Briamd tdentity




Brand's Value

=2 HUE2| Jix|= 210 Chet

h_h

SMAT MEIE F=LC.




Brand's Value
100%

Hei = 9] J1x|=
, 22H|XI2| ZE0|C}.




C|xiele] Eed

MSa MU| & EE2)

31 A

AMZBOIM2] AIEE 1t =5Y

2= OIX|=Q} H3li= 0|0|X] =

Need®} Desire Z&=x




E AR Y0 S =100%ETH=2| J}x|

Ephemera Design
Publication
Direct Mail

E-mails
Exhibits
Posters

Sustainable Design
Corporate ldentity
Publication
Package Design
Websites

Signages

Business Forms
Environmental

:Design
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Case Study: Jamba Juice




Case Study: Jamba Juice: Background

ZHelX}: Kirk Perron

# 0]: Cyclist

O[0IC|0f: ZI 2= F ZIAISE OIA!l = QU= HAU S
AlE: SIS

ZElH: 1990
Zt4~: San Luis Obispo, California
a1}
- freshly squeezed juices and blended-to-order smoothies
- pure fruits and 100% fruit juices with
no artificial preservatives, flavors or colors
22|X|E H|&: The Juice Club

2||el: Jamba Juice
African word "jama," meaning to celebrate, taking care of body,
mind and soul is a way of celebrating life. (Zltl)




Case Study: Jamba Juice: Background

Jamba Juice Mission:

Jamba Juice delivers the life-nourishing qualities of fruits and
vegetables, blended into delicious smoothies or juices, to provide a
healthy, nutritious, convenient and affordable meal or snack that
makes people feel good. The Jamba Juice team's goal is to infuse
nourishment and fun into the daily lives of each of its customers

and the communities it serves.




Case Study: Jamba Juice: Background

FIBER: Jamba Juice's Principles

Fun - Have fun.
Smile and create a spirit of celebration for your customers.

Integrity - Do what you say.
Demonstrate good character and encourage an atmosphere of mutual trust and respect.

Balance - Live a balanced life.
Consider the needs of customers, team members and shareholders alike.

Empowerment - Believe in yourself.
Be responsive and innovative. Do whatever it takes to make your customer happy.

Respect - Be respectful.
Help each other to grow. Contribute to a vibrant and diverse community.




Case Study: Jamba Juice: Background

Products & Services

- Jamba Smoothies

- Jamba Boosts™

- Fresh Squeezed Jamba Juices

- Jamba Breads™ & Jamba Pretzels™
- Jamba Go-Go™

Locations
- more than 430 stores in USA.
- operates stores on college campuses and in airport locations




Case Study:Jamba Juice: Brand Design

Design Firm: Hornall Anderson Design Works (HADW), Seattle, WA

Art Director: Jack Anderson

Design: Jack Anderson, Lisa Cerveny, Suzanne Hadden
lllustration: Mits Katayama

Copywriting: Suky Hutton

PR R PR PN PN

Learn Conduct Design Finalize
Conditions Research Strategy Design Production

Interviews Publication Objectives Property
Documents ompetitors Concept
Visits Consumers
Trends




Case Study:Jamba Juice: Brand Design

Identity Mark: Lowercase Slab Serif Logotype & Non—-Representational Mark

Tagline: "drink something beautiful”
Colors: A palette of bright colors
Typefaces: Bembo and Meta
lllustrations: Nutrition Value and Fun




Case Study:Jamba Juice: Brand Design

Corporate Identity
Publication
Package Design
Websites
Signages
Business Forms
Environmental




Case Study:Jamba Juice: Brand Design

Signage & Environmental Design
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How the brain recognizes the identity marks:




Logotype

Lettermark
Representational Mark
Non-Representational Mark
Combination Mark




Definitions
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Identity Mark Categories

I =M (Sans Serif)
1. Logotype or Wordmark § = XM (Serif)

Z. Lettermark or Monogram I

HH
: . IHCE B
J. Representational Mark or Descriptive Mark I 2 H

[ ==

JIIRE TYHOE H
4. Non-representational Mark | S7I1HM= BEH

6. Combination Mark 1. Lettermark 2} Logotype
2. Non-Representational Mark2} Logotvpe
3. Abstract mark®} Logotype
4. Lettermark®} Abstract Mark
B. Lettermark 2t Non-representational Mark




ldentitv Mark Cateanrie<

Logotype
1. Logoty

Lettermark
2. Letter Representational Mark
Non-representational Mark
3. Repre
Lettermark & Logotype
VOIS  Representational Mark & Logotype
Non-representational Mark & Logotype
6. Combi

Representational Mark & Lettermark

Non-representational Mark & Lettermark




Logotype or Wordmark Analysis

Definition
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Characteristics
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Logotype or Wordmark Analysis

Sub-Categories

U Sl (3ans Serif] Logotype o &M (Serif] Logotype

SHEY Z240 Serit7F 810] 2E42010 HEXHP EHIIE AHIXIESWAH 2RSS
MAEHCE & Hil= 448 21 U0 FToHH 222 F1 Uk

WELLS
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Albertsons
Procter&Gamble
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1€l (Sans Serif)
HEH (Serif)

E71#(Script)

LH2XH Uppercase)

227HLowercase)

CHA2X} b g
(Upper & Lowercase Combination)




Lettermark or Monogram Analysis

Definition
JI1e 01 208 MAS Xk (Initial LetterlE =58 O X2
SECE JIgo AL d88 220 A0

Characteristics
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Lettermark or Monogram Analysis

sub-Categories

=I|§ EI:I:I IMJ:-IGE o

- Jg0|E& =50 & =+ UL - JIg0IE & M50] & + SiCL
- JIg9] MAE AIZNCE B0 8 - 7122 dHE& AMHH2
== | ., | I:'_':I-

- Logotype HE S £ A2 s




Lettermark or Monogram Analysis

sub-Categories

JEIH|(Sans Serif)
HZH (Serif)
27| (Script)

ZAH (Abstract)




Representational Mark Analysis

Definition
20 E 7 A= SE, Y, 229 4SS
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Characteristics
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Representational Mark Analysis

Sub-Categories
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Representational Mark Analysis

Sub-Categories

7 (Object)
Xt (Nature)

0I7HHuman)




Non-Representational Mark Analysis

Definition

201 2 = U= EHJ1 0l Jjolets = (Geometric shapes),
SJ188 =9 [Organic shapes], M [Lines), £4 (texturelg S =0
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Non-Representational Mark Analysis

Sub-Categories
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Non-Representational Mark Analysis

Sub-Categories

JIJ|e&
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28 (Circle) 23 62
| #2+8(Triangle) 12

$7|8(0rganic) 22




Combination Mark Analysis

Definition
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Characteristics

- Y02t Image combination

- Image and Image Combination E7ts
Non-representational mark el

Abstract Mark Combination Mark




Combination Mark Analysis

Sub-Categories
1] Lettermark et Logotype

2] Non-Representational Mark2t Logotype
3] Abstract mark?t Logotype
4) Lettermark @} Abstract Mark

51 Lettermark 2t Non-representational Mark
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Cgmﬁuinminn Mark Analv<ic

aub-Cat
1] Letter

21 Non-F

3] Abstre

4] Letter

o) Letter

Logotype

Lettermark

Representational Mark
Non-representational Mark

Lettermark & Logotype
Representational Mark & Logotype
Non-representational Mark & Logotype
Representational Mark & Lettermark

Non-representational Mark & Lettermark




Identity Recognition & Connotative Meaning
Comparison Chart

CONNOTATIVE MEANING
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The Face of the Future
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Weak Combination

Lettermark & Lettermark Combination? or
Representational Mark & Lettermark Combination?

L




Weak Typography!
LG

Helvetica Neue 95 Black

(5

Helvetica Neue 95 Black

Charlotte Sans




Too Much Space!
Unattractive Visual!
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Wrong Color Combination!

L

1. Warm and Cool Combination
2. Gray = negative connotation




Common Recognition!

3. Content




Too Many Meanings
and Weak Connection!

H7| CIxtel
- HIA, ol &S, o] 57}4X|
- 01710| LGEI'L'H_J

L

oiLig] =: SEX|ZY, 854, 0|

250 0{u: HIHYC S WSxSY U
AEMS M3

A Ay
Red: M=ol =X o|x|,
OIES X 2B MIZI0N CHE 24,
nps= st £12

Gray: 7|&2, M2/







