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creative work at the heart of the brand













































What is a brand?
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A BRAND IS A MEMORY

IN OUR MINDS




Things we do

What is the role of the brand?
(Above and beyond selling products)

What is the architecture strategy?
(The way the portfolio is organised to allow navigation)
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Things we do

What is the role of the brand?
(Above and beyond selling products)

What is the architecture strategy?
(The way the portfolio is organised to allow navigation)

What is the hierachy of product information?2
(Can | understand the differences between products?)

Does it work and deliver on the shelf?
(Is it put together in a distinctive and ownable way,
does it resonate with consumers?)
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Brand ldentity
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The identity changes from one product range to another.

On pack, the brand identity becomes a ‘descriptor’
for the product.

As the identities are designed in the same style,
the point of difference becomes hidden.



Use of colour
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Colours overpower the brand.



Navigation is not infuitive
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Pack hierarchy

1. Brand/Product Identity
2. Origin

3. % Cacao Content

4. Product Descriptor
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s 6. Plantation
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Pack hierarchy
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Layers of communication!

MADAGASCAR 7
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Pack hierarchy

/

Layers of communication!

The Golden Rule of brand
MADAGASCAR 71 packaging design is...
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(4 if you must!)
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