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ABSTRACT

The independent study about Designing Brand Elements for Communicating Brand
Identity of Light Addict Studio is a qualitative research which aims;

1) to study the brand elements designing process,

2) to design brand elements for communicating brand identity of Light Addict Studio.

It is found that the brand element designing process of Light Addict Studio starts from
the self-analysis for the brand, consumer analysis, and competitor analysis. These indicate the
limitations and opportunities to create the brand in order to utilize as design brief for brand
element by creating or specifying the core identity and brand extended identity which makes such
brand special and outstanding, unlike competitors’ brands and creates values to the consumers.
However, brand core identity of Light Addict Studio is to upper a “professional wedding
photography studio which offers creative and popular perspectives for lovers who have moderate
income or more.” Data acquired from the analysis is creatively developed to proceed on
designing the brand element of Light Addict Studio by applying theories and principles of brand
design, utilization of colors to convey meaning, and assessment from brand designing
professionals and entrepreneurs of Light Addict Studio; in order to develop the design to be more
proper and efficient in conveying the brand identity of Light Addict Studio which consists of

logo, color, and typography.



Moreover, the brand identity utilization instruction manual of Light Addict Studio is
published which is an instrument to control the identity utilization for uniqueness and creating the
understanding in utilizing of the brand element to convey the brand identity of Light Addict
Studio. The details are as follows; (1) Explanation for Light Addict Studio, (2) Brand Utilization
Standard, which consists of the brand, the area around the brand, minimum size of the brand
which allows, correct brand utilization and which prohibits brand utilization, (3) brand element
utilization format, alphabet format, color utilization, and (4) examples of brand element

utilizations in many media; such as digital media, printing matters, and video media.



