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http://www.coca-colacompany.com/chronology
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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

Design 

Categories

Identity Mark

Publication

Package Design

Web sites

Signages

Business Forms

Environmental Design

Advertising Campaign

Product Design

Publication

Direct Mail

E-mail

Exhibition

Specific Advertising

Poster

POP

Small Event Program

Linguistic 

Elements

Brand’s Name

Byline

Tagline

Slogan

Headline

Subheadline

Body Copy

Info Copy

Keywords

Pull Quote

http://www.google.com
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Can you
know its 
brand?
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How 
about 
now?
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Let me 
explain
it!
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제품 Manufactured Goods _제조해서 만든 기능적인 물체 

서비스 Service _인간이나 설비와 소비자의 원만한 상호 관계를 제공하는 체계  

브랜드 Brand _제품이나 서비스를 구별할 수 있는 개성을 주어 경쟁 브랜드와 구분 가능 

브랜드 디자인 Brand Design _소비자가 브랜드를 인지할 수 있는 직접적인 소통 방법

CLIENT Quady Winery
INFO Wine package branding
DESIGNER John Coy and Albert Inyoung Choi
COMPANY COY Los Angeles, California USA 
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Visual
Attraction

Inform Persuade

VIP Design Centered

Decision Making Process

based on the consumer’s experience
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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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자아 실현

Self-Actualization 구체적 욕구

Specific Wants

근본적 욕구

Fundamental Needs

자존감 욕구

Self-Esteem

사회 욕구

Social

안전 욕구

Safety

생리 욕구

Physiological
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CLIENT TeraVida
INFO Cafe in Shopping Mall
DESIGNER John Hornall & Jack Anderson
COMPANY Hornall Anderson, Seattle USA 

More Brand Identity



21 Designing for Corporate Identity vs Brand Identity

CLIENT TeraVida
INFO Cafe in Shopping Mall
DESIGNER John Hornall & Jack Anderson
COMPANY Hornall Anderson, Seattle USA 



22 Designing for Corporate Identity vs Brand Identity

CLIENT TeraVida
INFO Cafe in Shopping Mall
DESIGNER John Hornall & Jack Anderson
COMPANY Hornall Anderson, Seattle USA 



23 Designing for Corporate Identity vs Brand Identity

CLIENT TeraVida
INFO Cafe in Shopping Mall
DESIGNER John Hornall & Jack Anderson
COMPANY Hornall Anderson, Seattle USA 



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).

A L B E R T  I N Y O U N G  C H O I

aychoi@hanyang.ac.krThank you


