity
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« Segmentation

STRATEGIC BRAND ANALYSIS
Customer Analysis Competitor Analysis Self-Analysis
* Trends « Brand image/identity « Existing brand image
« Motivation « Strengths, strategies « Brand heritage
* Unmet needs * Vulnerabilities « Strengths/capabilities

* Organization values

BRAND IDENTITY SYSTEM
BRAND IDENTITY
Extended
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Brand as Brand as Brand as Brand as
Product Organization Person Symbol
1. Product 7. Organization 9. Personality 11. Visual

scope attributes (e.g., (e.g., genuine, imagery
2. Product innovation, energetic, and

attributes consumer rugged) metaphors
3. Quality/ concern, 10. Brand- 12. Brand

value trustworthiness) customer heritage
4. Uses 8. Local vs. global relationships
5. Users (e.g., friend,
6. Country adviser)

of Origin
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* Functional « Emotional -« Self-expressive * Support other brands
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BRAND-CUSTOMER RELATIONSHIP

BRAND IDENTITY IMPLEMENTATION SYSTEM

BRAND POSITION
» Subset of the brand identity and » To be actively communicated
value proposition * Providing competitive
* At a target audience advantage
¥

EXECUTION
» Generate alternatives « Symbols and metaphors « Testing

TRACKING
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Brand Identity
Planning Model:
Elements
contributing to the
brand identity
strategy



Objective of brand identity development destex
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Kapferer Brand Identity Prism °destex
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Branding strategy
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Brand Portfolio:

possible strategy
that can be applied

to a new product /
design
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Thiswasa summary ofan open educational
resource. Please visit httpy//destexproject.eu/to see the
full amountofintellectual outputs ofthe project.
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