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STATIC BRANDS ARE dead ... We all
know that brands are not logos.
They never really were. Yet brand-

ing practice still orbits around an
unmoving, print-based identity. Many
agencies still approach identity work as
purely static design: they lock identities
down, creating still-life reductions of 
the brand that then get farmed out to 
others who try to get it to move visually,
sonically, as well as respond to different
media and contexts. This simply does not
make sense.

These identities are then passed on to
ad agencies who try and make sense of it
all to get a meaningful message across.
Ad agencies are at the front line of 
communication with a brand’s audience,
yet have little input in its definition: they
either have to make do with what
they’ve got (nine times out ten, not
halfway enough), or go on to create
pieces of work that might be resonant,

but bear little relation to the original
brand vision.

The worlds of branding and advertis-
ing have started to converge. The two
industries do much the same thing, some-
thing very simple: they tell stories.

That is why creative agencies whose
concepts resonate with consumers,
whether branding or advertising, are best
placed to help clients achieve their goals.

… Moving brands are living. The world
is moving at an ever-increasing pace, so
brands need to move, in every sense: they
need motion; they need to adapt; they
need to convey emotion. They need to be
multi-sensorial, but that does not mean
they have to be inconsistent. They can
still tell the same strong, consistent story
– the job is to work out the many different
ways those stories can be told, and how
best to tell them across the multitude of 
platforms and contexts this faster-moving
world demands.

Telling tales
At Moving Brands, the starting point for
everything we do is the story – the Brand
Narrative®. Using our multi-sensorial
approach to identity creation, we define
the genetic blueprint first, then create
brands that thrive in print, sound, screen
and interactive media (see Figure 1). 

Our approach ensures that the brand
narrative informs everything the brand
does – from stationery, livery, signage,
print campaigns; to animations,
mnemonics, transitions, movies, web-
sites, TV ad campaigns; to ringtones,
call-waiting music, Sonic Mnemonics®;
to wikis, blogs, environments, architec-
ture, and even the products and services
themselves. This way we make sure the
brand is true no matter how fine you slice
it: the brand narrative is there, in every
cell, ensuring that as and when the organ-
isation changes, or the marketplace shifts,
so the brand can respond and adapt to the
world around it. 

For example, four years ago we were
invited by North Design to help bring an
identity they had been developing for 
telecoms company Telewest to life. We
introduced the notion of using animation
and moving techniques and this had a
major reciprocal impact on the design
approach. Animation and movement
informed the normal static design process
and vice versa, resulting in a mnemonic
(an animated logo) and a traditional logo
that conveyed the Telewest ‘live life in
broadband’ positioning. Both its look and
the process by which it was created
backed this positioning up – it was an
identity created to live on-screen. With
that kind of identity at the heart of the
brand, a rich suite of assets, from letter-
heads to TV graphics, that worked across
all platforms and possible consumer
touchpoints can be created (see Figure 2).
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This was the first time the client had
seen the benefit of this kind of approach
to corporate identity design, and it was
exciting for everyone involved. It opened
all our eyes, and set our beliefs in newer,
better, more effective ways of working.
Indeed, our then client, Telewest Head of
Brand, Geoff Linsell, subsequently joined
us as Client Services Director.

So what exactly are brands?
It is a big question, with lots of big
answers, A simple, yet powerful, way of
framing an answer is this: look at brands
as people – they are ‘beings’. They have a
set of beliefs, ways of behaving, and char-
acteristics – we can refer to them simply,
even though they are extremely complex.
If you know them well enough, you 
can predict how they might react in any
situation, context or environment – we
may act differently in different social 
situations, but we do not fundamentally
change as people.

So it is with brands – just as a person
cannot be encapsulated by a portrait, so a
brand cannot be captured by its logo
alone. Brands are like people, and when
we know a brand’s personality and under-
stand how it might behave in any given
situation, we can place, align and predict
how that brand might respond. If we

understand this we can enable brands to
actually live in the minds of their audi-
ence, whether employees, partners, or the
general public.

But what does this mean for the ‘due
process’ of advertising, marketing, design
and the brands we work for? I think it
means liberation. It means we can leave
pen and paper on the desk, and leap into
the creative process from whichever end
of the spectrum is most appropriate – we
don’t have to start by drawing something.
All we need concern ourselves with is
communicating the compelling story at
the heart of a brand, for any given medi-
um, in the most appropriate way. This
might not be the way traditionally expect-
ed of our specific industry or agency, but a
good idea can come from anywhere, and
certainly from any kind of creative
agency. We need to be far more open and
flexible.

Visionary design
In a recent project for KEF, we worked
alongside visionary industrial designer
Ross Lovegrove and design agency Farrow
to create ‘the ultimate’ launch of KEF’s
highly-acclaimed Muon speakers. The
speakers were created by Lovegrove, and
in keeping with his fascination for ‘super-
natural fluidity’, they marry a sensual yet

logical organic form to state-of-the-art
audio technology.

We created an audio-responsive visual
installation to complement the Muon
product and design – a ‘liquid light 
experience’, using a custom-built sound-
responsive visual engine to map liquid
behaviours dynamically to create respon-
sive light-forms. It was done with maths,
using processing software. No pens. No
paper. No drawings. Should a branding
agency behave and create work in this
way? Or is this the realm of programmers
and digital artists? One thing is certain, it’s
what the client wanted and aspired to –
we simply helped them achieve it (see
image below).

Lovegrove himself claimed we had
‘opened up a new world for me in creating
an emotional aura around my design.
They [Moving Brands] have understood
the concept and enriched it with a
remarkable interpretation of organic
forms moving in space. It brings my work
closer to the total poly-sensorial reaction I
have been looking for, and inspires in me
a new way of seeing.’

The point is this: if you look at any
aspect of the Muon project for KEF in 
isolation, you find the brand narrative of
‘super-natural fluidity’ is embedded in the
work. That is symptomatic of our
approach – we don’t start from static and
work up: we start with the story, and
regardless of the medium, inject it directly
where it’s needed.

Suits you
Having said all that, it’s worth stressing
that static assets, print and design, are still
an important, powerful medium which
any brand needs to communicate. For 
Savile Row tailors Norton & Sons, our
approach was true to our brand story-
telling ideals: we first assessed the
environment in which they operate and
pinpointed customer needs and expecta-
tions as part of our four-step branding
process – from assessment and audit; defi-
nition; concepts and creative execution
and asset creation; through to guidelines
to enable the brand to thrive. This process
considered, and fed back into, the brand’s
behaviour with customers, and ultimately
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the customers’ journey. We highlighted
the huge importance of defining a 
compelling brand story that resonates
with its customers, and in so doing even
affected the clothes-making process itself.

The resulting identity allowed relevant
stories from within Norton & Sons to be
told in relevant places, as can be seen
across everything they do from stationery,
labels and bags, in-store environment and
customer service to website structure and
design.

Back to the lab
It’s no secret that traditional design agen-
cies struggle with digital, and that
traditionally digital agencies struggle
with design and branding. But clients
demand and deserve excellence and con-
sistency in both. Why should they have to
put up with this neglect of their need?
How can any agency be taken seriously if
it doesn’t have a point-of-view, or expert-
ise, across the broadest range of media and
skillsets? The media across which our
client’s brands must communicate are
proliferating at an accelerating rate. It is
about creativity, but you can only be truly
creative if you appreciate the technology
around you and are willing to embrace it –
what use is a magnificent mnemonic
lock-up if it doesn’t work on a hand-held
device? Why create a typeface that doesn’t
work on-screen, or on a mobile phone?
Why create music for TV advertising that
can’t be downloaded as a ring-tone? Why
create an identity that does not have 
animation, sound and interactivity
embedded in its conception? 

I fear the answers to these questions
revolve around agency skillsets and 
comfort zones rather than client need – it
is not good enough. We cannot go back
to the drawing board every time a new
platform emerges, or ignore it and hope
it goes away. There is a better solution,
whereby identities are adaptive by
design, and respond to changes of their
environment, while their response adds
another layer of texture to the narrative
they express.

That is why creative agencies have to
understand as much technology as possi-
ble. We should be tinkering in our labs,

with maths and science, just as much, if
not more, than observing the traditional
rules of design; of animation; of sonics; of
creativity – it is time to accept (and
embrace!) that what once were distinct
disciplines have merged to form one over-
arching discipline – of brand storytelling,
where branding and advertising are the
same. That is why we have our own Lab
facility in-house (actually it’s a house in
its own location), where our creative
thinkers can go to begin to make ideas
reality through research and develop-
ment. This keeps our clients at the leading
edge of what is possible.

After all, clients are increasingly uncon-
cerned whether a branding agency or an
advertising agency creates or rolls out
communications. So why should we? The
creative industries have been arguing
about this for too long and those that 
prolong this pointless argument are 
missing the point. Consumers are not
interested: if it’s believable and com-
pelling, who cares who authored it?
Companies that can deliver great strategy
and executions that work across all media,
and have an agnostic and innovative view
on traditional media and methods will be
the ones that deliver the most exciting and
effective communications for their clients.

What next? 
So, imagine being given free rein to 
re-brand a global identity, with a huge range
of products and services across a broad 
spectrum of consumer needs and aspira-
tions. A brand with presence across the full
media spectrum including print, TV and
cinema advertising, online and mobile,
across different market sectors, in every 
language. Imagine what you could do if,
rather than starting with a logo and word-
mark, you created a story, and then used it
to create an identity that responded to every
platform and context. If you combined
technological and scientific ingenuity with
skilled, multi-disciplinary creativity to cate-
gorise, define and create communications.
What if, beyond that, you created an 
identity system that fed back, and evolved
in response to its audience?

On top of that, imagine you wanted to
target a specific youth/fashion-conscious

demographic on top of your existing one:
what if, in creating your identity, you
used behaviours to explore how the
brand narrative should be expressed to
that audience? Everything would fit
together, communicate consistently, 
but, most importantly, be adaptive 
and alive. No matter who the brand
expressed itself to.

Sound impossible? It’s not. We’re
doing it. It is what our clients are asking
us to do – despite resistance from their
existing traditional agencies.

And finally … 
There is one other element crucial to
achieving what needs to be achieved: 
collaboration. As with the KEF project, we
need to work together – the world is 
moving so fast that it will hurtle too far
ahead if we do not open-source talent,
processes, techniques and creativity. Don’t
believe me? In little more than fours years
since the job was completed, Telewest has
become NTL, NTL has become Virgin
Media – and currently there is talk of Virgin
Media being acquired by Providence. The
companies we as a creative industry help to
communicate are changing faster and in
ways that our existing processes, approach-
es and understanding of technology cannot
keep up with.

A key realisation for me from branding
projects I’ve had the pleasure of working
on, is that branding and advertising need
to be dragged kicking and screaming into
the 21st century to deliver on clients’
needs. Any one creative agency could not
hope to achieve this on its own. If we
adopt a more open-source approach to
sharing technology, to business and 
creative processes, and commit to being
pro-actively collaborative across our 
networks, and with our partners, the 
creative industry will be able to meet the
changes and challenges in front of us. This
is the approach we are adopting.

We are brand storytellers. It is high
time we started delivering on the real
needs of our clients. I am up for it. Who is
with me?                                                              ■

More on innovation and creativity 
at WARC.com
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