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With a New Foreword by Philip Kotler, Ph.D.
Kellogg Graduate School of Management
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Corporate Identity Program
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Disney Brand Platform

Making people happy

To create magic moments

in the lives of families across the world

No cynicism, wholesome, enjoyable, fun, trusting
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Apple Brand Platform

Man 1s the creator of change in this world
And should not be subordinate to machines or systems

Providing human tools. Dedicated to the
empowerment of man, helping change the way

we work, learn and communicate

Individualistic, thinking differently, clarity, clever
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“ To reach the land of profit, follow the road of purpose ”
©12:9] ol itz el Bae] 22 thaeh
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Brand Purpose
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ZX: makerandmoxie.com The Power of a Purpose-Driven Brand (And How to Build One)
Accenturestrategy, FROM ME TO WE, THE RISE OF THE PURPOSE-LED BRAND
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Brand Purpose
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@l MY | Brand Purpose Statement

“Every Woman Deserves New Start”

ulo]&@4F | Brand Slogan

“Blooming Moments”

Hlo]H4F | Promotion Planning

[ Event Promotion |
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T ek et Ao 2 Bl e @ eile) ok
e gL A MR AR e Tow Bygrny 2] RN

#5 000R14)
#8.888=1(25H]]
10, 0002428 M1)
HELE R3]

15,000 R 424
HRO00RI5KI

fre2 Ze{BId]
#2000 Bk ()

JHEE ERC 2197 P et

P A2 A oleh= BAE o AE 883510, W VIS AZE A 22 v =71dd =2 v i

27



3
(2Bl T lelshegA)

v EDIERI IS 0l AHIKIRI SR = U= SS2A F=Hl
v MNICHE Z=Eloll £HIXIC] &= THMoE= HIKILIAC| J I221E]
v 2HIKIE G01M 212+ KHI0 882 |= = HIKILIA =31

#28



Yo v REQE N

@\A \B) S
N KB RIS,

ey

!
P

I N R T R R N //
1\ .,/ VEERTERERRR ...#//7// /,b/fm//./,,;/ RN

v

P

KN O N
MR E RS
RP=4AL




H2H=, Brand Identity
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Brand Management / Comm. = Branding
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——  ‘Sheer Driving Pleasure’
m — ‘Think Different’
m — ‘We are forever new’
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Verbal Branding, Visual Branding
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HEHE! eXperience
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“The networks of thoughts and associations in consumer’s head”
[Brand=Perception]
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7-0 Be «Seen

EE2HE! eXperience
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What I Want
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HEHE! eXperience
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“Making it easy for customers to shop, buy
and enjoy electronic products” £ S=Z0| XX

1ML 2= AETHRE “Circuit City2} Best Buy”
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Creativity/Innovation/Sprit of Commerce

“Amsterdam Has It”
“Capital of Sports”
“Small City, Big Business”

| amsterdam.
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Elevating the world by realizing the full potential within every one of us

patagonia

We're in business to save our home planet
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[Internal Branding't Employer Branding]
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| give my best?

Why should
| re=join?

Why should
| stay?
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On-Boarding

Why should
| recommend
“\ This employer?

Why should
| join?
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