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Magnus & Co.

BREAKTHROUGH
BRANDING

Strategy that provokes change. Language with a beating heart.
We're the brand partner for restless businesses ready to grow.
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Magnus & Co.

O [AND OUT, LEAP AHEAD

We've seen how powerful brand can be in building the foundations

for commmercial success,
powerful comm

When it's right, it really works. Ar

O

UM

N

It

Nng business valuati

ons and creating

es that go beyond product.

d that's what we're here to build for

businesses like you. Help you smash your goals, with smart strategic
thinking and a distinctive brand voice. Creating brand foundations
that take you lightyears ahead of the competition.
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Magnus & Co.

AN IDENTITY SHAPED
AROUND YOU

We know tada m

and iteratively wi

oments don't do it for you
th your team, sharing ear

. We work collaborat
y and often so you k

exactly what we're thinking, and add your own spin in the right p
The outcome — a breakthrough brand you feel total ownership of.

vely

NOW

aces.

Approach



1

Assemble the right
steering team

6

Bring it together In a
value proposition.

Magnus & Co.

2

Talk to customers. Map
what really matters.

7

Test with your steering
team. Add objectives.

Our 10 Step Process

3

Do a linguistic audit.
Note what customers
call things.

8

Share widely internally.
Note feedback.
Refine.

4

Map the market.
Analyse the real
competition.

9

Finalise positioning in a
document that
excites and
assures.

O

Define your ideal
customer segment. \Who
values you most®

10

Bring positioning to life
across external
narrative and key
messaging

Approach
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Magnus & Co. X Magpie

Agency: Magpie Studio
Role: Strategy and Writing Director, Magpie Studio

AERO

Rebrand, brand strategy, verbal identity, key messaging, website copy, tone of voice

Challenge

Breakthrough
Idea

AERO had an incredible alternative to industrial paint coatings - more sustainable and higher
performance than any other competitor on the market. But the business was run by scientists,
who didn't understand how to communicate the incredible benefits.

We realised they needed to speak to innovation teams, not engineering. And to do that, they needed
to cut through using brand, and completely side step the competition. We repositioned the product

from paint to sustainable material technology, leveraging their scientific expertise as their
differentiator with the brand platform ‘engineered from the molecule up’. Then we went bold with the

verbal identity, challenging the entire category with the headline ‘paint is dead'.

8 Case Studies



Magnus & Co

The finish of the future for

the iInnovators of today

AERO paint film is the high performance finish with a
dramatically reduced environmental impact. It's lightweight,
AEROdynamic, highly durable and has unparalleled
sustainability credentials.

Created by scientists and material technologists, AERO helps
OEMSs drastically reduce harmful emissions without
compromising on performance.

Clara
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SUSTAINABLE « MATERIAL » TECHNOLOGY

Our sustainable material technology outperforms traditional paintin every aspect.

17.000% more durabie
tharn traditional paint

e Zero carbon emiission
@ Zero solvents
=4

Zero PVC &VOCs

@ Smart connectivity

$ 4 : 50-80% lighter
% Customizable than paint

Recyclable @ Aerodynamic
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The impactof AERO

To us, product, people and planet are
equally important.

By desighing AERO from the molecule up,
we have been able to micro engineera
material which offers unparalleled
aesthetic value and performance with
almost zero environmental impact.

Developed in tandem with its
manufacturing processes with a
streamlined, vertically integrated method
that minimizes infrastructure utilization,
AERO is a game changer for both the
Industry and the planet.
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/Zero Carb::n
Zero REC
Zero VanCs
/ero Solvents

NS RN

12

On the road

to zero carbon

Clara
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: N XT LV L About us Product Pricing FAQs Log in Get started | —

Getting kids ready
tfor anything

Where 8-14 yr olds develop future-critical skills through
complex, game-based learning,.

Enter your email address Get started

Training available in English, Spanish and Greek.

’ % Weekly 1hr sessions | --------------- ,gfg Collaborative cohorts | --------------- ‘ Extracurricular development | --------------- :@i Co-ordinated by facilitators




S NXTLVL Aboutus  Product  Pricing  FAQs C /;%t Ha
|

/@
5 2/3 of today’s

children will have jobs

that don’t exist yet.

Christine Lagarde, IMF

Technology is transforming how our kids will work
and live, facing challenges we can hardly imagine.
Traditional education system can’t keep up with
the pace of change. It still focuses on passing
down knowledge using outdated approaches.
What kids need to thrive in a world radically
different to the one we grew up in is to develop
future-critical skills.

Magnus & Co NXTLVL




o NXTLVL

Relbecca Magnus

4 \

Navigate complex
problems

Kids learn to decode complex problems
in their substantive parts and approach
them from multiple perspectives,
unleashing their creative possibilities.

v
\

Collaborate under
uncertainty

constantly changing environments.

" \/ Kids learn to harness their different
°oo strengths, skills and perspectives and
0° work together to face challenges of

\ v

16

4 \

Make intelligent
decisions

Kids learn to think critically and be
active decision makers. They learn to
reflect and adjust their behaviours and
actions accordingly to further progress.

\_ /
4 \

Own the
outcomes

Kids learn to own both their successes

ﬁ and failures. They embrace every
outcome as an opportunity to learn and
develop.

G W

NXTLVL
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: N XT LVL About us Product Pricing FAQs [ Login } [ Get sta:rted .) : N XT LV L About us Product Pricing FAQs [ Login j [ Get started .)

The future is out of this world Preparing kids for 2050,
not 1950

We can’t predict the future, but we know it will be full of challenges
with no right answers. To navigate them, kids need to learn how to
tackle complex problems, make intelligent decisions, collaborate in
uncertain environments and own their outcomes.

Our lives are changing faster than ever before. Between technological leaps and scientific
breakthroughs, kids will face a fundamentally different world to the one we know. They’ll
take on jobs that don’t exist yet, and face challenges we’re only starting to understand.

To thrive, they’ll need to develop different skills to the ones we learned in school. And
they need to start now.

We call these future-critical skills. Kids can’t learn them from
textbooks, they develop them through practice. But traditional
education doesn’t make time for it. They need a new space to learn.
And a new way to practice.

Education is stuck in the
past

Traditional education hasn’t kept pace with the speed of change.
Kids learn to:

+ memorize, when they could learn to question

+ prioritize success, when they could learn through failure o .
How to think, not what to think

* copy from textbooks, when they could learn from real life

* find safety in similarity, when they could celebrate difference
This is why, based on years of research and deep work at the best universities in

< work alone, when they could learn to succeed together the world, we have created an innovative, online learning experience where kids
develop by doing these future-critical skills.
It’s an approach that has barely changed in decades. To prepare
kids for a changing world, it needs a radical rethink. Our complex games immerse ki rE T : hinking. While playing, kids
practice important mental models ding 1 ciples thinking, probabilistic
thinl

the novel situations

Preparing kids for 2050,
aYe OL2NA

Magnus & Co NXTLVL




Agency: Koto
Role: Freelance Senior Verbal Strategist

NEED

Brand creation, verbal identity, key messaging, website copy, tone of voice

proactive cancer insurance program that helps people catch cancer earlier, no catch. But in
an untrustworthy industry, we needed to frame the product in a distinctive way to
communicate the considerable benefits over the competition.

Unlike most health insurance programs, which penalise health monitoring, Need is proactive and
Breakthrough protective. They cover reguloﬁtesgt;ing to catch Eoncer sooner. It's not heaglth insurorl?ce as most would
Idea know it. SO we needed a new term for it: the world'’s first cancer protection system. An empowering,
informative and empathetic identity followed suit, alongside a new name suited to the product:
Need. Because with 11in 2 people developing cancer, this isn’t a nice-to-have. We need this.

Health insurance is a crowded, corporate category - a mandatory purchase packed with
Challenge loopholes that inspire anxiety rather than reassurance. Need provide something totally new: a

Magnus & Co X Koto 19 Case Studies



THE BEST CANCER OUTCOME

PROTECTION

Magnus & Co




Magnus & Co

HEALTHY MODULE

PROTECT
YOURSELF FROM

WE’'RE ON A MISSION

TO ENABLE ANYONE,
ANYWHERE, TO ACHIEVE

THE BEST CANCER OUTCOME

O

YOUR CANCER
PROTECTION SCORE

0
8

© Screening @ Preventative () Financial
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TREATMENT MODULE

WORLD-CLASS TREATMENT,
ANYWHERE

A Need Navigator will support you Empower your Hero (local doctor) to provide (=) Get real-time updates and visibility into your
throughout your cancer treatment journey. the optimal treatment using Need's cutting- cancer treatment process.
edge technology platform.

FOR YOU () FOR HEROES

() Lung core needle biopsy

O

(
YOUR CASE TRACKER : y ~  Workwp
Thislsa &7 <oid male who presented a dom  Clinicad Patreiogeal wiage o ° o o
Viow progress on your case here, Contact your Q TR SRS CHll U it BRI e MEDICAL HESTORY PATHOLOGY RROKLORY CTHER EXAMS

Need Navigator  you have any questions. P TeOIINE, 899 Supraciivituly’ dierie

M a sBan beagay mat pos bove for Spawiinss Stage
@ Cl CHTINONma and Sepr acwicular BopYy was O c c'_“.
supicown for SOC loge W9 2. Chest v
@ Comptutnd 20662022 Jpm 5303021 - 1 scae
New case created
Guideline-based treatment ~
s
Cascetne tocomsreroed Leatrrs 1> slage 198 Reboresces i ChestCT Valaxke A
NLCLL 4 6o 1ee | CPuwv sl pOsF N oy Wiy NCCN Clrical Pracics Geideling 2102021 < 1 sian - View
- 02002023 Soww a3 Oarvbavabs gy W
Health data collected :'”‘“""" 2021 palletive ywianic S B iateral nodhie, Sesu
"y lversy 1 and
mwcummmucur'mmm @ O Jane Coopper 2ere AV levon
e Bated 0N 2e¢Ieemance YIS and ST iom a

‘ w..vofp mm Shagreed with erigral slagnesa R
Data validated

19 203000 33 AAITACINE NGUInE, LT 308 1Q S ataches
nodes Mmasturing Up 1o LAcrs short axks and 0.0 right hiar
node. Thore is remcr koos of hoigh! ot TI1 which appoers most
ooty Do

Dy

On Gy Hawhinrs, Rabedogn! v
woran

Inpeagress
Delivering guidelines
Wo arg providing your doctor with the

most advanced treatment guideines for
your case.

Magnus & Co Clara



SURVIVOR MODULE

STATE-OF-THE-ART
FOLLOW-UP AND SCREENING

Follow our personalized post-treatment -»- Alert Need of any potential recurrence as Get resources to help you overcome the side
screening plan to help you detect soon as possible to re-activate the effects of cancer treatment, so you get back
recurrences. Treatment Module. on your feet quickly.

NEED IS HERE TO HELP YOU
GETBACK ON YOUR FEET

Now that your cancer treatment is complete, Need
is here to help you get back to everyday life as
quickly as possible

Let us know If you have any cancer
° concerns, or need assistance as you
recover from your treatment

If you believe you may have a cancer
recurrence, let us know right away.
° Need can restart the Treatment Module
and continue supporting you and your
doctor
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Breakthrough PRI - 99 I
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Apple & Cinnamon
GUT-LOVING B]'o
GRANOLA

PLANT-BASED FOODS
+PREBIOTICS®

GUT-LOVING
GRANOLA

PLANT-BASED FOODS
+PREBIOTICS"
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THE MORE
THE MERRIER

At Bio & Me, we believe that variety is the spice

of life, and eating deliciously diverse foods is

key to good gut health. That’s why we're working

with The Gut Health Doctor to create foods that

keep you and your gut healthy and happy. Packed
with 15 fabulous fruits, vegetables, wholegrains,

legumes, nuts and seeds, our prebiotic*
gut-loving granola gives your biome plenty
of what it needs to help it thrive.

Rebecca Magnus
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DIVERSITY PLANNER

A little planning can go a long way when it comes to hitting

your 30 a week. See how many different plant-based foods

you eat over the next seven days and note down the number
on this planner. Try to beat your score next week!

VEGETABLES GRAINS

HERBS &
SPICES

! | . fe.g basil,
lentils) cinnamon)

Total number of different Less than 10
plant-based foods Let's get diversifying

10TA, A 10-19
é:p Try adding a little more diversity (hint:
< check out what’s inside our granola)

<\
QQ‘

20 - 29
Nearly there!

30+
Well done!

Rebecca Magnus 27
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Collaborator: No One Right Answer

OYDNEY

Brand creation, verbal identity, key messaging, website copy, tone of voice

and lowering their risk of catching Covid and developing lung infections. But to self care, they need to
understand a lot of complex medical information and have access to many medical resources.

Patients with chronic health conditions are always experts on their own bodies. They don’t need to be
Breakthrough . e TEVEE g
patronised, but they do need to find information quickly. The content and tone of voice needed to be

Idea approachable and practical, with answers to common guestions-easy to find. We worked closely with
clinicians on content to make sure it was medically correct; easy to understand and easy to act on.

Prompted by Covid and the need for CF patients to access care in an easier, safer way, the Royal
Challenge Brompton created an informational portal allow their CF patients to monitor their health at home,

Magnus & Co 28 Case Studies



sydney

Helping you to
manage your
health at home

ooooooooooooo



Welcome to Sydney, the online resource
for adults with CF at the Royal
Brompton. Through Sydney, you can
learn more about managing your health
at home. From technology setup to

medication management, you’ll find

resources and advice from your team.

About Sydney

Don’t forget to book
your flu jab with your
GP or a community
pharmacy as soon as it
is available.

We also
recommend that you
have a COVID-19
booster as soon as it’s

offered to you.

At the Royal Brompton Adult CF centre, we’re always exploring innovative ways to
optimise your care and help you monitor your health safely at home.

With greater independence, comes greater
responsibility. We realise that you need resources




Magnus & Co

How Sydney works

Sydney is your go-to online resource to help your clinical team

share the knowledge you need to manage your health at home.

Self-monitoring is an exciting step in your journey. It’s also an
important commitment to yourself. Start your journey by
reading more about self-monitoring, virtual clinics and getting
started.

31

Sydney



Self-monitoring

Monitoring your health at home is a real game changer for everyone with CF. Self-
monitoring can help you understand your condition better. It gives you greater
control over your health data, while helping us treat you more responsively and
safely.

How self-monitoring works




Collaborators: Boldwise, Hey What

LOVE LANGUAGE

Brand refresh, brand strategy, verbal identity, key messaging, tone of voice guidelines

@3 Challenge
@ Opportunit
S PP y

Breakthrough
Idea

Relbecca Magnus

Deaf people face many obstacles in everyday life, and organisations struggle to meet their accessible
communication needs. BSL services are seen ds an optional extrg, rather than a mandatory service,
and therefore suffer from bland, overly corporate branding to be taken seriously.

We are challenging the category by building a parent brand architecture and brand/
product identities that are maverick, joyful, lively and accessible, while remaining true experts.
Deaf people and culture have a great deal to add to wider UK society - we're building a
series of brands that improve deaf inclusion at every level.

It was important to elevate Deaf culture, language (BSL) and people to an equal status to hearing culture
and people as a central strategic pillar. With the brand platform ‘bringing the deaf and hearing worlds
together’, we've created a business and creative strategy that centres the parent and sub-brands on Dedaf
people’s needs, with the business acting as a bridge between Deaf and hearing people, with innovative
products and services to bring people together in inclusive, progressive and joyful spaces.
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LovelLanguag

Bringing the deaf and hearing worlds together

eeeeeeeeeeeee



Magnus & Co

The Opportunity

Reframing perceptions of Love Language

From charitable support to approachable experts
From practical service to eye-opening experience
From statutory requirement to empowering opportunity
From literal interpretation to emotional connection

35

Love Language



Insight

Deaf and hearing people live on the same planet.
But they're living in two very different worlds.
And those worlds rarely ever meet.
Except through interpretation.

ooooooooo



By connecting the deaf, interpreter
and hearing communities through
conversation and cultural exchange,
you are the activist d/Deaf inclusion
brand instigating social change.



Bringing the deaf and hearing worlds together

We help d/Deaf and hearing communities connect,
support each other and shape a more vibrant, inclusive
future that brings everyone forward. Through connection,
we make cultural, political and social change happen on a
personal, organisational and societal level.

Magnus & Co 38
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Magnus & Co.

HELPING YOU
BREAK THROUGH

'm Becca, a brand cor
powerful brand marketir

and grow In co
overw

mpetitive

nelming it

sultant, strategist and writer. I've seen how

g can be in helping businesses stand out
mnarkets. I've also seen how confusing and
can be to implement in practice.

There's a better way to do branding. One that brings together your
commercial goals with wildcard creativity through powerfully simple,
actionable strategy. That helps you leap ahead of your competitors.

That helps you attract the right customers and opportunities. That

feels doable for your business. That's what I'm here to do.

40
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Strategy

Competitor & category
iInsight

Brand positioning
Product positioning
Brand architecture

Mission & manifesto

Magnus & Co.

Our services - in-house

Naming

Brand naming
Product naming

Top line trademark
checks

Brand Voice

Brand narrative

Tone of voice
development

Key messaging
Headlines & taglines
Campaign messaging

Tone of voice guidelines

World Building

Packaging copy
Welsite copy

Social media captions
Product descriptions
Launch campaigns

Marketing campaigns

Services



Magnus & Co.

1THE M TEAM

To get you the best outcome, we assemble the right team from the

project, collaboratir

working independe

obrand creation or transformation process from beginnir

g with some of the best minds in the industry

ntly. Between us, we can manage an

42

y kind of
g to end.

Collaboration



Our services - with partners

Training

Tone of voice training
Brand design training

PR comms training

Magnus & Co. Collaboration




Magnus & Co.

....

Studio Founder

Becca Magnus

Becca Magnus is a brand
consultant, strategist and writer
with 13 years’ experience building
brands you feel in your bones.
She's worked in senior roles at top
London branding agencies
including B&B and Magpie Studio,
with clients spanning from global
brands like Apple, Microsoft and
Sage to challenger B2B brands
including Nxtlvl, Need Cancer
Protection and AERO. She sets
strong brand foundations for
businesses at the frontier of their
Industries.

Bio



Magnus & Co

MAGNUGS & FRIENDS

Ploneers and partners we've had

agencles and ¢

che privi

lege of working with, through

irect re.

45

ationships.

Clients



Magnus & Co

Awards aren't everything, but they are a good barometer of creative thinking.

2023
2023
2022
2022
2021
2020
2020
2020
2019
2019
2018

The Drum

Transform Awards
FAB Awards

DBA

Brand Impact Awards
D&AD

D&AD

FAB Awards

D&AD

Creative Pool

The Drum

AWARDGS

Winner

Silver

Gold

Bronze

Judge

Judge

Wood pencil

Gold

Wood pencil

Creative new wave shortlist

Best Writing

Rebrand - AERO - Magpie Studio

Rebrand - AERO - Magpie Studio

Rebrand - Raw Halo - B&B Studio

Relbrand - Raw Halo - B&B Studio

Brand Writing and Food and Drink Branding

Writing for Design & Graphic Design

Branding - Raw Halo - B&B Studio

Rebrand Identity - Raw Halo - B&B Studio

Writing for Design - Ministry of Stories - Hoxton Street Monster Post Office
Ministry of Stories - Hoxton Street Monster Post Office

Writing for Design - Imperial War Museum - Armistice 100

Awards



Becca goes all in - approaching our brand
intelligently, skilfully guiding our whole team
through with care and ease. She was quick to get
to the essence of our company, unravelling our
brand story, packaging it in a way people can
understand. The whole process has been smooth
from start to finish, delivering everything expected
and more. She’s a real pro - so much so we're doing
our second brand with her and can't wait.

Naomi Bottril, Co-Director of Love Language

Becca Is the perfect blend of strategic thinking
and creative expression. She has a wonderful
knack for distilling complexity and finding an

unexpected angle to frame it as a compelling idea
which she'll apply to multiple touch points in ways
that surprise, bring joy and get people to stop and
look. An absolute pleasure to collaborate with,
always easy and always inspiring.

Chris Banks, Creative Director of ZAG Studio

Magnus & Co
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Becca 1s a rare breed - a skilled wordsmith with a
strategic mind and a great knowledge of branding.
Perhaps most critically, she knows how to get things
done - fast! She's able to unpick complex problems at
an impressive pace, get to the heart of the client’s
challenge and find an exciting new angle to set the
brand apart. She's also great to work with -
challenging clients while maintaining a great
relationship with them.

Ben Christie, Creative Partner, Magpie Studio

What's great about Becca is that she really,
really cares about every project she undertakes,
thinking deeply about everything to really get
under the skin of what the client needs. She
understands that the right strategy approach
and copy can be genuinely transformative and
takes the time to craft narratives that are both
practical and inspiring.

Alice Walker, Verbal Strategy Director, Koto London

Testimonials



SOUNDS GREAT,
WHAI NOW?

You've got a project in mind. Let's make it real.

Need help building o
breakthrough brand?

LET'S CHAT

Magnus & Co 48 Next Steps


mailto:rebecca@rebeccamagnus.com?subject=Let's%20build%20a%20brand%20together!
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BREAKTHROUGH
BRANDS

rebecca@rebeccamagnus.com
+44 (0) 7719026660 | rebeccamagnus.com
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