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Brand untangling

Combine:=
Connect..
Clarity......
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Brand transformation

strategy
Inspiring
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Branding process

Insigh
n s I g t discover what is relevant

S tO ry define what is unique
E n g a g e deliver memorable experience
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Story

Power of music
to transform lives




Story Engage

Power of music Combine music
to transform lives and success




Insight

Look away

Fighting for hope for
homeless people




Story

It's not fucking
acceptable




Engage

Look at me




Insight

17 Johns, 4 Daves
7/ women
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Story

Make inequality
history




Engage

Think about
career ladders
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Radioplayer

Digital radio platform

Strategy
Brand architecture
Brand identity
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What is a brand?

@§ COSTA

ngﬁ‘%ian

e/t Poimsung

The Telegraph &
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What is a brand?

Emotional connection

masterbrand

@§ COSTA

ngﬁ‘%ian
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A brand model

by PIN Creative
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Vision

Where you

want to be
Position Offer

Your competitive What you do
territory Brand Core
What you want to
be famous for
Values Mission
What you How you achieve

believein your vision

138



A simpler brand model
by Simon Sinek
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What

How?

Why?
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What? (The offer)
Products and/services
a business sells

© PIN Creative September 2020



© PIN Creative July 2020



How? (Differentiation)
Unique approach
a business makes

© PIN Creative September 2020



How? (Differentiation)
Unique approach
a business makes

Zero Freitas
Brazilian businessman
6million records and counting



How? (Differentiation)
Unique approach
a business makes

Personal curation,
I've bought records since
| was 10 years old



Why? (Purpose)
Difference you make,
the big vision
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Why? (Purpose)
Difference you make,
the big vision

Zero Freitas
Brazilian businessman
Digitising everything ever released
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Why? (Purpose)
Difference you make,
the big vision

Emotional connection
of listening to music
now and in the future



Personal For now
Curation | Forfuture

Differentiation Purpose




Architecture




Brand architecture

Link
I n business strategy and brand strategy

Re a C h your audiences
AI I products, services, everything
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Organisation



Pop Rock House Vocal Experimental Punk
Synth-pop Alternative Rock Techno Disco
Soul Indie Rock Hardcore Ambient Electro
Folk Hard Rock Ballad Country Rock & Roll
Heavy Metal Psychedelic Downtempo Prog
Soundtrack Ska Religious Dubstee| Post-Punk
Soul-Jazz Post Rock Comady Goth Re~k Hard
E v M ' Armv_Ir\
ol MIO]IBEIclitinled) @l ®
Hop New Age New Vwvave Britpop Moa Dance
Latin Jazz Garage House Contemporary Jazz
Dancehall Reggae Opera Avantgarde Roots
Doom Metal Gangsta Indie Pop Rockabilly
New Romantic African 80’s Jazz-Funk Beat
Dark Ambient Acid Leftfield Grindcore Electro
House Hip Hop Lo-Fi Oldies
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Pop Punk

Disco
Soul Indie Rock Electro
Soundtrack Ska
New Wwave Moa Dance
Jazz
Reggae
New Romantic 80's Funk

Oldies



Indie 80's>, 90's, 00's
80's/Pop
Dance/Electro
Jazz/Funk/Soul
Soundtracks

Indie 80’s, 90’s, 00’s
Rock
Dance/Electro/Disco
Punk/New Wave
Mod/Ska/Reggae
New Rom/80's
80's Pop
70's Pop
60’s/50’'s Oldies
Soul/Motown
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Basic Simplify  Clearand
structure for your consitent
of offer audience information

Organise Rationalise Clarify






Monolithic Endorsed Branded

Everything the same Stick on anything Ownitall




Lo n g eVity Monolithic (don't mess with the masterbrand)
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Pe rso n a I ity Endorsed (engage beyond the masterbrand)
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|
va rl ety Branded (strong masterbrands can do anything)

Banned First UK My most
by the BBC Number 1 valuable record
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| HpgN
F I GXI b I I Ity Hybrid (use different approaches appropriately)
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Avo i d Co I o u r COd i n g Only useful internally
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Summary

Before you start

You need a strong masterbrand.

A brand model (any kind) will
ensure your business strategy
is aligned with your brand.
Define your brand; vision,
mission, offer, values, position
and ‘coreidea’ (what youwant
to be famous for).

What is brand architecture?

Brand architectureis

the link between your
business strategy andthe
communication required
toreach your audience. It
provides a set of rules that
set-out how to express the
relationship between all the
different parts that make up
an organisation.

© PIN Creative September 2020

Why it matters?

Organises the basic

relationship of your portfolio;

brands, names, companies,
divisions, products, services.

Rationalises the offer

so thereisless confusion,
making it easier for your
customer to find what
they need.

Clarifies everything through
a consistent and meaningful
approachto names, labels
and messages that inform
the audience.

Design tips

Personality and flexibility
will produce engaging
communications and
longevity will provide
memorability. The stronger
the masterbrand the more
variety can be achieved

Avoid colour coding.

It's limiting as a distinguishing
and differentiation method.
Use colour for branding
purposes. Colour coding
only usefulinternally.

51



What does Lou Reed
know about branding?
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Thank you

nigel@pincreative.co.uk
www.linkedin.com/in/pincreative
www.pincreative.co.uk

wwwyinyljunkyard.com
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Brand architecture

Before you start

You need a strong masterbrand.

A brand model (any kind) will
ensure your business strategy
is aligned with your brand.
Define your brand; vision,
mission, offer, values, position
and 'coreidea’ (what you want
to be famous for).

What is brand architecture?

Brand architectureis

the link between your
business strategy andthe
communication required
toreach your audience. It
provides a set of rules that
set-out how to express the
relationship between all the
different parts that make up
an organisation.

Why it matters?

Organises the basic

relationship of your portfolio;

brands, names, companies,
divisions, products, services.

Rationalises the offer

so thereisless confusion,
making it easier for your
customer to find what
they need.

Clarifies everything through
a consistent and meaningful
approachto names, labels
and messages that inform
the audience.

Design tips

Personality and flexibility
will produce engaging
communications and
longevity will provide
memorability. The stronger
the masterbrand the more
variety can be achieved

Avoid colour coding.

[t's limiting as a distinguishing
and differentiation method.
Use colour for branding
purposes. Colour coding
only usefulinternally.

nigel@pincreative.co.uk
www.linkedin.com/in/pincreative
www.pincreative.co.uk




