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GREEN   HUMAN ENERGY   INNOVATION   PARTNERSHIP   PERFORMANCE   PROGRESSIVE

• BP’s Helios awards

• Brand attributes as an anchor for BP’s sonic identity

• Palette as a guide for additional brand communications

Core values come to life



• UK’s first direct bank (via phone) 
• Passionate customer base
• Design research led the way
• Thematics created as a platform for brand-based audio

(Podcasts, advertising, web palettes, music on hold)

Banking on 
brand immersion



The future? We will...

1. Use sound as a forethought.
2. Use sound as a meaningful 

articulation of our brands’ core values.
3. Use sound as a means of solving 

problems.
4. Move beyond the logo to address 

multiple needs and markets.
5. We will (gasp!) standardize.



“Light and sound arguably 
do at least as much as space, 
form and texture to evoke an 
emotional response to a 
design... great design should 
encompass all of this, so let's 
give it more credence.”

Lynda Relph-Knight, Design Week



“Marketers that don't 
understand the power of music 
will simply be left behind.”

Mary Dillon, McDonald’s CMO



Thank you!
web: sonicid.com
blog: intentionalaudio.com

Noel Franus
Martyn Ware




