Partnering with founders, Capabilities
start-ups and creative studios
to add context to content.

Contextual
Branding Group

Cu thinkcontextual.com



http://thinkcontextual.com

About

Founded in 2018, Contextual Branding
Group helps smart ideas find their story
and the context that makes them work.

Rooted in strategic thinking, compelling
storytelling, and innovative design,
working with partners to define their
idea and help them build the future.

Think contextual.



Selected Clients

Startups

Day-J

SmileSet
NEEW

Somos
PRODUC+
WerkFlow
Klutch Athletics
VIDIA

_imitless Minds
Autonomic
OppZo

Studios

Adopt

AlE Creative
Mirimar

TAIT

Revery

Rabbit Hole Collective
Studio e6
stupidbrilliant

The Great Society
Invincible Unicorn
Modop

Brands

Autograph
EA Sports
Gatorade
Hyperice
ululemon
Pizza Hut
OrAna
The North Face
Visa
K-Swiss
Acronym




Services

Content

Built from scratch.
Start to finish.

- Naming

- Brand Strategy

— Brand Identity

- Design Direction
—> Creative Direction
- Messaging

Context

Sharpen what’s
already there.

- Brand Refinement
- Brand Guidelines

- Presentation Design
- Visual Systems

- Launch Campaigns
- Marketing



Approach

The work is held to a high aesthetic standard,
shaped through an equal and transparent
partnership. Progress is built on honest
feedback, clear communication, and genuine
collaboration, creating a seamless dialogue and
a shared commitment to what's being built.

Built with

- Strategic thinking

- Compelling storytelling
- Innovative design

- Honest collaboration



Process

Every project is unique
but the rhythm is familiar.

- 1. Discover - 2. Define - 3. Design - 4. Deliver

Research, stakeholder Distill insights and learnings Bring the brand to life, visually Finalize assets, create
interviews, brand audits, into a clear, compelling and verbally, through solutions guidelines, prepare for rollout,
market analysis. strategic direction. that align strategically. and support launch activities.



Process — Research
- Stakeholder interviews
1. Discover - Brand audits, audience
- Market analysis



Process — Research
— Stakeholder interviews

2. Define - Brand audits
- Market immersion



Process - Distill insights
- Strategic direction
3. Design - Refinement



rocess - Distill insights
- Strategic direction

. Design - Refinement

- Design - Brand Design - Brand Design - Brand Design
Brand Design Selection Selection Selection
Wordmark Color Stock/Custom
Soft D Si 1
Lighe Graphite Blve Photography

The Ritual wordmark captures the
tension at the heart of the brand.

Human yet precise, crafted yet effortless.

Ritual’s color palette is rooted in

contrast, light and dark, focus and flow.

Deep Graphite grounds the brand in
precision and depth, while Soft Light

Photography for Ritual can be sourced
through curated stock or custom
shoots that mirror the same tone.

Drawn by hand, its rhythm mirrors the introduces warmth and calm. Human, intentional, and quietly Portraits
daily repetition of practice: imperfect, confident.
alive, and always evolving. Cutting through it all, Signal Blue
embodies belief in motion, a strike of Portraits capture founders or team
Each stroke carries intention, a balance clarity, energy, and intent. members in their own environment,
of control and freedom, symbolizing the engaged, present, and real.
founder’s journey from belief to mastery. Authenticity without artifice, offering a
® glimpse of who they truly are at work.
It's not polished into perfection; it’s
r a I l e S 1 I l practiced into confidence. Editorial imagery focuses on the
moments between, focus,
collaboration, and exchange. It reveals
the environments, gestures, and
rhythms that give work its shape and
humanity.
Editorial

Every image should feel lived-in, not
staged; crafted, not constructed.




Process

4. Deliver

N2 %

Refinement
~inalize assets

Brand Playbook
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Process

4. Deliver

- Prepare rollout
- Support launch
- Enjoy success
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Content

Built from scratch.
Start to finish.

- Naming

- Brand Strategy

— Brand Identity

—> Design Direction
—> Creative Direction
- Messaging
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Limitless Minds — Brand ldentity 14
Digital Mental Fitness Platform —> Creative Direction

- Design Direction
- Brand Guidelines

Positioning Statement.

Mission Statement.

In todzy'’s fluid. fast paced and competitive warld - a mindset that

deivers the highest probability of success is an undeniable asset. I our mission is to en rich cultu re and

: “’m : optimize performance by cultivating
Brand Playbook iy

Limitless Minds

We believe the mind is truly limitless and provide wor<able keys
to unleck that ootentizl.

!
z- i

B

Comtacresl

| ABGDEFGHIJKLMNOPQRSTUV
WXYZ 1234567830

Limitless

Font. ABCDEFGHIJKLMN l l l ] v .
OPQRSTUVWXYZ ISIoON

Druk is a study in extrernes, featuring the —

Clessic. Universal. Bold.

narrowest, wicest, and heaviest typefacea. 123456 ’ 890
5 : 2 A mythical, usually white animal generally degictec
with the body anc head of a horse with lang flowing

tiom - saavn

Hewdline
Druk Wide Heary

: It has its roots in posters znd editorial
design but wit1 a loud voice in the
typograph ¢ digital spectrum. In today’s fluid, fast paced and competitive world -

a mindset that delivers the highest probability of success

mane and Ll and a single often spirsled hormin

tha middle of the loreread

1S an undeniable asset. Limitless Minds offers ecperience-
proven insight and treining in what it tekes to achieve
big and go far. Unlike othcr 'rah rah’ positive thinking
speakers aad firms, we don't smphasize the magic of just
thinking positive.We believe the mind is truly limitless
anc provida workable keys to unlock that potential,

¢ Toxt } 2
I inconsolata Regular I it
i, i, i




Autonomic
Behavioral Change Platform

— Brand Identity
— Creative Direction

- Design Direction
- Brand Guidelines
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Day-J — Brand Identity
Al-powered Nutrition Coaching —> Creative Direction

- Design Direction
- Brand Guidelines

...........
Porsonal Welhess Senice  Brancing Document



modop
Content Studio

Create a sub-brand for modop’s
Content Studio with the ethos
of punk rock, driven by purpose
and teamwork.

1V

mod
op

S I

— Brand Identity
—> Creative Direction
- Design Direction
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OppZo
Financial Technology Company

— Brand Identity
— Creative Direction

- Design Direction
- Brand Guidelines

BRAND GO NES

Font Family: Montserrat

If a font was a city,
it would be Montserrat.

ABCDEFGHIJKLMNOPQ
RSTUVWXYZ
abcdefghijkimnopqrstu
VWXyz
1234567890!@£5$%A &*
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SOMOS
Disruptor Podcast Series

— Brand Identity
— Creative Direction

- Design Direction
- Brand Guidelines
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NEEW
Purpose-Driven Fintech

LOGO
VERTICAL

— Brand Identity
— Creative Direction

- Design Direction
- Brand Guidelines
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WerkFlow
Influencer Platform

Logo

WV

werkflow

W

werkflow

— Brand Identity
— Creative Direction

- Design Direction
- Brand Guidelines
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Context

Sharpen what'’s
already there.

- Brand Refinement
- Brand Guidelines

- Presentation Design
- Visual Systems

- Launch Campaigns
- Marketing
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Hyperice
Brand Playbook

Identity
Insgiration

Techrology

The Hyperice logo represents the technology
e IMmovetion and science of the Jroduct
Uraat ehelives s un pasraa el s el

Kuman

The Hyperice Logotipe rapresents the
Fuman part of the brand communication.
Beingsimple and playful to present
information of to express the human benefit

- Brand Guidelines
- Presentation Design
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prAna
Brand Creative Playbook

- Brand Guidelines
- Presentation Design
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Una Vodka
Brand Playbook

N2\ %

Brand Guidelines
Presentation Design

Brand Refinement
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Klutch Athletics
Brand Guidelines

- Brand Guidelines
- Presentation Design
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SmileSet
Brand Guidelines

- Brand Guidelines
- Presentation Design
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stupidbrilliant

Capabilities

stupidbrilliant

stupidbrilliant Keon Brand Creative

ideas are patient

stupidbrilliant Keen Brand Creative

/‘ LET'S WoORrRK
[ v

AbveeTISING
DiGITAL +

—— seciaL

DiaiTaL -

PRINT + OOH

GuERILLA STRATEGCY
CONTENT
AnALYTICS

EXPERIENTIAL
MARKETING

MOBILE
TRADE SHOW
TNFLVENCER

Believe in the Power of Ideas

Believe in the Power of Ideas

- Presentation Design
— Creative Direction
— Brand Refinement

stupidbrilliant Keon Brand Creative Believe in the Power of Ideas 2 stupidbrilliant Keen Brand Creative Believe in the Power of Ideas

we believe in the power of ideas

L iSIHL HOLUM

@&

6 stupidbrilliant Keon Brand Creative Believe in the Power of Ideas ] stupidbrilliant Keon Brand Creative Believe in the Power of Ideas.

our
“eroPmr —— ——— creative process ;T coLLaBoratE
our formula for i
success is simple k’ LISTEW \'
0 BRIL- A IDEATE
LIANT!
MAGIC! LEARN

COLLABORATE

MacIC!

where stupid meets brilliant,

EXECUTE
magic is sure to follow ==

ACTIVATE 7

X__ COLLABORATE

12 stupidbrilliant Keen Brand Creative Believe in the Power of Ideas 13 stupidbrilliant Keen Brand Creative Believe in the Power of Ideas.

EMAIL
nNow!

throw the lever
and get the gears

turning [
an idea specialist ideas
L]
ideas
THANK
RANDALL SCHOONOVER Yov!
f’ FOVNDER/CREATIVE DIRECTOR
CALL NOW!

stupidbrilliant Keen Brand Creative

religion
the smart phone
and democracy

-~

stupidbrilliant Keon Brand Creative

harnessing the immense

power of a raw idea takes

28

Believe in the Power of Ideas. 5

were all
just ideas
once

|bEAS FOR PRESIDENT!

RESEARCH +
STRATEGY

QUANT + QuaL
BRAND STRATEGY
COMMUNICATIONS
STRATEGY
CONTENT STRATEGY

‘e inthe Power of Ideas. 1

MAD SKILLS

)

Deston —j

Looco + BraWDING
DioiTaL + WEB
PACKAGING
MERCHANDISING



K-Swiss
Brand Campaign

- Presentation Design
—> Creative Direction
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Pizza Hut
Brand Refresh

N2\ %

Brand Guidelines
Presentation Design

Design Direction
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Context is the key—from that comes
the understanding of everything.

- Kenneth Noland
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Contextual
Branding Group
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