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Brand: a person’s perception of a product, service, experience or organization; 
the art and science of brand building. ( AIGA CENTER OF BRAND EXPERIENCE )

Designing Experiences: Branding and Packaging 
In this collaborative studio, we will explore the theories, principles, and case studies 
of branding, focusing on creating a strategic framework that encompasses key 
elements such as brand perception, experience, and promise. Design teams will 
investigate various design components, messaging, and packaging systems that 
effectively communicate the essence, personality, and attributes of their chosen brand. 
Through their proposed designs, teams will bring the brand to life by developing its 
visual identity, tone of voice, and overall attitude. Our goal is to ensure that all brand 
touchpoints are cohesive and resonate with the target audience, ultimately enhancing 
brand equity and fostering an emotional connection with consumers.

Brand Design: Brand Design Worksheet
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BRAND DESIGN WORKSHEET

Step 1 & 2 : Based on your Discovery Research, identify the Target Customer and Proposed Market Position for the Brand:

Target Customer’s Profile, Needs, Desires, and Journeys  
• Who are you selling to?
• What are the customer “journeys” through the brand’s touchpoints?

Positioning - Brand Differentiation
• Locate the direct & indirect competitors across the market landscape 
• Identitfy where does the brand fit in the current market
• Determine new opportunity & where to PLAY

Step 3 : Define the Message of the Brand (What are the key offers and benefits?)  

Intellectual Attributes - more tangible
• How the customers THINK about the brand offers and benefits?

Emotional Attributes - less tangible
• How the customers FEEL about the brand offers and benefits?

Value Proposition (What the customer gets from the offers?)
• Perceived values for developed brand   •   Anticipated values for developing brand

Step 5 : Brand Essence (What the brand promise to deliver to the customers? What does the Brand stand for?)   

Core Essence (name/short phrase, derived from the core attribute and value)

Essence Statement (a clear and simple verbal expression describing how the design development team wants the customers to perceive the brand)

Step 4 : Define the Brand Personality (How would you describle the Brand if it were a person?  How the Brand looks, speaks, and acts!)

Visual Dimension (looks)
• visual language/aesthetics
• design theme (inspiration, aspiration)
• graphic elements (type, image, color)

Behavioral Dimension (acts)
• behavior/performance
• communication (approach, platform)
• mindset (attitude, belief, point of view)

  Sensorial Dimension (feels)
• interaction (form, function, interface)
• physical properties (shape, texture, material)
• emotional properties (mood, effect, experience)

A structured approach integrat ing  hol ist ic-th ink ing and research analys is  that  prov ides  a  context  for  develop ing brand strategy and des ign d i rect ion  (as  an instruct ional  tool  for  undergraduate level  des ign pract ice) .

TOOLS: inspiration board, visual referrences, descriptive adjectives & attributes, benchmarks, less like/more like, persona, metaphorical descriptions, brand character statement

1 2

4
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5

This 5-step process can be practiced in an iterative and nonlinear sequence approach (depending on the scope and scale of the brand development project).                                           Updated: May 2017
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