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WHRAINT 2 LULRIARINISNULAEULANANHIAFIAWAY (Brand Identity model)

STRATEGIC BRAND ANALYSIS

Customer Analysis C: i ysi Self-Analysi
- Trends - Brand image/identity « Existing brand image
- Motivation - Strengths, strategies + Brand heritage

- Segmentation - Organization values

x

EBRAND IDENTITY SYSTEM

BRAND IDENTITY

Ex.tonded\
| e (_Co_/ )

Erand as Brand as Brand as Brand as
Product Organization Person Symbol

1. Product scope 7. Organization . Personality 11. Visual

2. Product atiributes je.g.. fe.g.. genuine, Imagery and

3 getic, u

3. Quality! value consurmer, rugged) 12. Brand

4 uses % concesn, 10. Brand— heritage

5. Users

6. County of
Crigin

8. Local vs. global relationships
(e.g.. friend,
adviser)

I T

VALUE PROPOSITION, CREDIBILITY
- Support other brands.

1 7
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