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Category

Sustainable Design

Ephemeral Design

Characteristics

Long life of function

Sustainable function

Long-term image communication
No effected by style and trend
Not able to respond customers

Short life of function

Ephemeral function

Short-term image communication
Easily effected by style and trend
Able to respond customers
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CLIENT Quady Winery

INFO Wine package branding
DESIGNER  John Coy and Albert Inyoung Choi
COMPANY  COY Los Angeles, California USA
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VIP Design Centered
Decision Making Process

based on the consumer’ s experience

Visual

Attraction
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Functions of Brand Identity

Principle Functions:
Communicating the Origin of Brand,
Categorization, Quality, Price, and Trust

Derivative Functions:
Communicating Differentiating,
Symbolc/Represent, Loyalty,
Recognition, and Expression

CLIENT Alcatraz

INFO Beer Package Branding

DESIGNER  Bill Canhan

COMPANY  Bill Canhan & Associates, San Francisco USA
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Fundamental Needs

Designing for Corporate Identity vs Brand Identity















More Brand ldentity

CLIENT TeraVida

INFO Cafe in Shopping Mall
DESIGNER  John Hornall & Jack Anderson
COMPANY  Hornall Anderson, Seattle USA
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Brand Design brings better understanding of
how we feel, what we know, where we are,
when we act, and why we exist.

Brand Designers ensure to provide its functions

with senses and strategies (Logical Sensibility).

ALBERT INYOUNG CHOI

Thank you aychoi@hanyang.ac.kr



