Seven steps to building
your brand story.

About us.
We are Rednine.
We are a design and brand consultancy.
We help define, design and deliver
your brand story.
Who will it relate to?
How will they remember it?
Where will it be retold?
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Always put your
audience first.

Creative conversations must begin with your “customer” – those
who will benefit most from what you deliver, day in and day out.
Whether you’re big or small, working locally, nationally or even
internationally, your brand always has to resonate with its audience
on a truly personal level.
Understanding who you want to reach, how you want to be seen and
where you want to fit in the marketplace are the crucial first steps to
shaping a brand identity that genuinely connects.
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Be relatable and
memorable.

Connection has never been more important: we are, at heart, all
social animals, and the COVID-19 pandemic underscored the perils
of isolation and how all of us thrive within communities.
As people, we seek relationships with brands where we sense a
connection, so understanding your audience, what they need and
how you can add value to their lives is absolutely integral to telling an
enthralling brand story.
An authentic and personable brand will live and grow within the
minds of its audience; if you love something and it relates to you on
an individual level, you will feel compelled to share it with others.
That’s human nature.
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Speak with
your heart.

The best brands have a genuine passion for what they do. They
care. They have heart. And your ‘heart’ needs to beat loudly within
your brand identity.
Having the opportunity to reimagine the Charlie Waller Trust
charity brand for today’s audiences was one of our most recent
creative highlights: it’s an organisation with a very big heart and one
that’s doing incredibly timely work, promoting positive mental health
and providing support to so many young people in need.
From day one of the creative process, we understood that Charlie’s
story had to be central to everything. The Trust’s roots are, and
continue to be, deeply emotional, and the brand evolution needed to
be respectful and sensitive to this history. It soon became clear, over
the course of many conversations with Charlie’s family and long-term
supporters of the Trust, that the tale of Charlie – the strong, funny,
popular, good-looking and kind young man, with a close and loving
family – needed to be told to a new audience, and that the timing was
right to do just that.

Charlie Waller Trust.
The Charlie Waller Trust is one of the UK’s leading
mental health charities. It provides practical
guidance, training and resources not only to young
people experiencing challenging times – but also
supports parents, carers, educators and employers.
Find out more charliewaller.org
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Be consistent with
your message.

Launching a striking new brand identity is one thing; maintaining
momentum and staying true to your purpose is another
challenge entirely.
Once your brand is out there in the public domain, it’s vital to stay
consistent, both internally and externally. This is especially important
for fledgling brands; the role that joined-up, regular messaging plays
in psychologically nudging audiences onwards towards brand
connection should never be overlooked.
As your brand evolves and grows, you’ll need a community of trusted
custodians to keep it both on track and on message. From your
website to your social media channels to your tone of voice, all of
your creative outputs affect how your brand is perceived, for
better or worse.
Stay true to your essence. Don’t deviate from your heart and what
you stand for. Be consistent.
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Remember:
you don’t ‘own’
your brand.

It’s scary but it’s true: as soon as your brand is publicly launched,
you relinquish control over how it will be accepted by others to a
certain extent. You must be both wary and respectful of this fact.
Some may criticise your brand while others embrace it. Some may
even loathe it while others entirely love it.
Simply put, you can’t be everything to everybody. It’s much better to
saturate a niche market and do everything within your power to be
valuable to one core audience; after all, it will be these individuals
that could, potentially, become your ambassadors and most
influential ‘voice’ in the long run.
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Be brave, make
mistakes and
always learn.

While social media may do its very best to try and make us believe
otherwise, perfection is not a reality. Failure is a big part of life and
so often it’s the key to long-term success; the brands that make
mistakes and ultimately learn from them are the ones that tend to
emerge as the strongest.
We firmly believe that there’s a great deal that brands – and all
creatives – can take from the Japanese art of Kintsugi (“golden
joinery”), where broken pottery is repaired with gold, celebrating the
cracks and damage. It is the imperfections that often make brands
real – and if the pandemic has taught us anything, it’s that we, as
consumers, crave authenticity above all else.
Not everything runs to plan in life; often, it’s how your brand
responds to setbacks and tough times that will ultimately define it.
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Stay relevant and
embrace change.

Relevance is everything in today’s crowded marketplace. What
may have worked well before may not necessarily be a comfortable
fit in ‘the new normal’, whatever that looks like.
Embracing evolution is a big part of the brand journey. Your audience
deserves change, and will appreciate the steps that you take to keep
your brand and messaging exciting, relevant and valuable to them.
Never be afraid to go back to the start, to your roots.
Cerebral Palsy Cyrmu is grounded in family and connection; when
this long-established charity set out to reposition as a centre of
excellence, it recognised that it needed to go back to the beginning, to
its heart, to plant the seeds for future growth. The rebrand we
created for them, launched during the challenging months of
lockdown, harks back to the pledge made by two sets of parents in
the 1980s to help support children with Cerebral Palsy and their
families in Wales. The brand’s absolute focus is on family, care and
hope, and that’s what makes it so relatable.

Cerebral Palsy Cymru.
Cerebral Palsy Cymru is a long-established charity
providing specialist therapy via a dedicated team of
physiotherapists, occupational therapists and speech
and language therapists, alongside an encouraging
and empowering family support service.
Find out more cerebralpalsycymru.org

What will your
brand story be?

The very best brands care deeply about their “customer”.
Whether it’s offering support, guidance, love or information,
the creative process should always take an organisation’s
purpose firmly into account and place this front and centre
when building the brand story.
Your brand should be remembered because it is relatable.
Your brand’s story should be retold by others because it is
worth telling. Your brand should stand out because it
makes a difference.
Define your brand story, and let your organisation’s heart beat
loudly and your purpose shine through.

Time to talk?
We build and shape brands that tell your story; our creativity has powered the
success of startups, international brands and charities alike. Regardless of size,
scale or location, our approach is always the same. We seek to build and grow
honest and respectful creative relationships with those who truly want to
make a difference.

Contact Robin Worrall, our founder and Creative Director,
and see how we can help you build your brand story.
Email robin@rednine.co.uk
For more information visit rednine.co.uk
For latest news and creative updates, follow @redninedesign
on Twitter and Instagram.

