
The Brand
Lesson 1.



What is a brand?
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And what about this bottle?
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Even during the Pandoro scandal
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Anything can be branded
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Origin of branding
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Origin of branding
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2’22’’

Branding for Designers – Sean Adams – Lynda.com



Originally, brand meant ownership
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Branding for Designers – Sean Adams – Lynda.com



And now?
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What is a Brand?
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Branding Foundations – Drew Boyd – Lynda.com



The Brand is a promise
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Brand logos and brand names are the 
visual cues to trigger that locus of 

emotions that the brand promises you
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Logo associations… let’s go to menti.com
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What does this brand stand for? What is its promise?

■ Products

■ Qualitative standards

■ Aesthetics

■ Status symbol

■ Price

■ …..
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Brand Identity
(how the brand 

owner WANTS the 
brand to be 
perceived)
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Brand Image 
(how it is actually 

perceived)

We can differentiate between



The brand is how 
everything (the company does) 

is perceived.
(brand = brand image)
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Definitions of brand and branding
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American Marketing Association. 2011

Brand:

A name, term, design, symbol, or any other feature that identifies one 
seller's good or service as distinct from those of other sellers. 

The legal term for brand is trademark. 
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Kevin L. Keller. 2015

Branding is the process of giving meaning to a specific company, 
product or service by creating and shaping a brand in consumers’ 
minds.

It is a strategy designed by companies to help people quickly identify 
their products and organization and give them a reason to choose their 
products over the competition’s by clarifying what this particular 
brand is and is not.
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Kevin L. Keller

Branding creates mental structures and helps consumers organize
their knowledge about products and services in a way that clarifies
their decision making and, in the process, provides value to the firm. 

The key to branding is that consumers perceive differences among
brands in a product category.
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The two dimensions of brands

Keller defines a brand as a product that adds either 

■ rational and tangible dimensions (related to product performance), 
the “brand skills”

■ or symbolic, emotional and intangible dimensions (related to what 
the brand represents) that differentiate it from other products 
designed to fulfil the same need.1 The “brand charisma”
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1 Keller, K.L. (2008), Building, Measuring, and Managing Brand Equity, 3rd edition. Upper Saddle River, NJ: 
Prentice Hall.



The brand structure
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Kapferer. 1992

Kapferer has emphasized
brand as an identity structure 

with 6 integrated facets of personality, culture, 
self-projection, physique, relationship and 

reflection.
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Kapferer, J.-N. (1992). Strategic brand management: New approaches to creating and evaluating brand equity. New York: The Free Press.



Kapferer’s prism
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EXTERNALIZATION
social part



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION
Inner part, soul



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION

PICTURE OF THE SENDER

THE BRAND OWNER 
PERSPECTIVE



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION

PICTURE OF THE SENDER

PICTURE OF THE RECEIVER

HOW THE BRAND IS 
PERCEIVED



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION

PICTURE OF THE SENDER

PHYSIQUE PERSONALITY



EXTERNALIZATION INTERNALIZATION

Kapferer’s prism
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PICTURE OF THE SENDER

PHYSIQUE
Tangible combination

of characteristics

LOGO,
PACKAGING,

DESIGN,
SHAPE



EXTERNALIZATION INTERNALIZATION

Kapferer’s prism
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PICTURE OF THE SENDER

BRAND 
PERSONALITY,
TONE OF VOICE

PERSONALITY
Identification with a 
person, attributing

human characteristics



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION

PICTURE OF THE SENDER

PICTURE OF THE RECEIVER

SELF IMAGE
Perceiving one’s self

REFLECTION
Typical consumer as
perceived by others



Kapferer’s prism
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EXTERNALIZATION INTERNALIZATION

PICTURE OF THE SENDER

PICTURE OF THE RECEIVER

RELATIONSHIP

What kind of 
relationship the 

customer has with 
the brand

CULTURE

Brand values



Let’s see an example
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Let’s try it
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And now let’s play
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