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Abstract Credit cards are becoming an important marketing tool that reveals brand identity beyond
payment methods. The purpose of this study is to suggest an effective design strategy plan by analyzing
credit card design case that provided a positive brand experience among the cases of implementing
the brand identity of a domestic credit card. The design of a representative credit card brand in Korea
was analyzed according to Schmidt's experience type. As a result of analysis, when designing a credit
card, it maximizes the visual effect with colors suitable for each theme, presents a multi—faceted
experience that stimulates the five senses of the consumer, and provides an active brand experience
that can reminisce the benefits of a credit card. It was found to be effective in revealing the brand
identity. This study is meaningful in that local credit card companies offer design directions that can

positively imprint brands on consumers through credit card designs.
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Fig. 1. Hyundai Card
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Table 1. Classification of Emotions According to Card

Schmidt's
Card X
experience type
Shinhan Card Feel
Samsung Card Feel, Sense
KB Card Feel, Relate
Hyundai Card Feel, Sense, Relate
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