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AN 4

nN2asaenaneaireanI I AuAn

Brand Identity Creation

Brand as Product Extended Brand as Person

Core Identity

Brand as Organization Brand as Person

Name Slogan Logo Color Voice Visual style

#i11: David A Aaker, Building Strong Brand, (London: Simon & Schuster, 1996, fanalu

Brand Management, lael ATty W9Aa@s, 2547, U. 102).
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