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Physical characteristics of brand. Namely, how we 
define the brand and how it will manifest, including 
its visual features - visual cues that help consumers 

identify the brand.

The nature of the relationship between the brand and 
its consumers, including both abstract aspects

of the relationship as well as more tangible aspects.

The way in which customers see themselves in a particular 
brand. Brands can use self-image to their advantage by 

incorporating it into their identities. Self-image is like a mirror 
the target group holds up to itself - by associating themselves 

with certain brands, they see themselves di� erently.

The traits of the brand in the eyes of the consumer. 
One way of understanding this concept would be to 
imagine your favourite brand as a living thing. What 

kind of living thing is it? How does it behave?

The set of values that feed into or set a foundation 
for the brand. In some cases, this will include the
culture and values of the brand’s country of origin

How a brand portrays its target audience. Reflection 
is a set of stereotypical beliefs or attributes of a

brand’s target market, which is often highlighted in 
ads and other communications.


