DEFINE A NEW PRODUCT BRAND IDENTITY

OER: BRANDING ASPECTS IN THE DESICN PROCESS. CONSIDERING BRANDING
STRATEGIES DURING A PRODUCT DEVELOPMENT PROCESS
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The scope of this learning activity is to let students familiarize with branding construction
strategies, with the objective to create a clear visual identity for the product that is able to
communicate exact messages, and to synthetize its attributes and the organisation values.
Through this activity students will be asked to apply, with practical exercises, the concepts
related to brand identity construction, applying strategies to differentiate and make a product
recognizable into the market.

What are the main features of the brand identity system do you want to build for your
product and how you will communicate it?

To acquire knowledge about how to construct a winning brand identity or to adapt an
existing brand identity to a new product / design, and what are the different branding
strategies to bring a product into the market

To launch a new design or a new product keeping in mind the main aspects of a brand
identity or what we want the new brand identity will coommunicate

To define a branding strategy that is appropriate with the product features and the
objective established
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A.

Analysis of a company internal brand system and competitors’ brand

1

Introduce students to the concept of brand identity, the
importance to build an effective brand identity and the
different strategies that can be applied (recap to the OER’
contents through a short presentation)

2.

Present to the students a case study: describe a company
working in the technical textile sector, its product lines,
production processes, history, typical customer profile etc.
Propose to the students a new product this company is
approaching to launch into the market.

Less than or around an hour
Around half a day

3.

Establish groups and ask each one to make a strategic
brand analysis: defining potential customers profile,
motivation and needs (make a persona); analysing
competitors brand image/identity (strengths, strategies,
vulnerabilities); highlighting company internal capabilities,
values and heritage
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Use Kapferer Brand Identity prism to communicate brand values and attributes

1.

Based on the analysis conducted in the previous sub-
activity, ask students to define the main features they
want to communicate through their brand identity in
term of: products attributes/qualities; organisation values;
relationships with customers; visual imagery.

2.

Each different group is asked to synthetize what they want
to communicate through their brand identity constructing
a visual representation of the brand (logo), a slogan, a
storytelling with the help of Kapferer Brand Identity prism
(template to be provide).

Less than or around an hour
Around half a day

3.
Each group will present its work to the other ones.

4.,
At the end of the activity a discussion will be open to get
feedback and reflections about the work done.
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KAPFERER BRAND IDENTITY PRISM

EXTERNALISATION

PHYSIQUE PERSONALITY
RELATIONSHIP CULTURE
REFLECTION SELF-IMAGE

INTERNALISATION
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