XD DY
AN ITo
:DIPN19DD

:DUPN DY
JYINI DY 2IN'D

:N'721N2 DIPN DY
Business and personal branding
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Designers are often required to "pack" conceptually and visually services,
companies and/or products into graphics. a business or a service Branding is a
powerful tool for expressing values and differentiating in a sought-after business
arena.

In the course, we will embark on the process of learning the product or service you
have requested to toggle, characterizing it, mapping the business arena, learning
the target audience. We will decide on a strategic concept of how to penetrate the
market. only then we will express all of these into the desired image. Each student
will characterize a variety of products according to the type of service or product he
is requesting.



:0'1DN

AN

NDILDN

7172

XD

JNIN Now Nma

ANIDN D7 NPIY NMIYPN NXID N

DIIPn Nn1an

.M N72P1 NIYAR 21XV N'WYD NITD

D'w29D 13 DIIPN YN

JNIN9Y D'w19N WY TNNA N2IN NINJI

.DIPN NN 12Y7 NID 7Y 'R N D7D Nwan

60 121y Y

nI7vn ‘'DN7 P7IN' DAPN

73 b))

[bl])]

o"Mxin

1

NnI7vn- 072 ,DPN NNDLD ,22N1D7 POY |2 7TA0N AD ,NIND'N Y90
?27TINN7” NXIN N ININ NN IN/1IXIDN D

.2

[IPNI N 7200 nvan nnna

YNNYD Y'NIN N1 - 701207 IXID NINDA NIRIYN NITIP)

3

N"M12DPA 71721 DNNNDD - TV 70 NYPDYA N TR 7V NnaXn
N1 Naxn

A4

OWI 'ADIDDN DODIIP NYaN

XD [ NNy

N1 Naxn

.5

.O"PI'Y DTYY7 DNNND NINYL“2'DA” |9INT7 NINAYA NaXn
121 naxn

.6

DAI'ONI .O"PI'YN 0DIXA NN

JXID IN N7 DNNM



N1 Naxn
g
nYyn7nd7n

12170 21X'V 7W NaXn

.8

N'ITNN NO9Yn M2

N9DJ1N NOYN NAXin

9

nin'o wnn

JUpPI'Y MIpnN NXIN N7V 1019V 1217 NaXn
.10

DP'NO YXHN Nwan

A1

PIY7 n'TN7 N'din hma
N1 Naxn

A2

o"I'vn 0DMIDINN 72 21XY
PTIDD

13

N'WIN N'NIN

PTIDD

14

D11 DID'D 91D 7270 nwan
rebranding 7'220 DI'D

D'TINND |I'XN 2D

20% N'ADIDDNI N'DIN ‘N 17V
20% nN"ADIVDNI N'DIN 2117V
50% N'770 nwan ‘217w

10% NN Nr7'vol NIsShnwn

'0I"721

1. Emotional Branding: The New Paradigm for Connecting Brands to People /
Marc Gobe

3. David A. Aaker, Strategic Market Management, Eight Edition, John Wiley and
sons, Inc, New York

4. Screw it let’s do it: Lessons in life / Richard Branson

5. Susan P. Douglas, C. Samuel Craig, (2011) Global Marketing Strategy:
Perspectives and Approaches, Wiley Online Library.



6. Under the Radar: Talking to Today's Cynical Consumer [ Jonathan Bond &
Richard Kirshenbaum

Web:

https://www.siegelgale.com/
https://www.brandchannel.com/
https://www.pentawards.com/2020/en/page/home
https://landor.com/

[http://jess3.com

[http://www.informationisbeautiful.net
[http://creattica.com
[http://www.awwwards.com

[http://dribbble.com
http://www.logodesignlove.com/
http://www.servicedesigntools.org/repository
http://www.itsnicethat.com/
http://www.fastcodesign.com/
[http://startupsthisishowdesignworks.com

JNXT70IN N'OXI TINY

Seth Godin's Blog
/http://sethgodin.typepad.com -
Kissmetrics Blog
/https://blog.kissmetrics.com -
Hubspot's Blog
https://blog.hubspot.com -
Marketing Land Blog
/http://marketingland.com
Marketing Week Blog



