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Abstract

In Marketing Management and Branding, there are many terms used to conceptualize or define
Brandy's methods. Brand DNA is one of the terminology that has entered the brand in recent
years, and like many other conceptual terms, its aim is to deepen the marketer's or brand
strategist's perspective. Brand concept differs from view. Since Brandenburg's academic books
have not provided a comprehensive definition of brand DNA, there are different conceptions of
this topic. In this paper, while addressing several examples of these views, Brand Identity as the
Theoretical Basis put the concept of brand DNA into account.
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STRATEGIC BRAND ANALYSIS
Customer Analysis Competitor Analysis Self Analysis
« Trends « Brand Iimage/identity = Existing brand image
« Motivation « Strengths, strategies * Brand heritage
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« Segmentation « Positioning * Organization values
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BRAND IDENTITY
Brand as Brand as Brand as Brand as
Product Organization Person Symbol
1. Product scope 7. Organization 9. Personality 11. Visual image
2. Product altributes e.g., genuine, and
attributes (e.g.. innovation, energetic, metaphors
3. Quality/Value consumer concern, rugged) 12. Brand
4, Uses trustworthy) 10. Customer/ heritage
5. Users 8. Local versus brand
6. Country of origin  global relationships
VALUE PROPOSITION Credibility
* Functional + Emotional + Seif-expressive Support other brands
henefits benefits benefits
v ¥ v
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BRAND POSITION
The part of the brand identity and value proposition that is to be
actively communicated to the target audience :
¥
| BRAND-BUILDING PROGRAMS |
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