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what attributes do you associate
with these brands

and why does it matter to interaction design?















brand perception



A brand iS
not what
YOU
say 1U IS.



A brand
IS what

THEY

say 1U IS.



CXCreIse:

Recall a recent experience that was positive - it could be a website, a
mobile application, a restaurant or coffee shop, a trip, a vacation.

What about the experience made it positive?
What was negative?

Jot down all the things that made you remember this and encourages
you to interact with that company’s product or service again.



amodel of brand

from hugh dubberly, 2001



a model of brand

Overview

Thiss diagran &5 a moded of beand, a term
oflen used I busness, Marketng, and
design The diagram defines brand by
Mapping retaled concepts and exampkes.

Concept maps'

Concept maps are webs of inked lenms
that help us visualkze our mental modets
and clarty our thinking. In conceplt maps,
verbs connect Rouns 10 10 PIOPOSIons.
Exampies and detalls also accompany the
lerms. More important lems seoeive typo-
graghic emphasts; less important ones and
examples are grayed back and pushed o
the perphery

Organtzation

The diagram atlempts 1o present a com-
prehensive moded of brand_ It is framed
around foer main Kieas:

1) @ brand is more than a name of Symbol
2) creating a great cusiomes expenence Is
the essence of good branding

3) perceptions of a brand can be measwied
4) brands asc  form of sign

— stewards

brand stcwards hold the brand In tust,
both for the financial owncers and also
10¢ The emotional owners — those

More than a name or symbol

People speaking imlormally about brand
oflen use the lenm 10 mean the name o

symbol of 2 company. While this shorthand
£ convenient, it messes an mportant trth
Abrand is i kst two things: a name and
a peroepion of what the name means

Creating a great customer cxperience

Of comrse, pesception of a brand does not
anse on its own. Rathes, 1t grows out of

expenence wih a product. Hese, product
5 used In a bioad sense ncorporating the

In this moded, a brand managet (of steward)
5 responstie 1of any flem which comes ino
contact with customers. By conioling al
the touch points, e manager Wes 10 ensure
that customess have a greal expenence.

To compiicle: the ramework of Te moded, the
set of lerms felated %0 brand must be Inked
10 the set of fems scaled o expenience.
Perception, common 10 both Sets, i the ink.

through cbservation and analysts,
user expesiences can o the basts
1ot imgoving products and may even
shape he stewards™ goass and values

imagine

> promise

Mcasuring brand

An important aspect of managing a beand
i measuning i1 The diagram contains a
sechion on measunng brands. Peopic who
understand brand development oflen
disagree on how 1o describe and measule
it_ and experts ofien use Affesent tesms.

1 propase thiee lerms: position, seach, and
reputation. These thiee demensions seem
10 covet Ihe sutyed as simply as possidle.

Brands as signs”

The ideaa that a brand &5 both a name and
a perceplion paraliels Saussuse's model of
A Sgn Saussuie describes signs as having
WO aspects sagnfier and signibed A brand
name Is a signiicr and the perceplion of
what it means = the signified

b vt
rign [—
"l percepsion

Peirce suggests a mose complex model
of sgres. Hes moded has thiee parts. abyect.
repeesentamen, and interpretant. The
concept of brand as formed by the triad:
product, name, and perception, paraliels
Pekce's theee-part model.

N

signifier

a brand mame is a signifier;

~ Qraphic devices —— 0GOS~ typographic graphic devices
logotypes geomelric may be deployed a8
MONOGrams stalic idenity Systems
nags with fed naes
Tanget
United Airines
e _w’ mww ket entity systerrs >
oo with rules alowing vasiation
package fom Coke's hour-glass botie MTV
L'egs shell carton MIT Media Lab
peoduct foem lconic products such as
Appie IMac
unifoems Boy Scout uniorms

e Swiss Guads' unorms

form of busdings ICONIC busANgs such as
wmmmmm
Transamenca's pyramsd towes

form of vehicles Cushman carts ditven by meter maias
e brown UPS trucks
— gpokesmen ——— celebiity endorsers — Bl Cosby for Jello
founders / managess  Martha Stewart for hessedt
Dave Thomas for Wendy's
Bl Gades for Mcrosoft

invented chasacters  human #ke figures,
based on
e peoduct - e MAMS men
animals - Moris The Cat
people - Cap'n Crunch
magical creatures - Keetler Eves

which inhabit real of fantasy workss

symbols ="

symbols do not represent brands
airectly; Instead, symbols call to
mind the name of a brand which
In tarn calls 1o mind an associated

percepon

most beand nasmes and
can be converied o propesty by

applying 10 a government 10 establish
trademark ownership,

Jusesaida.

representamen

can be

mascots the GOP elephant
 words — abbweviaions — Coke for Coca Cola
GM for General Motors
MSFT for Mictosoft
slogans FOR's "Happy days are hese agan™
Jngpes Wrigley's “Double your pleasure; double your fun”
g ncs Nie's “Just 6o it
_ sounds anvhems; The Star Spangled Banner
audtory icoers Intel Inside TV ad signature

AOL's “You've got mail"
Dolby THX's “sonic boom”

telephone dal lone
heme music Henry Mancin’s Pink Panther theme

sjuasaidal

existing words things describing prodacts = Digital, Hugges, Newsweek
(of ideas) analoges of products Oracle, Pampers, Sprint
supetiatives and AN, Best, General, Paramount,
unrefaled 10 the peoduct Apple, Camel, Frog, Thrasher
poople SUMames Dell, Forg, McDonaki's
(often founders) frst names Akdus, Ben & Jerry's
Qrowgs Quaker Oats, Roman Meal
places spedific spot Parlament, Wall Street Journal
{ofen of onigin) city of town Calistoga, Corning
coninent North American Van Lines
fasger sull
.. colned words analogous
arbitiary Unix
———  abbreviations contractons , Wal-Mart




SIRRYwe 1
sales pariners elease \ ' brands
~ the signified is co-created Avis, Natonal
] (&) by both brand stewards who -
()1)_](’('] O provide products (and messages mierprelant commodity brands, compete on cost
Q abowt them) and individuals who Theifty, Budget, &
= experience the products
c difterentiation for example, Apple, D¢ !
U/ 8 degiee of simiarity 10 other beands e computer brand
ADpk ' e Ded
delivers . shapes - Den o B Cries
product > experience <——— perception
sedeus - reach extent of recognition unaided tecognition
mltammag\fﬂm name the Drands you & ciale
/\ M‘:‘uur w with rental cars.” fust and laler ment
of people affected akded recognition
brand stewards have goals for their brands product Is used here In a broad sense beand besding begns at any he experience peopie have with the experience may brand perception I PE YOu Evet Red
oflen, an iImportant goal &5 1o influence and Incorporates the traditional four point of contact with a polential a product shapes thedr perception frustrate, sadsty, or dedght the audience expectation frequency of exposure
perception of a brand In a way that nduces P3 of marketing: product, price, customers of a brand achicved by the brand's stewards; number of IMPIESSIoNs per unit ime
purchaso Baving any contact 10 chance direct experience wWhils Experionce shapes Perceplion sOMolmes thoughl of as frequency of use
joining creation of the product €roalos o risk of 0 PoOr EXPErence CONSIcONng a purchase POCOpion ais0 Shapos 0XPONonce beand image 0.0., avorago visits per woek
adoption designng he product VISItIN @ pont of sake 8-
function and bohavior purchasing a product Bkowiso an indhidual’s values, goals, -— duration of use
skin and form sotting up the product noods, and cxpectalions also shapo Q 0.0.. avornge longth of visk
goals for brands may be expressed In nleriace using the product parception of axpenience; > e
Gocumentation maintaining tho product for eoarmpio ()] anabent shase
trssiness plans esamating packiging dsplaying e product N & DN Laste beost Pepsi beat Coke © Sescent of use SIS 8 0slegory
2305 manutachunng the product n & labedad test Coke beat Pepsl
market share assombly procoss Indirect experience
profitabiiey quaity control whal Inends say
rohan on invostmont PrOVIdINg CUsIoMor senvico what oxports say
product benoits wob sfos 0g., ads, PR measuras of a brand respoct o / accopl or Westylo brand
UngUe SEBNg PIOPOSEIoNS how olhers use e product in forms of atiribules gnore whore 1o brand bocomes
dosirod brand aliribefios price of the product 0., buy, deplay, olc. et pooplo assign o it roject a moans of Soll aEeossion
desired brand personality softing the suggested rolail price (SAP) - abe - M‘:Nﬂ '0:’.. 0.g., N0 or Camnolicism
creating special oflers ROre than oRe brand: rational atiributes  value Of procuct
of the product under a homogeneous master brand - . - Mollm':!mlm
oing o duitcn o e Fper o inaiviauais
opening drect showrooms frequently and must work logether personality doscrbod akang AmMensons
S0y 1BM (one of characler) sl o
Nike "mesn'! / \ yourng v masturo
opening a web she Sony Individuals compare tholr needs femnining vs masculing
OpORIng a SIoro-within-a-stoeo with thelr axpectation of one or sma vs large
Aadph Lanron in a mixed brand family more brands in a calegory; quiet vs loud
placing signage which may indicale confusion aboul siralegy phayhl vs serious
sotting up merchandising dsplays 10r ccienpio, Gonory Moloes’ beand Ramily they decikdo which brand most
solliny ranchise standards Buick clasely malches tholr meads,
"..nw Chererobat
GM Truck it there is a maich, they may
promotion of the product Satum other brand measure taxonomies: Brand Attributes Brand Asset Valuator
through pubiic rolations activilos Q purchisso (amernalives 10 POSIBOn, reach, repulation) relovant strength
Pross roloasos in a heterogeneous brand system 8 ] appoaling roluvanco
analyst briefings omployad for cormmodities 10 Increase asopt Affeconiialed Affecvniiahion
unch ovonts SOl Space and SH0s Q use consisent stange
by creating and running pakd advertising for examphe, Procior & Gamible makes = dighay qualty Knomodgo
Doth Tide and Cheer bul does not ieniity e — Qood viskee woslimatn)
ok thom a&s coming from PAG .E I there's not & malch,
opons = fromn (32, = rom Young & Pubicam
ﬂm a8 8 CO-Drand m mmﬁ‘ Gaymllo Grover
ordine simplo co-trand
Dy GowopIng word-of-mouth American Alrlines MaslerCand
through other viral acivitios an Ingredient Drand
Inled Insscdde on a Comnpaq Computors
& provesance brand
Appoliaton Margaux Controke
Mo in Japan
an endorsement trand
Underwmors Laboralones
# compatibiity brand
MacOS t l t
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perception




br;nd

perception




br;nd

product perception




br;nd

product perception

Creation
Price

Placement
Promotion




br;nd

product— experience <— perception

Creation
Price

Placement
Promotion




br;nd

product— experience <— perception

Creation Direct
Price Indirect

Placement
Promotion




promise

br;nd

product— experience <— perception

Creation Direct
Price Indirect

Placement
Promotion




promise

product— experience <—

Creation Direct
Price Indirect

Placement
Promotion




stewards

>promise

pro\c/:luct

Creation
Price
Placement
Promotion

>experience <

N

Direct
Indirect

4
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stewards — promise

product— experience <—

Creation Direct
Price Indirect
Placement

Promotion
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brand

experience <— perception
Direct
Indirect
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brand

experience <— perception
Direct 2
Indirect

Individuals




l
brand

experience <— perception
Direct ™
Indirect

Individuals




\}
brand

experience <— perception

Direct
Indirect

Individuals Values

Goals
Needs
Expectations




experience <— perception

Direct N
Indirect

Individuals Values

Goals
Needs
Expectations




experience <— perception

Direct N
Indirect

Individuals Values
AN Goals
Needs

Expectations

external systems




experience <— perception

Direct N
Indirect

Individuals Values
PY Goals
Needs

Expectations

external systems — cua

Environmental
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symbols

br;nd




Sy m bo I s Graphic Devices

Trade Dress
Spokesmen
Words

Sounds

br;nd




symbols

N/

nam

brgnd

Graphic Devices
Trade Dress
Spokesmen
Words

Sounds

Existing Words
Coined Words
Abbreviations
Hybrids




Sy m bo I s Graphic Devices

Trade Dress
Spokesmen
Words

Sounds

Existing Words
Coined Words
Abbreviations
Hybrids

brand >measured




Sy m bo l s Graphic Devices

Trade Dress
Spokesmen
Words

Sounds

Existing Words
Coined Words
Abbreviations
Hybrids

brand >measured

Position
Reach
Reputation




Sy m bo I S Graphic Devices

Trade Dress
Spokesmen
Words

Sounds

Existing Words
Coined Words
Abbreviations
Hybrids

>measured

Position
Reach
Reputation




Sy m bo I s Graphic Devices

Trade Dress
Spokesmen

Words
Sounds

A4

Existing Words
Coined Words
Abbreviations
Hybrids

> Stewards

>measured

Position
Reach
Reputation

br;nd




promise

pro\c/:luct

Creation
Price
Placement
Promotion

>experience «

Direct
Indirect

br;nd

>perception




> stewards > promise ——> measured

4

pro&uct - —> experience <—— perception

individuals

external systems




> stewards > promise

A |
product —— —— experience <— > perception

/I\

individuals

external systems




a model of brand
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celements of a brand



brand story

The parts Customer asks Customer really thinks
POSITIONING  “How are you useful to me?” WHY should I buy from you?
PROMISE “What do you promise to do for me?”  Why SHOULD I buy from you?
PERSONAS “Whatdo I need/want from you?” Why should I buy from you?
PRODUCT “Whatwill you offer, over time?” Why should I BUY from you?
PERSONALITY “Whoareyou?” Why should I buy from YOU?
PRICING “How much is this going to cost me?” ~ Why should IBUY from you?



Which one would you give your credit card to?
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Which one succeeds at being elegant?

WORLD-WIDE SHPPING \ Seatch v 7

1-201-357-4877

ALLURE BRIDALS

-Q

o-q

-9

- 5 ‘
Y4 -

SINVI NOSIOYH

|
;

"//J, vidal (|( WS

DESICNER INSPRED %A T — - —
WEDOING DRESSES : % ‘\‘C\s(l b (.L whune \\ sy

COTHIC WEDDING N - -
DRESSES oy ) 5
‘ v ) v n

¢ ¢ VINTAGE NSPRED &
CELEBRITY

SICI AT TR M E N RS S

' ALLURE ROMANCE

COLD YELLOW ORANCE
WEDOING DRESSES

BUACK WEDDING
DEESSES

¢ ¢ RED WEDDING DRESSES VIEW THE NEW COLLECTION
PINE WEDOING DSES5ES

. CREEN WEDOING
‘ DRESSES

-
.

PURFLE WEDDING
DREINES

BLLE WEDDING DRESSES

PLLS SIZE WEDOING
DRESSES

CYPSY WEDOINC
DRESSES

« « « CUSTOM WEDOING
DeESsES

TEA LENCTH WEDDING
DRESSES

’ : . TRUNK SHOWS

-
-

Welcome to Wedding Dress Fantasy where you will find the largest selection of

A




Which form s less likely to have errors?

FILL OUT THE FORM FOR A CHANCE TO WIN!

Enter your information below to enter the contest.

First name:

lan

Last name:

Everdell

Phone number:

Tell us what you drivel

~<
@
o
=

“a»

Select...

=
]
=
(]

“a»

Select...

Address:

City:
Hamilton

Postal code:

.
o
&
1
S

Do you own:

O A motorcycle?
O Aboat?

O AnRV?

O A snowmoblie?
O AnATV?

QO Other

Province:
Ontario v

Profession:

What do you check
most often?

O Newspapers
O Fiyers
Q© Online fiyers

O Other

E-mall address:

TSRS, T

Confirm e-mall address:

Age:
26 - 30 years v

ARE YOU A CAA MEMBER?

O Yes O No

Gender: Preferred language:
O man @ English
O woman O French

O | have read and understood the Contest Rules and Regulations.
O ! agree to receive special offers from NAPA Auto Parts

and Its partners.

@ PACK

"1 Comcast-2014-03-0..pdf *

References for Nima

docx *

What is your dog's name?

chloe

BREEDS

Sign in




Consider all the

touchpoints.
Theyshould look

like the same
famuly.




Consider all the touchpoints. Theyshould look like the same family.

Chinese Leader

. ; § A ’ 4 - 5 N — 3 - 4t
Arr’ues mn UoSo 4 “' o ) - (l-::,l;:f‘g:fl the Birth Lot's Not Move %o Mars
at a Moment of g Y

Vulnerability

10:09
NYTIMES

Reiin : Che
Unemployment New j_!ork
Rate Falls to Its ] Cime
Lowest Since 2008 © é

Yoice & Audio-scape (tones, alerts,
sounds, haptic feedback) too

Save for Later

(
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brand symbols

logo

color palette
typography
iconography

imagery / photography
mocks

language (copy)






MeetUp Pandora Amazon Yahoo Evernote
Path Twitter Swarm Dropbox Vine

AirBnB Facebook Munchery Etsy Apple

Yelp Waze SnapChat Uber






SnapChat Mozilla Android



Greetings

Greerines Qneetmgs

Greetings  Greetings

Greetings




ppppp

Greetings  Greetings  Greetings

oooooo - Android Facebook



defiming your brand personality
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I'm a PC I'm a Mac



Already have a portfolio?

5 PRI U N

Sign in

@ OVERVIEW

Home Examples Themes AboutUs Pricing

carbonmade

" Youronline *#¥
Yeah! o -
portfolio.

946,979

portfolios

4 .\ . Hiring creatives?

2 183,238 e

| RLLY

WEBSITES * DOMAINS «+ COMMERCE + MORE,

Easy to use.

J

15,284,796

n

Protessional themes.
GET STARTED LEARN MORE

A hassle-free online portfolio.
No HTML necessary.
Chock-tull of teatures.

Proven aphrodisiac.

° WATCH OUR LATEST CAMPAIGN

COMMERCE

COVER PAGES

BUILD IT BEAUTIFUL

Tl GREATER S000%

LOGIN




The fastest, easiest way to plan travel

Flights Hotels Cars Packages

© Roundtrip 7 One-Way (  Multi-City *  Price Graph Search now 1o see flights from top airlines and travel sites.

SFO Belize, Belize Aug 14 Aug 16 1 person, coach v

Round trip One way Multi-city Economy 3 1adult 3
SFO San Francisco +
(1) Sun, August 23 « (1 Thu, August 27 «
Stops~+ Price~ Airline~ Times ~ re
== - B

Flights

Round-trip One-way Multi-city

Oakland (OAK) — Belize City (BZE) -E Tue 8/11 E» Mon 8/17 1 adult, Economy v m

v Include nearby v Include nearby Show flexible dates ¥

?_ *



oo INEAR —

12:00

Monday, July 21

® Snack

Weeee it's time for your daily Pack
Snack!

se AT&T = e

12:00

Wednesday, July 23

Your email shouldnt be much more than 600 pixels wide.

® Snack row
Dear human: Dogs are awesome.
Go look at some dog photos now.

Love, The Snack Team.
{4

(13 INEARS Cxm—

12:00

Saturday, July 19

0
-

® Snack

** It's time for your Pack Snack!
** Because dogs.




brand personality drivers

Behavior Performance

Perception

>

<




5 dimensions of brand personality

Brand Personality

-

_domestic
_honest

genuine
_cheerful

spirited
Imaginative

Excitement ' ------
up-to-date

reliable
Intelligent

Competence .-
successful

upper class

ool SOph|St|Cat|On ....... ..... h ............
ooming

outdoorsy

tough

from Jennifer L. Aaker



eXercise

brand personality

List b-7 traits that best describe your brand along with a trait
that you want to avoid. This will help those designing and
writing for this design persona create a consistent personality
while avoiding the traits that would take your brand in the

wrong direction.

For example:

-UN but not childish

-UNNY but not goofy
POWERFUL but not complicated
HIP but not alienating




eXercise

brand personalitymap

Plot your desired brand personality on the map.

UNFRIENDLY

DOMINANT

SUBMISSIVE

time:
10 minutes

ATAN3 N4



CXCreIse

brand personality

If your brand could talk, how would they speak?
What sorts of things would they say?
\Would they speak with a folksy vernacular or a refined, erudite clip?

Describe the specific aspects of your brands voice, and how it might
change in various communication situations.

People change their language and tone to fit the situation, and
so should the voice of your brand.

Think about what your brand's tastes might be like or what kind of city they might
be. Who would they hang out with? \Who would they avoid?



NAME OF BRAND

YOUR BRAND HATES:

YOUR BRAND LOVES:

THE CITY IS YOUR BRAND LIKE:

YOUR BRAND’S FAVORITE MEAL/DRINK:

DESCRIPTION OF BRAND

A PERFECT SATURDAY NIGHT FOR YOUR BRAND:

WHAT OTHER BRANDS WOULD YOUR BRAND HANG OUT WITH?

WHAT OTHER BRANDS WOULD YOUR BRAND NOT HANG OUT WITH?

HOW WOULD YOUR BRAND SAY HELLO?

HOW WOULD YOUR BRAND SAY YOU MADE A MISTAKE?

HOW WOULD YOUR BRAND EXPRESS GRATITUDE?

HOW WOULD YOUR BRAND GREET SOMEONE NEW?

HOW WOULD YOUR BRAND APOLOGIZE?

HOW WOULD YOUR BRAND EXPRESS EXCITEMENT?

HOW WOULD YOUR BRAND ASK QUESTIONS?

HOW WOULD YOUR BRAND GREET AN OLD FRIEND?




mood boards



whatare they?
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visual language

light, neutral backgrounds
large colored backgrounds
pops of punchy colors
high contrast

dramatic type heirachy
some reversed type
circular buttons and icons
flush, borderless images
flat colors and buttons

B

Ed Benguiat

Marris Fuller Benton
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pocketmag
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Heading out for lunch -anyone want
anything?

No, 'm olcy. Can you drop off the Lbs
On your way out?

Dr. Calhoun - please note Patient has
been waiting over 15 mins

w on my way

I've got OR 2 prepped
Team is assembled

Thanks hnng, see you there

&
(2]




visual language

ight, neutral backgrounds
arge colored backgrounds
nops of punchy colors

nigh contrast

dramatic type heirachy
some reversed type
circular buttons and icons
flush, borderless images
flat colors and buttons

il

ario _* .

PRECINCT

Morris Fuller Benton

8
7

encuentra
pocketmag.

*



P Dr. Croskey Scheduling Billing Reports Help Claim  Find Patient -

Sabrina Smith

No, 'm okay. Can you drop off the labs

A \ ' on your way out?
Alex Donald

De. Calhoun - please note Patient has
been waiting over 15 mins

Johanna King ) S - on my way

feed
three
people

I've got OR 2 prepped

Sabrina Smith

ohanna King
s -

A DAY
IN THE
LIFE OF

Sabrina Smith
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lets make moodboards

|.take 1 piece of paper as your base
2. using the magazines:
find images
find color swatches
find text samples
find words
that map to your idea of your company personality
2. paste the images onto the paper
4. you will finish the moodboard digitally, using this as a starter
(so take photos along the way)



homework

brand personality

Moodboards
1. Take photos of your moodboard started In class.
2. Finish your moodboard in Photoshop.

Competitive audit
3. Looking at the competition for your product, what brand personality traits do they each have and how are they

different than yours.
4. Plot the personality map for at least 2 of the competitors and jot down your interpretation of their personality based

on the exercises done In class.

Refine Your Brand

5. Using the brand personality started in class and the moodboard, create a color palette and select type faces that
reflect that personality.
Consider how the personality will be manifested.

6. Create a second palette and selection of type faces. How does this change the perception of the brand personality?

BE PREPARED to discuss next week



