
Introduction/Background  
It is practically impossible to work as a communication designer without engaging with 
brands. Often designers (especially Junior Designers) are at the end of the food-chain, 
implementing brand strategies and guidelines set out by others higher up the chain. In this 
brief we are turning the tables, positioning ourselves ‘upstream’ as strategic consultants 
advising brand managers and business leaders. 

The Brief 
In this brief we will use Jungian archetypes to strategically reposition existing brands 
while supporting them to improve their social and environmental impact. There is growing 
recognition that brands as we know them today are a major contributor to the social 
and environmental issues we currently face. Brands have typically been treated as an 
emotional vehicle for a product, encouraging the public to consume more and more by 
developing a ‘loyalty beyond reason’ among their consumers. In other words brands have 
cultivated addictive and often harmful behaviours. Sometimes these behaviours negatively 
impact the environment, other times they might have major impacts on our mental health 
and wellbeing. 

We see you as the design leaders of the future and we would like you to radically 
reconsider how household brands might operate in a more positive, socially and 
environmentally responsible way.

The brief is split into two phases. The first phase is focused on working as part of a team 
to strategically reposition a brand for positive impact. During the second phase you will 
work to explore how your new brand position could be expressed through a sample 
application or ‘touch point’. This is where the new strategy is made visual or material. 
 
Phase 1: Strategic Repositioning 
The brief asks you to identify a significant household name brand who could improve their 
social or environmental impact. Working in teams you are asked to strategically reposition 
the brand for positive impact. 

First you will need to research the brand in considerable depth and identify how you think 
they currently position themselves in relation to their competitors. Some refer to this as the 
‘competitive brandscape’ – the landscape of competing brands. How do your competitors 
position themselves and how will you make your brand recognizable and memorable in 
this brandscape? 

We would like you to use the model of Jungian archetypes (see references) in order to 
identify how your brand currently situates itself and how you might want to reposition it. 

Phase 1 will culminate in an initial brand strategy presentation where you will pitch your 
new proposal in a client style presentation to our professional partners FreshBritain. 
You will need to consider the rationale for your repositioning and how you will make a 
persuasive argument about the brand’s potential for positive impact. 
 
Phase 2: Brand Activation 
Phase 2 is about bringing your new strategic brand position to life. At this stage we would 
like you to develop a moodboard and sample application/s for the brand. This could be 
focused on: store design, online communications (e.g. a new website or app), advertising, 
packaging, social media, signage, or new product proposals. So, for example, if The Body 
Shop was repositioned around the archetype of the Ruler, how would this position be 
expressed through a new website design that promotes positive behaviour.

Phase 2 will culminate in a final project presentation where you will pitch your new 
proposal and sample application in a client style presentation to FreshBritain and your 
classmates. 

Strategy & Identity: Positioning for Purpose

A model of the Jungian archetypes.

 
Platform project keywords

• Brand Strategy
• Net positive design 
• Social-purpose  
 
References and resources 

See Unit 7 S&I references and resources here:
Strategy & Identity myblog
 
Link to Briefing Padlet 

Learning outcomes and assessment criteria 

Additional information on your assessments for  
this unit including Unit Overview; Unit Learning  
Outcomes, Assessment Criteria and Assessment  
Requirements can be found in the Key Unit  
Information document and the Course Handbook 
(both located on Moodle). 

GCD.Studio

Each group will upload to GCD.Studio the following 
information: 

• Project title
• Supporting statement
• Final outcome
• Team members
 
Information on how to do this, and support will be 
provided in Week 4. 
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Schedule

This is the schedule for your Strategy & Identity classes. Outside of these times you are 
expected to be working independently and attending your other lectures and classes as set 
out in your timetable located on Celcat and the Stage 2 Moodle page.

Week one (12 – 16 Feb) 
Thursday Group A & B   10.00 – 17.00  Briefing workshop 

Project briefing � forming student groups � introduction to archetypes.

• Come with research on two potential brands to work with (1x A3 sheet for each). 
 
Week two (19 – 23 Feb) 
Thursday Group A   10.00 – 13.00  Progress review + feedback 
Thursday  Group B   14.00 – 17.00  

Reviewing initial research and analysis.

• Bring a profile of your chosen brand along with any supporting research �store visits� 
surveys, online chatter about the brand etc.).   
• A quadrant map of your brand showing its position in relation to its competitors.  
• ( list of Points of Parity and Points of +iќerence that shows how your brand conforms and 
diќerentiates itself from its competitors. 
• Be prepared to discuss which archetype or archetypes your brand currently conveys, and 
which archetypes you are considering moving towards and why. 
 
Week three (26 Feb – 1 Mar) 
Thursday Group A  10.00 – 13.00  Brand Strategy Presentations + feedback 
Thursday  Group B  14.00 – 17.00 

Reviewing your strategy proposals with our professional partners.

• Bring your brand strategy presentation PDF. This should include your quadrant map, along 
with your Points of Parity� Points of +iќerence diagram� (rchetype choice and Brand =alues. 
 
Week four (4 – 8 Mar) 
Thursday Group A  10.00 – 13.00  Progress review + feedback 
Thursday  Group B   14.00 – 17.00 

Presenting your progress.

• Bring your refined and developed Brand :trategy Presentation. 
• Bring your development work on sample applications that indicate a route to positive 
impact. 
 
Week five (11 – 15 Mar) 
Thursday Group A & B  10.00 – 13.00  Project Presentations + feedback  
Thursday  Group B   14.00 – 17.00 Open Studio

9eviewing your final proposal and visual activation materials.

• Bring your final brand strategy presentation and be prepared to present as a team.

• Bring your visual activation work (e.g. examples of how your strategy would be activated 
through sample applications). Consider how to present your work for maximum impact in the 
6pen :tudio environment. @ou could consider a brand positioning film� or conference poster 
that conveys the essence of your strategic resposition.

 
 

Collaborative methods 

*ollaboration is generally more eќective when you 
work together in person in the same physical space. 
Organise when you are going to meet as a group 
during the week. Plan in advance. 

You can distribute responsibility for certain tasks – but 
remember, your work must remain cohesive, so you 
need to be in communication throughout. 
 
Some of the tasks that need to be considered:

• Brand research and analysis (primary and secondary 
research on the chosen brand) 
• Competitor and sector research and analysis 
• Brand mapping (Points of Parity / Points of 
+iќerence� 
• Brand mapping (Quadrant) 
• Deep dive archetype research 
• Locking in a value set for the chosen archetype 
• Writing the presentation and building an argument 
(problematisation of the issue) 
• Design of the presentation 
• Moodboard and visual activation design 
 
Potential job roles:

• Research lead 
• Mapping and modelling lead 
• Presentation lead
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