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Butterfly

Project

For over 13 years

Wings

Butterfly has believed that in order to

get to great Jrhough’rs and strategies you need to start with

people. This rema

INs a constant, but as we've evolved our

re|o’rionship with our clients, we've become more than just @

g reat resea rch or

This, together wit

reposition Buttert

strategy agency, we've become partners.

n our growth ambitions has sparked us to

y at the sweet spot between the strategy,

thinking and chal

the heor’r, soul an

enge of management consultancy with

d creativity of a brand consultancy. To

deliver on Jrhoﬁr, we needed to revisit our brand.




The Brandhouse

Through multiple rounds of work shopping

Purpose

We make possible the transformation you're yet to imagine.

and interviews sfokeho|o|ers, Butterflies and Beliaf
elie

C|i€ﬂ'|'5 we bUIH' our new bromd l’]OUSQ. We believe everyone should have the oppotunity to transform for the better.

Emotional intelligence Rigorous imagination Tangible ingenuity Brave optimism

We don't just listen; we search for Our relentless curiosity drives us We make the impossible Our futures are intertwined.
meaning in what people say to to discover unexpected angles feel real by croHing VilVite! Our trusted partnership gives
iden’rify ways to have a positive and possibilities that disrupt how strategies that create momentum us confidence to embark upon

impact on people’s lives. you think & what you do. in your business. new ventures.

Key differentiator

We are a positive consultancy; we take a visionary
perspective that's balanced with a firm grasp on the
tangible, for positive impact on our future.

Evolve Invent Envisage

Value proposition

We are your partner in strategy Slate impact, empowering Slate equipping you fo transform and evolve your business.

Insight

We live in the age if the unimaginablem, and | feel as though | never know where | stand, let alone how to take the next step.
I'm |ool<ing for a partner fo push my. business forward and be a part of shopmg a posifive future.

Butterfly



Tone of Voice

What we are not

Where we want to go

Where we are today

Authoritative

Arrogant

Playtul

lnventive

Obsessive

Curious Decisive

Foolish

Bold Blelglale

\Weeldat Hopeful Naive

Collaborative Defensive

Directed

Butterfly



Butterfly

The Garden

There is a story that drives our new visual
identity, and while it is not explicit in how
we communicate with the outside Wor|o|, it's
o|woys there as an an aide-mémoire for us,

as we use the company brand.
A Butterfly's view of a garden

These two elements are equally important;

‘a Butterfly's view” expresses our confidence in
our Jrhinking and what we offer to the world,
while ‘a garden’ is the perfect metaphor for

change, growth and progression.

Visually this is manifested in undulating

rich, vibrant colours that form a backdrop
to beauﬁfu”y simp|i1cieo| grcnphic depicﬂons
of the natural forms found within a garden.
The sense of scale shifts these visuals in to a

world of abstraction.

This acts as a representation of
o|is’ri||ing comp|ex prob|ems INnto simp|e,

e|egon’r solutions.

This visual language has been created to
be f|exib|e, where we can didl up and down
the comp|exi’ry of our imagery. |t allows us
to communicate effectively regord|ess of the

c|ienJr, morkef, information or situation.




Our Customer Promise

Emotional Intelligence
Rigorous Imagination
Tangible Ingenuity
Brave Optimism




Butterfly

Our Customer Promise

Our customer promise is
what we unequivocally

rally behind, what unites

us in o|e|ivering our vision
and what makes our work
stronger. That's why we
oromise our clients” they can

o|woys expect this from us.

Ol

Emotional
Intelligence

We don't just listen; we
search for meaning Iin what
peop|e say to iden’rify ways
to have a positive impact on

people’s lives.

02

Rigorous
Imagination

Our relentless curiosity drives
us to discover unexpec’red
ong|es and possibihﬂes that
disrupt how you think &
Watel; you do.

03
Tangible

Ingenuity

We make the impossible
feel real by crof’ring vivid
strategies that create

momentum in your business

04

Brave
Optimism

Our futures are intertwined.
Our trusted partnership
gives us confidence to

embark upon new ventures.
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Butterfly

The Logo

The logotype is available in multiple colours
from the brand p0|e’r+e. These give a variety

that will cover any required uses.

Always use the created files and never

attempt to recreate the |ogo.

Butterfly

Butterfly Butterfly




Clear Space

A clear space for the |ogo has been defined
using the upper case B. Please make sure

that noThing sits within the ye||ow areaq.

Minimum Size

A minimum logo size has been defined in
pixels for digital use. It a orinted format is
required a minimum size in millimetres has

also been provided.

Butterfly

Butterfly

75 Pixels

Butterfly

L 1
20 Milimeters

12
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Butterfly

Colour Palette

The Butterfly palette, although vibrant and
rich, has a grounding, serious character. This
allows us to sit closely with both our current

and future competitors.

A series of blues, greys and purple underpin
everything; but we're still Butterfly, we still
bring something a bit different that allows us
to stand out from the crowd. In the |o0|eJrJre,
this is represented by ‘Chartreuse’ - the
acidic Butterfly yellow that cuts through

everyfhing else.

Chartreuse

R 2929
G 252
B 3

#defcO3

C 010
M 000
Y 095
K OO0l

Pantone: 809C

Byzantium

R 140
G 4]

B 12
#3c2970

050
095
000
010
Pantone: 512

Slate

R 99
G 106
B 135
#656a87/

027

020

000

047
Pantone: 2373

Oxtford

R 18
G 38
B 56
#122638

C 100
M 070
Y O

K 050

Pantone:

Silver

R 196
G 196
B 196
#cdcdcd

C 024
M 024
Y 024
K 003

Pantone: Warm Gray 3

Yale

R 36
G 64
B 120
#244078

075

045

000

050
Pantone: 7683

Chalk

R 255
G 255
B 255
H#EHHH

C 000
M 000
Y 000
K 000

14



Colour Ratio

Achieving the correct balance in how Primary Dark

we implement our colour palette is very

Circa. 10%
important, across all touch points. For this
reason, there is a defined genero| usage
ratio, p|us a dark and a |ithr ratio which can
be used to create sections within documents.
Primary: Chartreuse is a powerful colour,
| |

It is brithr and draws the eye. A|’rhough I

is our lead colour, a little goes a |ong way.
't should only account for about 10% of the Light

colour used across a brand execution. It pairs

with any of the other colours and will bring

emphasis where needed.

Dark & Light: Graphics have been created

in contrasting uses of the palette and give
a clear definition to sections of a document.
This is an important tool in the creation of

PowerPoint decks.

Butterﬂy 15
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Butterfly

Josefin Sans

Our Typogrophic freatment is very simp|e.
We only use one font for all of our type -
Josefin Sans and we stick to using just two

Weighfs, Bold and |ithr with the inclusion of
Bold and Light italics.

Although this typeface is available in

mu|ﬂp|e Weigh’rs, we have chosen these two
for a consistency and simp|ici+y in our visual
language. Do not use any other weights of

Josefin Sans.

Josefin Sans Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789 ?$&&#()@'€

Josefin Sans Light

ABCDEFGHIJKLMNOPQRSTUVWXY Z
obcdefghinmnopq rstuvwxyz

0123456789 ?$&&#() @€

Josefin Sans Bold Italic

ABCDEFGHIJKLMNOPQRSTUVYWXYZ

abcdefghijklmnopqrstuvwxyz
0123456789 ?$&&#()@'€

Josetin Sans Light [talic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
obcc/efghijk/mnopqrsfuvwxyz
0123456789 ?$&&#() @€

17



Butterfly

Hierarchy

Here is an exqmp|e of erpogrophic
hierarchy taken from a po’ren’rio| case s’rudy.
Using just two weights of Josefin Sans we
can create distinctions between ditferent

types of Ccopy.

Josefin Sans Bold is used for impact, here it
is used to set the heoder, sub heoders, pu||
quotes and statistics. When this Weithr IS
being used, it should o|woys be set in

sentence case.

Josefin Sans Light is always used to set

body copy.

Type should be left aligned to give a

sense of forward momentum.

Our PowerPoint templates have the type set
to the ideal size, but i you need more space
the body copy can be reduced by up to 2

point sizes. Please maintain the copy set in

Josefin Sans Bold.

Diving into the night to help
absolut rediscover relevance

The challenge

Once an iconic brand, Absolut found itself a position where ’rhey
had lost cultural relevance. To reinvigorate the brand Absolut
wanted to understand how to position itself in the future to be at

the heart of nighﬂife and socio|ising culture again.

The approach

We used our Future’s approach to understand what was driving
the chonge in nighﬂhte to uncover narratives of the future. As part
of this we spo|<e to nighﬂife experts, conducted consumer diaries

and facilitated a nighﬂife efhnogrophy in New York.

The impact

We delivered "The Future of Nightlife” report to the Absolut
team, which outlined our Findings and recommendations for the
directions in which the brand could go, protecting ifs status as the

world’s 2nd biggesf international vodka brand.

A game-changing
experience that

opened our eyes
to the future.’”

8%+

Increrase in social engagement

18



Butterfly

Bold Messaging

We also express our confidence and optimism

with big bold ’rypogrophic statements.

As with other fype content, o|woys set
statement Typogrophic executions in sentence
case. We avoid using all upper case, as this

can appear unapproachable and shouty.

These statements should CI|WOyS be short and
to the point. The correct type sizes are set in

the PowerPoint template.

Emotional Intelligence

Rigorous Imagination
Tangible Ingenuity

Brave Optimism

19
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Graphic Theory

Grqphics take a lead a role in our brand.
We have developed a vibrant and flexible
suite of graphic assets derived from the
concepft of a BuT’rerﬂy exp|oring a beautiful
gorden. The assets are abstract in nature
and range from the very bold and simp|e, to

the more comp|e>< and frenetic.

These visuals have been created with vector
grophics and to prevent them from fee|ing
foo digi’ro| and s’reri|e, and subtle noise |c1yer

has been overlaid to give a sense of texture.

The exomp|es on this page are full bleed
illustrations that can be used for cover and
divider pages. Make a judgemerﬁr as to how
busy the illustrations you use should be for
the porﬂcu|or document you dre creating.

If in doubt, reach our to a member of the

Creative department,

PR
RO

All assets are in the PowerPoint Jremp|o’res.

Butterﬂy 21



Butterfly

Graphic Page Details

To create both contrast and continuity
between content heovy pages and bolder
break slides, small executions of the graphic
assets can be layered on a page or on top

of phofog rophy.

This should be used sparingly. Do not place
grophic elements on every page or asset you
create and do not obscure ’rypogrophy or
focal points of phofogrophy. They should on|y
be used on 10-20% of copy pages within any

one document.

03

Reimagining transport

Transport is becommg more localised and
moving away from short-haul H’\ghfs, driven
by the overarchmg need to be efficient and
add value to the end user.

Businesses Todoy are Thmkmg about persona
flying transportation, being able to take
trains across countries the way we take
public transport within cities and the slow
pace of buses and cruises as a renewed
se||'mg point in the context of this. In the
future, transport hubs and providers will face
challenges and opportunities driven anew by
changes in people’s transport behaviour and
the infrastructure ‘r|’1@\/ use to access it.

e Midnight Trains is launching a ‘hotel
on rails” in 2024, with eventual routes
planned from Paris to Spain, ltaly,
Portugal, Germany, Denmark, and
Scotland, meeting the 32% of European
airline users who would opt for a
s\eeper train over a H\'ghf for distances
up to 3,000km given the availability of
attractive offers®.

Verijet is developing a personal aviation
airline designed to use smaller

local airport infrastructure in the US with
the fastest possible door-to-door travel
speeds, taking aim at wasted travel time
going to |orge airports and the extreme
ineH\ciency of conventional

short-haul H\'g%fs.

So, with hyper—eﬁ(icient domestic transport
deve\opmems in the future mokmg country-
wide, ropid, and local travel easier than
ever, will travel businesses cater to more
international or domestic travel?

How would the travel business be impacted
if people flew from small local airports near
their homes similarly to how we take buses
or trains?

What add-on opportunities will arise in the
expansion of fransport infrastructure, and
how will this connect the cities of the future?

How can the travel indusfry ensure that
personomoca\ travel remains cost-effective
and inclusive for o||, not just a select few?

292



Butterfly

lcon Toolkit

The Butterfly icons and page directional
graphics have been created by using the
g|yphs available within our Type{oce, Josefin
Sans, as a base for a visual s’ry|e. This will
ensure that Jrhey will o|woys Sit cormcor’rob|y

with any content we produce.

All icons are available in the

PowerPoint templates.

SO0 ®

L

<> » K

23
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Butterfly

Overview

We have developed a new suite of
pho’rogrophy to be dep|oyeo| In any
expression of the brand. Photography is
divided into two sub-sections - peop|e

and pGThwoyS.

Phofogrophy can be used in full co|our,
black and white and also with a brand

po|eJrJre duo-tone treatment.

These photographs should help you bring
to life the story of any document you are
creating. Using them alongside any product
or subjech specific Images, will visuo”y |o|oce

the content in the Butterfly world.

25



Butterfly

People

People remain a major part of our brand
and this is represented in our photography.
Although there is a library of Images fto
choose from, it may be necessary to find

new photographes.

When choosing pho’rogrqphy of peop|e there

are a few criteria to follow:

Avoid pho’rogrophy that feels s’roged and
overly ‘Stocky. Choose people with a natural

Clﬂd I’€|CIX€CI appedrance.

Never use peop|e |ooking direc’r|y to the
camera lens. Facing the camera is tine but

direct lens contact is to be avoided.

If in doubt about an image, ask a Creative
Department member to take a look and

advise on the suitability.

LN
&

B %

Y

26



Butterfly

Pathways

The suite of conceeruo| pOThwoys
pho’rogrophy act as a me’rophor for our
desire to guide clients towards o focused
objecﬂve with a clear and unhindered
route to an end goc1|. As with the peop|e
category, it may be necessary to find new

pho’rogrophs. for a porﬂcu|or subjech.

Any image of a po’rhwoy you source can
work. This could be a beaten track through
a wood, @ briolge a corridor in a bui|o|ing or

even conduit for wiring.

Ensure the Images sourced show a clear
'destination” point. The mix of natural and
man made surroundings creates interesting

juxtapositions and builds a visual tension.

It in doubt about an image, ask a Creative
Department member to take a look and

advise on the suitability.




Butterfly

Duo-tone

Our new hero Images are treated with a
duo-tone gradient map derived form the
brand colours. This instantly makes an image
ownable by the Buttertly brand.

The duo-tone treatment can be used as a
stand alone phofogroph or a low contrast
execution can be used to display key

Typogrophic messaging.

These Images are on|y available as part of
the brand |ibrory, but this is o|woys being
added to. So if you need specific Image
that you feel will bring to life a por’ricu|or
subjecf, then make a request to the Creative
Department and a suitable shot will be

found, treated and provided.

To maintain visual control, phofogrcphy
with this effect opp|ieo| IS on|y created by

members of the Creative department.

Rigorous
Imagination

28
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In Action




A PowerPoint document

Butterfly

Single line title

Prepared for [client name]

Month 2023

Butterfly

Butterfly

We are a strategy and impact consultancy
based in London and New York,
that transforms and evolves brands
and businesses for the better.

30



A PowerPoint

document cont.

Butterfly

Contents

Butterfly

Ol

Introduction

02

Section title

03

Section title

04

Section title

05

Section title

06

Section title

07

Section title

Ol

Hero slides

Butterfly

Emotional Intelligence

Rigorous Imagination

Tangible Ingenuity

Brave Optimism

Butterfly

o1

Immerse

Well begin by conducting a thoraugh
of any existing strategic documents as
well as your positioning territories

Then, we'll craft a research approach
bespoke to your objective and challenges.

Well also deconstruct each territory into
projective stimulus to help consumers

to respond to each territory.
Output:

*  Research plan and discussion guide
with 3-4 tasks to be conducted during

online community

Bespoke stimulus for each territary

Butterfly

02

Explore

Next, we'll conduct our 1-day online
community in which consumers will react
and respond to the three pesitioning
territories through o variety of interactive
and creative tasks.

We'll gain a nuanced understanding of
which specific pieces of each territory are
working well, which aren't, and what we

can do to build the best route forward.
Qutput:

+  Consumer feedback on three

territories

*  Suggestions for territory optimization

03

Deliver

Finally, we'll analyze and distill the
\(mdi'\gs from the online community into a
neotly packaged debrief deck containing
key insights, consumer verbatims, and ,
of course, guidance on how to optimize
the lead territory

Well present the debrief during
a 1.5hr session

Output:

+  Debrief deck containing key insights
and optimized positioning territary

+  15hr debrief presentation

31



A PowerPoint

document cont.

Butterfly

03

Numbered three column text layout

Ro ipis aut aut modit, quist, sere velore
essendeliti con nim qui bea pererum que
necus evelest que consed magnientia
dD|Ec'cm_ nonsedit cutam, inc [lant
quam reperuptatem que est, quam
ulparit iesant, omet volorem lanimi
quatem eum volupte nus apernat
optiur? Equis volut ut abo. Ma vent et
vent. Busdant accus et officid ucitis
autat qui cuptatus repudandenim
eationseria nen net, ouditia turentia
volupta.

Temporat ut omnist, soluptus et ipsus,
torempo reperep elique conet, unt laut
voluptur, quae delora quas eseque
berepra tissum de pos reictota vel ipsunt
laut aliquaest, odic to des untius, etus
endipsa volorer sperum hilicid quibea

Butterfly

aut magnisin cu lese estem intic eum est,
ut laborestin repudan. Denissum olitoec
totatur aces si iscipitatus simus ratur,
quas sequid essim et accum doluptas
que quasitibus estorum es.

Coremperiti omnis aut audit landa
iliatia quam quiatianis alis dusdam
dolor sunt receaquamus untiument in et
tectaqui cullam hit faccus andam re

corro maximus.

derit ped mincto ex expel iliatur aut
lanisserit volupta tibeaguae nem rae Et
qui guunt a et utet assumguia du|urepe
eat re porrumquia veniem, ad efum
faccatur? Qui dolorerar acil magnat
iligendit ma mod que liquam nullabore

dolor sandandi sapit.

Ro ipis aut aut medit, quist, sere volore
essendeliti con nim qui bea porerum que
necus evelest que consed magnientia
du|ec'cm_. nonsedit autam, inc llant
quam reperuptatem que est, quam
ulparit iosant, amet volorem |umr~\\_
quatem eum volupta nus apernat
optiur? Equis volut ut abe. Ma vent et
vent. Busdant accus et officid ucitis
autat qui cuptatus repudandenim
eationseria non net, cuditia turentia
volupta

Temporat ut omnist, soluptus et ipsus,
torempo reperep elique conet, unt laut
voluptur, quae dolora quas esequo
berepra tissum

50/50 text
and picture

Temporat ut omnist, so\uptus et ipsus,
torempo reperep e|ique conet, unt laut
voluptur, quae dolora quas esequo
berepro tissum de pos reictota vel ipsunt
lqut 0|iquoes’r, odic to des untius, etus
endipsa volorer sperum hilicid quibea aut
magnisin cullese estem intio eum est, ut
laborestin repudon. Danissum alitaec
totatur aces si iscipitatus simus ratur, quas
sequid essim et accum doluptas que

quasitibus estorum.

Butterfly

30/70 text
and picture

Temporat ut omnist, soluptus

et ipsus, torempo reperep elique conet, unt laut
voluptur, quae dolora quas esequo berepra tissum
de pos reictota vel ipsunt laut aliquaest, odic to
des untius, etus endipsa volorer sperum hilicid
quibea aut magnisin cullese estem eum est, ut
laborestin repudan. Danissum dlitaec totatur aces
si iscipitatus simus rotur, quas sequid essim et

accum doluptas que quasitibus estorum

Butterfly
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A case study

Case

Absolut | Pernod Ricard

Butterfly

Diving into the night to help
absolut rediscover relevance

The challenge

Once an iconic brand, Absolut found itself a position where they
had lost cultural relevance. To reinvigorate the brand Absolut
wanted to understand how to position itself in the future to be at

the heart of nightlife and socialising culture again

The approach

We used our Future’s approach to understand what was driving
the change in nightlife to uncover narratives of the future. As
part of this we spoke to nightlife experts, conducted consumer

diaries and facilitated a nightlife ethnography in New York

The impact

We delivered "The Future of Nightlife” report to the Absolut
team, which outlined our findings and recommendations for the
directions in which the brand could go, protecting its status as the

world's 2nd biggest international vodka brand

“A game-changing
experience that
opened our eyes
to the future.”

38%+

Increrase in social engagement

I

—

Nightlife”

changing

Technology
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Thankyou

Please contact our Head Of Creative
Matt Rothwell with any questions

relating to our brand

matt.rothwell@hellobutterfly.com

Butterfly

Waverley House
9 Noel Street
London

WI1F 8GO




