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SHORT INTRODUCTION TO THE INTERNATIONAL
METHODOLOGY OF BRANDING and DESIGN PROCESS
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STRANGELY THIS WORD “DESIGN" IS VERY WELL KNOWN BUT NOT UNDER-
STABLE SO EASILY.TOO MANY USES.

SOME DESIGNERS ARE CONFUSING ART AND DESIGN. DESIGN IS MOSTLY
DONE FOR COMERCIAL MATERS.

ON MY SIDE THE BRANDING DESIGN IS ALL WHAT CONCERNS THE BRAND/
PRODUC FROM THE FIRST START > THE CONCEPT /BRAND/NAMING TO
PRODUCTION/ POINT OF SALE MATERIAL/PR.

THE BRANDING DESIGN IS DONE TO PROVIDEYOU A GENUINE IDENTITY,
PRESENTATION PACKAGING AND REAL DIFFERENCE FROM YOUR COMPETI-
TORS.

FORTHAT YOU JUST FOLLOW TO BE STRONG AND
GROW YOUR BUSINESS WITH A LONG TERMVIEW.
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THE CIRCLE THEORY

X CONCEPT
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BUILD YOUR REPUTATION
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FOCUS ON YOUR MARKET AND CONSUMERS WISHES
FIETAIRNT G E R A0H Tt 4 7R
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IMAGINE YOUR FUTURE AS FAR ASYOU CAN
R A Rk b 8 ARG 4 &



IDENTIFY YOUR ROOTS AND STRATEGY
A AR ) AR B e X g



BE RECOGNIZABLE
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BE UNIQUE AND DIFFERENT
Ffb— K, A
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PACKAGING AND CORPORATE
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WHAT IS BRANDING DESIGN AND WHY IT IS SO IMPORTANT:

THE LOOKING OF YOUR PRODUCTS IS REALLY IMPORTANT AND CRITICAL BECAUSE
IT ISYOUR FIRST MEDIAVS CONSUMERS.

THE PACKAGING AND CORPORATE IS ONE OF THE FIRST CONTACTS WITH YOUR
BRAND AND PRODUCTS, AND A CONSUMER HAVE AS YOU KNOW SHORT TIME TO
BE SEDUCED. FORTHIS MAIN REASON THIS ASPECT NEED TO BE WORKED SERIOUS-
LY AND PROFESSIONALLY FOLLOWING A STRICT METHODOLOGY.

FORTHE MOMENT THE CHINESE MARKET HAS ENOUGH SPACE RIGHT NOW TO
GROW MORE AND SOMETIMES BRANDS AND COMPANIES JUST FOLLOW SOME EX-
ISTING DESIGNS OR MARKETING PRESENTATIONS.

THE SELLS SEEMS GOOD BUT WHAT WILL BE HAPENNING IN FEW YEARS?

ON THE WESTERN SIDE, MARKET WHERE CONSUMERS ARE VERY AWARE ABOUT
BRANDS,WE CAN SAY THAT WITHOUT MARKETING, BRANDING DESIGN THERE IS
NO CHANCE TO SURVIVE. SO ORIGINALITY, GENUINE STRATEGY ARE THE BASICS.



THE MARKET SEEMS SATURATEWITH SO MANY OFFERS. IN CHINA RIGHT NOW |
THINKTHE COSMETIC GROUPS NEED TO THINK ABOUT THEYR FUTURE TO CON-

SOLIDATE THEIR NATIONAL STRENGH AND TO THINK ABOUT GOING ONTHE
INTERNATIONAL MARKET.
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ANALYSIS AND OVERVIEW
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1-KEY VALUES:
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IDENTIFY YOUR KEY VALUES
WIMRHEZMME



BE UNIQUE AND DIFFERENT
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BE RECOGNIZABLE
5T

IDENTIFY YOUR ROOTS AND STRAT-
EGY
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IMAGINE YOUR FUTURE AS FAR AS
YOU CAN
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FOCUS ON YOUR MARKET AND
CONSUMERS WISHES
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THOSE YOU WANT TO FOLLOW AND BE LIKE YOUR ROOTS.
LRI ZETRFH R ERINME.

2-STRATEGY:

2- K R

IDENTIFY YOUR GOALS AND THAT FOR YOUR BRAND, PRODUCTS.
FIAMRHIE S AN R A ER B AR,

IDENTIFY YOUR BENCHMARKS AND FIELDS.

IS TE RV B RN R s

IMAGINE AS | HAVE SAID BEFORE YOUR FUTURE AS CLEAR AS YOU CAN.
BB ZBIFTIRR, KA Rt =B RIRAIARE.

DIVIDE THIS WISH IN SEVERAL TIMINGS: SHORT TERM GOAL, LONG TERM
GOAL.
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ANALYSIS AND OBERVIEW
| -KEY VALUES:

IDENTIFY YOUR KEY VALUES
THOSEYOU WANT TO FOLLOW AND BE LIKEYOUR ROQOTS.

2-STRATEGY:

IDENTIFY YOUR GOALS AND THAT FORYOUR BRAND, PRODUCTS.
IDENTIFY YOUR BENCHMARKS AND FIELDS.

IMAGINE AS | HAVE SAID BEFOREYOUR FUTURE AS CLEAR ASYOU CAN.
DIVIDE THIS WISH IN SEVERAL TIMINGS: SHORT TERM GOAL, LONG TERM
GOAL

3-THE DESIGN PROCESS IS ORGANISED IN SEVERAL STEPS.
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At the very beginning of our collaboration with CLARINS,
our mission consisted Iin a review, a reorganization and
structuring of its visual identity. The general idea was to re-
group the logo and to suggest ways of increasing its exploit-
ability, as it was difficult to use because of its encirclement.
In a next phase, together we were able to organize, accord-
ing to a global system, the placements of texts and infor-
mation, thus developing and implementing in the process a
system by which the consumer is able to appropriate very
easily the different product lines. It was clearly understood
however that these new designs were not to disturb the
existing line of facings in order to prevent returns from pos’
all over the world.

Finally, we were invited to submit proposals for rendering
the primary packaging more coherent. This is an example of
a lifting of a brand whilst respecting the fundamental ele-
ments that constitute a brand’s roots and visual capital.
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DECLEOR
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as another example shows how a brand can invite us to assist in reconsidering its rep-
resentation. DECLEOR had come to the conclusion that its visual identity had become
dated. Added to this, it became clear that consumers who were not that familiar with
the brand did not always liaise it with the aroma therapeutic essential oils with their
characteristic intense shade of yellow in the ads. Such a radical chance was not ap-
parent in the beginning, but step-by-step this particular shade of yellow became more
and more inevitable. Although this shade is one of the obvious color codes of tanning
products, Herve Lesieur nevertheless decided to use it on the new visual identity of
the brand. This approach has definitely surpassed its objective: it has re-sealed the brand
with its origins, increased its visibility as well as its perceived level of pleasure and fun.
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ENPRANI

How to build a brand from scratch?

Enprani Korean Brand has been bull T with our methodol-
ogy-

The company Background was not in the cosmetic Industry.
So they decide to hire us to build a new competitor for the
Korean market,

So the first stage was to analyze which positioning to adopt
for this market:

The answer has been to be a global multi specialist Brand
developed for the Skin care and Cosmetics.

So a real Beauty Brand.

We have provide the naming. ENPRANI. With a logo who
seems following the traditional bases of classical French
Beauty Brands.

The colors codes Black Gold Silver intent to give to this
New brand a very classical existing code.
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The challenge was to build a new Brand and make it exist-
ing for a while.The goal is reached now.
Of course all is not only about design but the part of de-

sign Is like the first stage of a rocket. And this one has made
this brand existing among the others.
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Aliza Jabes, the owner of this brand that is an increasingly relevant player on the market for
skincare and cosmetics, asked us to review its packaging in order to comply with the lat-
est rules that apply to exported goods. We were inclined to adapt the general structure in
pushing the logotype itself to the upper part of the facing and simplifying it in the process.
This simplification made the logotype technically easier to use but, in eliminating the closed
frame around the tree, the logotype also communicated more clearly the concepts of na-
ture, freedom and blossoming the brand stands for. VWe have re-edited the info on the fac-
ing In two languages and adapted It to the international regulations. In doing so, we were
able to add other information such as highly original and eye catching names for the differ-
ent lines of products a part from the obvious references, product names, active ingredients
and segmentation. As was the case with Clarins, our mission was to reinforce the existing
brand capital by increasing its elegance and level of structure.
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