
2009/2010 TREND 

REPORT:

THE VISUAL 
LANGUAGE* 
OF BRAND.
CH.3

*B
R

A
N

D
 ID

E
N

T
IT

Y, PA
C

K
A
G

IN
G

, A
D

V
E
R

T
IS

IN
G

, 
R

E
TA

IL S
PA

C
E
, W

E
B

, LIV
E
R

Y, S
IG

N
A
G

E

DAVID ANSETT
STORM DESIGN & BRAND DNA



OTHER TRENDS: 

AFFORDABLE 
LUXURY, CULT
PERSONALITY
URBAN ATTIT
Beyond the major trends covered in the fi rst two 
sections of the report there are many other smaller 
trends that remain equally as signifi cant to the 
markets where they play out.
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AFFORDABLE 
LUXURY

The broader trend we are seeing of 
consumers toning-down their major 
purchases due to the weakening 
economy while staying at-home to 
re-connect and enjoy the fi ner things 
in life is fueling the popularity of 
affordable luxury items. These 
luxuries are often a seen as a pamper, 
or reward that wont break the bank. 

Fewer people are going out and buying 
a $3000 Plasma, preferring to invest 
in a tub of gourmet ice cream, a nice 
bottle of wine and a Saturday night 
with the ‘missus’ in a fi ve-star hotel. 
As a result, many brands, especially 
in reatil, FMCG and hospitality, are 
seeking to repackage themselves as 
affordable luxuries.





























CULT OF 
PERSONALITY

As businesses evolve the way they take 
their brand to market, increasingly 
we are seeing clearly defi ned brand 
personalities being leveraged as 
a powerful dimension to creating 
distinctive brand experiences.
Brand personality is usually associated 
with brands projecting a happy or 
zany persona, but within any market, 
relative to competitive brands, your 
persona can be anything - stylish 
elegant, technically nerdy, quirky 
and artistic, or obsessively driven - as 
long as it has relevance, appeal and 
authenticity to your market.

Often when we think of brands 
with a distinctive personality we 
picture laregr brands like Apple or 
Coke. But businesses of all sizes 
and in all markets can leverage the 
differentiating advantages and create 
brand charisma with a strategically 
considered brand personality.
As well as the right visual language, 
brand voice - the words the brand 
chooses when it speaks - is a strong 
driver of brand personality.

































URBAN ATTITUDE In the last decade we’ve seen an 
increased splintering of market 
demographics. One of the trends 
has been the growth of the ‘urban’ 
audience, typically made-up of people 
in the before kids and after kids (or 
the no kids at all) stages of life. These 
twenty / thirty / fi fty year olds who 
chooses to live in inner urban ares 
are driven by a different values and 
mind-set to their contemporaries in 
the suburbs.
The brands that appeal to this market 
are typically closer to the edge, new, 
different and less traditional. The 
urban market is often where new ideas 
form and take hold before spreading 
to the mass market.

As a result, there’s great motivation 
for many brands to claim a stake in 
the inner urban, but this kind of cred 
is not easy to claim. Where a brand’s 
visual language refl ects an urban 
status, authenticity resonates. When 
a brand has no urban credentials, the 
visual language will come-across as 
try-hard, alienating the very market 
they wish to connect with.
The visual language of ‘Urban 
Attitude’ has a edge that combines  
what’s happening on the streets, youth 
and fringe cultures.

























Storm Design & Brand DNA are one 
brand strategy and design agency 
with two names.
Brand DNA is the strategy arm of 
the agency, working with businesses 
across almost every conceivable 
market to defi ne their brand’s market 
positioning, reason for being and go-
to-market proposition.
Storm is the design arm of the 
agency, working with those same 
clients to create the visual expression 
of every conceivable application 
of their brand from identity to 
signage, from retail spaces to on-
line experiences, from packaging to 
corporate publications.
Together Storm and Brand DNA 
have more than 30 years experience 
working with businesses to position 
their brands for market leadership 
and success.

David Ansett is the founder of Storm 
Design and creative principal for 
the agency. David has worked with, 
lectured-in, judged-on and written 
about brand design for 20 years.
For any enquiries about this report, 
please contact David at 
david@storm.com.au
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