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Glowing green neon line like button symbol. Animated neon thumb up sign icon animation
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THERE ARE SOME OTHERS

(but not many)
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And...... what':

Holistic -



Glowing red neon social media dislike button symbol. Animated neon thumb down sign icon animation
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BBC Immersion Inputs
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Studies, Initiatives

Leadership &
Stakeholders
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Mission/Vision
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BBC Immersion Inputs

Previous Work, Leadership & Corporate
Studies, Initiatives Stakeholders Mission/Vision

Ambition SWOT Guardrails

Socio-cultrual lifestyle Macro Trendslation
shifts & new patterns Manifestation

Current Behaviors « Needs (Jobs to be Done)
Emotional/Functional Drivers




BBC Immersion Inputs

Previous Work, Leadership & Corporate
Studies, Initiatives Stakeholders Mission/Vision

Ambition SWOT Guardrails

Socio-cultrual lifestyle Macro Trendslation
shifts & new patterns Manifestation

Current Behaviors « Needs (Jobs to be Done)
Emotional/Functional Drivers

Industry & Categories « Incumbent Technologies
Competitors & Analogs

Positioning Charter Architecture




Brand
CHARTER

BRAND PROMISE

CUSTOMER
EMOTIONAL BENEFITS

CUSTOMER
FUNCTIONAL BENEFITS

CUSTOMER
REASONS-TO-BELIEVE

BRAND PERSONALITY

BRAND VALUES

BRAND PURPOSE
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DESIGN STRATEGY Tools

Tone « Prioritization « Message Optimization

SWOT

Brand Diagnostic
(Code/Relevance)




DESIGN STRATEGY Tools

White Space « Brand Intent/Ambition « Competitor Red Space

Dominant Codes

Emerging Codes

Codes to Avoid

Tone « Prioritization « Message Optimization

SWOT

Brand Diagnostic
(Code/Relevance)




DESIGN STRATEGY Tools

Design Territories

Form/Shape
Language

Design Language

IDT's

White Space « Brand Intent/Ambition « Competitor Red Space

Dominant Codes

Emerging Codes

Codes to Avoid

Tone « Prioritization « Message Optimization

SWOT

Brand Diagnostic
(Code/Relevance)




SEMIOTIC DESIGN CODES

DESIGN CODES: STORIED AND SOPHISTICATED
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UNDERSTAND THE CONTEXT: DOMINANT OR EMERGING:
Consider the cultural and category backdrop behind a Use semiotics to spot evolving patterns - strong codes
design code to ensure symbols and signs (like shapes, signal now, shifting codes hit at what's next.

color, or imagery) resonate with your audience.



SEMIOTIC DESIGN CODES

DESIGN CODES: STORIED AND SOPHISTICATED

BOTTLE SHAPE

EXPERIENTIAL CHOICES

Wide variety,
brands have
unique shapes

Quality,
authenticity

LABEL SHAPE

= R
ol |

Substantial, bold
& distinctive

COLOR

Variety of rich,
jewel tones &
metallics

Sophisticated,
high quality

BRANDMARK

BOMBAY g SAPPHIRE

HENDRICK'S

SN

Sangerny
AVIATION

: AMERICAN GIN :

Custom type
with detailed
illustrations

Proudly crafted
with a
heritage story

IMAGERY

Detailed,
aspirational or
whimsical stories

Unique, elevated, or
inspiring experience

COPY

DISTILLED LONDON

DRY GIN

BATCH-DISTILLED

Tales of legend &
tradition; Detailed
craftsmanship & pride

Part of a unique
& sophisticated,
larger story

TYPOGRAPHY

BEEFEATER

LONDON

THE WORLD'S MOST AWARDED GIN

HENDRICK

Mix of traditional
sans serif, serif,
italics & scripts

29



So...how do you optimize for

FMOT & SMOT?
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GIN CATEGORY

EXPERIENTIAL CHOICES: STORIED AND SOPHISTICATED

MEANING CODE

OPPORTUNTY

32



EXPERIENTIAL CHOICES

GIN CATEGORY: BOTTLE SHAPE

BOTTLE SHAPE

Wide variety,
brands have
unique shapes

CODE

Quality,
authenticity

Stand out &
make news with a
distinctive shape

OPPORTUNTY



EXPERIENTIAL CHOICES

GIN CATEGORY: LABEL SHAPE AND COLOR

hd

MEANING CODE

OPPORTUNTY

LABEL SHAPE

Substantial, bold
& distinctive

Maximize label
size & shape to
tell brand story

COLOR

Variety of rich,
jewel tones &
metallics

Sophisticated,
high quality

Choose an
eye-catching,
distinctive color
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EXPERIENTIAL CHOICES

GIN CATEGORY: BRANDMARK AND IMAGERY

u BRANDMARK IMAGERY
[¢]
v Custom type Detailed,
with detailed aspirational or
illustrations whimsical stories
‘é Proudly crafted Unique, elevated, or
Z with a inspiring experience
s heritage story
E Create A unique icon that
E distinctive & reflects brand story
g crafted type & proposition
o




EXPERIENTIAL CHOICES

GIN CATEGORY: COPY AND TYPOGRAPHY

Z(-lf‘(;/flf’/ﬂﬁ |

IMPORTED

MEANING CODE

OPPORTUNTY

COPY

Tales of legend &
tradition; Detailed
craftsmanship & pride

Part of a unique
& sophisticated,
larger story

Use brand'’s tone
of voice; focus on
most important info

TYPOGRAPHY

Mix of traditional
sans serif, serif,
italics & scripts

Choices
should reinforce
brand story
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GIN CATEGORY

EXPERIENTIAL CHOICES: STORIED AND SOPHISTICATED

IMPORTED

2
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CODE

OPPORTUNTY

BOTTLE SHAPE

Wide variety,
brands have
unique shapes

Quality,
authenticity

Stand out &
make news with a
distinctive shape

LABEL SHAPE

Substantial, bold
& distinctive

Maximize label
size & shape to
tell brand story

COLOR

Variety of rich,
jewel tones &
metallics

Sophisticated,
high quality

Choose an
eye-catching,
distinctive color

BRANDMARK

Custom type
with detailed
illustrations

Proudly crafted
with a
heritage story

Create
distinctive &
crafted type

IMAGERY

Detailed,
aspirational or
whimsical stories

Unique, elevated, or
inspiring experience

A unique icon that
reflects brand story
& proposition

COPY

Tales of legend &
tradition; Detailed
craftsmanship & pride

Part of a unique
& sophisticated,
larger story

Use brand’s tone
of voice; focus on
most important info

TYPOGRAPHY

Mix of traditional
sans serif, serif,
italics & scripts

Choices
should reinforce
brand story
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SIMPLIFY

your ownable codes
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CLARIFY

which of your brand equities work
(are any holding you back?)







lSurprising, smooth. kinda badass.
and easy to fall in love with.
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AMPLIFY

the equities you want to own
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So...which

PRINCIPLES

do we activate to create
brand resonance?




Wow=  750ML
\ |\~ 43% ALC/VOL (85 PRODP)

OWNABLE
CONNECTABLE
RELEVANT
INTUITIVE
EXTENDABLE










“We have a new technology available”

“We have no
capex available
for new lines”

“We need to find
Engineering more efficiency”

“I need to save costs ‘ “We need to add value for the
RNl s Procurement Marketing consumer vs. own label”

“Consumers want
revolutionary new
experiences”

“Retailers want
more choice and
new news”

“The company doesn't see value in design”






So...to recap

INPUTS = OUTPUTS
STRATEGY SMATTERGY
TEAM IT!



Holistic solutions that
elevate the consumer experience.


Presenter Notes
Presentation Notes
WHO?

One of the many reasons why we joined forces is because our combined capabilities make us uniquely equipped to Elevate your consumer experience. 

NOTE: We should probably drop this once the new brand is created and the news is older.
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