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1. What’s the purpose of this book?

Welcome
What’s the objective of this book?
Well, we think we are quite different in what we
do, how we do it, why it matters and, for that
matter, how we carry ourselves in the world.
Our whole business is based on divergent and diverse thinking
and perspectives. We trade in the opposite of group-think and
easy answers. So we aren’t looking to ‘induct you’, but we do
want you to understand the brand you are working with, the
better to contribute to it and represent it.

The phrase ‘Don’t drink the Kool Aid’ originated in cult leader Jim Jones proposal for his followers to
quaff a cyanide laced drink. Over time it’s just come to represent blindly buying into a prescribed way
of thinking.

2. What’s the point of BeenThereDoneThat?

Why we exist

Harnessing the world’s best thinkers

to solve the world’s toughest problems

The point of BeenThereDoneThat
Harnessing the World’s Best Thinkers to Solve the
World’s Toughest Problems: it is not a tagline as
such, but a basic belief that in this time of change
and complexity, we need great thinking to have any
chance of solving the great problems we face.
This is not simply a marketing and communications belief, but
an overall approach for solving the larger and smaller problems
the world faces.

The business combines 2 critical elements that both have to be present for a successful outcome:

Harness

World’s best thinkers

This captures the principles, methodology/process
and resources that we have to enable us to get the
very best range of work from the community.

Having a diverse community of people who have
experience/wisdom (have been there done that)
and have proven themselves to be some of the
world's leading practitioners/experts

BeenThereDoneThat harnesses the world’s best thinkers
to solve the world’s toughest problems

School of Athens
If a picture says a thousand words, then this one says
everything. A classic that takes its rightful
place in the Vatican, it is all about the gathering of
the greatest philosophers the world has ever seen,
all in one place.
If anybody needed answers to anything, this is where they
would come. We love the fact that it is a perfect
representation of our community (although we do wonder
what a modern day Raphael would paint in a world full of
diversity): a group of great thinkers there in front of us.
We love the fact that our community is anonymous too. They
are not so fussed about having their names up in lights
because for them it is the solving of the problem that gives
them the satisfaction, the asking of their opinion.

3. Who are we?

Who are we?
We are a global community of the world’s best
thinkers across 25 markets. All members have been
carefully selected because they’ve ‘been there done
that’.
Each member has at least 20 years’ experience or
done their 10,000 hours.
They all work anonymously.
Who said you can’t buy experience?
Here’s a quick video that explains how we work. Click Here

In ‘Outliers’ Malcolm Gladwell postulates that
greatness comes from putting in the 10,000 hours.
In this case the Silver Beatles earn their chops by
playing 4-5 hour sets in Hamburg.

Experience not age…
The idea behind the name was always a
demonstration in our belief that if you’ve done
your 20 years, you’ve probably seen most problems
before - which allows you to shortcut to solutions
at speed.
That being said, it’s not just about age.
In some instances it’s the 10,000 hours that count.

There’s a story about the woman who approached Picasso in a restaurant, asked him to
scribble something on a napkin, and said she would be happy to pay whatever he felt it
was worth. Picasso complied and then said, “That will be $10,000.”
“But you did that in thirty seconds,” the astonished woman replied.
“No,” Picasso said. “It has taken me forty years to do that.”.

So whether it’s the Gladwellian 10,000 hours or the 20+
years under their belt, it’s with depth of experience that our
Community is able to tap into the intuition needed to think
at pace.

4. What we do, and how we do it
(differently)

We create the ideal conditions
in which ideas, people and
businesses thrive
We started this business because we believed in
working and behaving in a way that works for
everybody.
In a way that makes work more meaningful and life more
enjoyable.
So ask yourself whenever you do something,
‘Am I creating the Ideal Conditions...
for our Community,
for our Clients,
and very, very, very importantly…
for us?’
Most times if you fulﬁll a senior strategic role in an agency you are stuck in meetings
about something else. We believe in freeing our collaborators’ time to focus their mental
energy solely on the problems we are tasked with solving.

Depth
of expertise

Our Elevator Pitch
BeenThereDoneThat have built a community of 200
of the world’s best Chief Strategists and Creatives.
All with the beneﬁt of more than 20 years’
experience and all experts in their ﬁelds.

Breadth
of thinking

Volume
of ideas

Speed
of process

The greatest
chance of
success

We harness their collective expertise, experience and intuition
to deliver smart solutions for your toughest business and
marketing problems.
Our proprietary process is codiﬁed for speed and diversity of
thinking. And because our thinking is decoupled from
execution, you can be sure our focus is on your business and
not ours.
We focus on deﬁning problems ﬁrst, because we believe a
problem well deﬁned is a problem half solved.
Then through a process of divergence and then convergence,
we deliver a rapid injection of thinking via our community of
experts to unblock a pain point or unlock an opportunity. A bit
like 'Creative Acupuncture’.

Problem

Solution

There are two sides to every story, but
we always start with the ﬁrst, Problem
Deﬁnition.
Sometimes our clients ﬁnd just deﬁning the
problem solves the problem and we stop
half way, but most times we go all
the way to the end.

Problem Deﬁnition
Problem deﬁnition is the cornerstone of our
business. We believe that a problem well deﬁned
is a problem half solved.
So we always start any project with a 3 hour session powered
by our SOLVE framework and run by one of our hand selected
CSOs.
SOLVE is a ﬂexible methodology, designed over 300 projects,
that reframes a business or brand’s problem to solve to unlock
new and exciting opportunities.
Our mission is to harness the world’s best thinkers to solve the
world’s toughest problems. Problem Deﬁnition is key to this.

“If I had an hour to solve a problem, I'd spend 55 minutes thinking
about the problem and 5 minutes thinking about solutions”
Well said, Einstein.

A diverse range of solutions via
an injection of expertise
Once we have deﬁned or reframed our client’s
problems, we translate the problem to solve into a
brief to share with the ‘world’s best thinkers’.
Because we believe in the power of cognitive diversity, we
always share the brief with three different experts, hand
selected for the challenge and all with a slightly different
skill set and way of approaching the brief. They all work
separately over two days, submitting three ideas each.
"Success is no longer
just about talent, or knowledge or
skill.
Today, it is also about freeing
ourselves from
the blinkers and blind spots that
beset us all, and harnessing a
critical new ingredient:
“Cognitive Diversity "
- Matthew Syed

We ask for three not one, in order to get them to stretch their
thinking, test different potential ways in and increase the
diversity of solutions on any given brief.
Why nine ideas? Because we know empirically that it gets to
better results for our clients. In other words, we see this breadth
of thinking inform and enrich the ﬁnal solution - which is almost
always born of synthesising different directions

Principles for the way we work
Slow down to go fast

Too often people jump to answers before they have even understood
what the question is. That’s why we slow down (even if for only a three
hour problem deﬁnition session) while we walk through the problem.
This way we know we are running in the right direction.

Psychological safety

We always strive to create an environment where everybody feels it's alright to
share their thoughts without feeling they are saying the wrong thing. After all,
great thinking can come from anywhere.

Collaborative mindset

Together we are smarter than any one of us. The beauty of this business is the fact
that within the company, with our community and with our clients, we always
appreciate the beneﬁt of different points of view. And to take advantage of this, we
must always remember Collaboration is key.

‘Learn it alls’ not ‘Know it alls’

We don’t assume we know all the answers. We approach everything
we do with an open mind and humble curiosity.

Give, Give, Give. Then ask

We play the long game with all our relationships. We think about
what we can do for our clients before we ask what we want from them.

5. ‘Great minds don’t think alike’
How we present to the world

Conﬁdent not shouty
No:

Yes:

BTDT

BeenThereDoneThat

We are quiet and softly spoken. We don’t
need to shout because we have inner conﬁdence,
in ourselves and our opinions. We are not trying to
convince anybody of anything, just sharing our
thoughts based on our experience to help our
clients make informed decisions.
By the way, if you write our name it’s always one word:
BeenThereDoneThat* upper and lower case. Likewise,
others might abbreviate our name but we don’t. Our name
says everything about what we believe in and is a real
differentiator against any competitors. Let’s use it properly.
*legally in the US we have to refer to ourselves in writing as
BTDT Global but only in ofﬁcial documents and
correspondence.

Our aim is to create folklore

We are for
(and the product of)
curious minds,
for ‘Learn It Alls’
not ‘Know it Alls’

We want to be talked about and discovered. We do
this by connecting people to the past to help them
make sense of the present and try and offer
perspective on the future.
Our tone of voice is one of humble curiosity. Our narratives
should be original, stimulating and empowering.
Our tribe consists of senior Marketing leaders. Curiosity is the
common trait that runs through the best of them. The best
Marketers (and people in any discipline) are the most curious
who always want to learn, try new things and challenge their
own assumptions.
This is at the heart of our tribe’s worldview and provides our
north star for how to build our relationship with them.
They are hungry to keep learning, are looking for new
approaches and are curious about life and how they, their
teams and their businesses can get better.
They are driven, but have low ego and challenge the status
quo. They can see through fads or hard sells.

Our Newsletter
The ﬁrst lesson at The School of Athens is our
philosophy of ‘give, give, give before you ask’.
It is the spirit in which we approach our newsletter (and in fact
everything we do) and the way we share our curiosity with
fellow travellers.
It is a wonderful demonstration of our products and as an
editorial team, we are always looking to bring examples of the
world’s best thinkers to our subscribers.
The School was created over 500 years ago and we intend to
keep it going for the next 500 years. After all, we’re playing the
long game here.
The more you actively share this with people you think will
appreciate it, the more we will come to represent a clued up
‘free thinking’ brand.
All of our marketing points to adding subscribers so we can
have a regular conversation.
We are currently looking at ways of diversifying our image for a
modern time.

6. Our visual identity and why it matters

26

We are aiming to be a
cult brand
Cult brands have an intangible aura - they are magnets for
consumers and badges for the people who connect.
They are signposts in a world littered with lesser products.
They typically use distinctive iconography, UX, tone of voice
and unselfconscious aesthetics to feel like a smart and
distinctive choice.

“BeenThereDoneThat” is a tribe, and I want in!

™

We are brand experts so we look
pretty silly if we can’t manage
our own brand
While ‘ﬂexibility within a framework’ is the modern way for
brand identities to operate, that’s not the same as being
inconsistent or visually incoherent.
Please take the time to understand the basic visual principles of
our brand. Because if you are producing material for us, you are
in effect part of our brand’s visual team.

Our Logo
Our X is our brand mark. It represents
multiplication and combination.
For example, the combination of our thinkers and the volume of
their ideas, or the combination of Problem Deﬁnition and
problem solutions.

Something

Something

It’s a creative hook, and you can hang things to its left and right
to talk about combinations that are greater than the sum of
their parts.

Our Typeface is Muli

The quick brown
fox jumped over the
lazy dog.
That’s every letter of the
alphabet

Muli is our primary typeface, a versatile and
minimalist font suitable for web and mobile
applications.
Muli is a Google open source font which means that when we
build decks, it doesn’t corrupt when the client gets a live ﬁle.
Here’s a link to the Muli font family Click here. Available to
download from our drive. Alternatively, all fonts are available
at https://fonts.google.com/.
Open Sans is our default font if Muli is not available.

Google Slides Templates
We have a ﬂexible template in Google Slides
that forms the backbone of all our presentations.
Only use the fonts, colours and layouts available in this
template. Don’t invent new ones. Focus your energy on
original thinking, not original new slide design.
To access our master template, click here. Remember to
‘save as a copy’ in your desired folder.

7. The devil's in the details

Primary Logo
This is our preferred logo blueprint.

Safe Zone

Our delivery is to be black or white only to convey that our
brand is exclusive. We have one request, and that is to take
care of our logo. Please avoid distorting, adding colour/s or
re-organising the layout. There’s no need to reinvent the wheel.
To download our logo pack click here.

Alternative Logos
Secondary logo options to be used if our primary
version does not ﬁt the space.

Safe Zone

Safe
Zone

Corner Stamp - Used for presentations and marketing
materials as an alternative to the primary version.
Icon - For social media use.

School of Athens
We use the School of Athens to tell our story, and
what a fascinating story we want to share. These
are our three main brand visuals to be used on print
or digital.
●

Light - Leading version for adding additional logo/copy.

●

Dark (close up) - When Introducing our three experts
and their specialist ﬁelds.

●

Original - Without the light glow, used with a copy
box mainly on outro presentation slides to sign off
and include a point of contact/s.

RGB:
254/217/198
Hex:
#fed9c6
CMYK:
0/20/22/0

RGB:
85,90,95
Hex:
#555A5F
CMYK:
64/50/45/37
RGB:
166/168/176
Hex:
#A6A8B0
CMYK:
38/29/24/5

RGB:
29/29/27
Hex:
#1D1D1B
CMYK:
0/0/0/100
RGB:
255/255/255
Hex:
#ffffffff
CMYK:
0/0/0/0

RGB:
12/184/187
Hex:
#0CB8BB

75%

50%

25%

Blush

Bright Grey

Colour Palette
The colours in our brand pay homage to our
purpose and positioning. Our brand is to embody
a spacious and clean aesthetic.

Cool Grey

Blush, Bright Grey, Cool Grey: To be used sparingly and not
over indulged. These colours can be used for charts, slide
dividers and actions.
Black

Black & White: To be used for fonts, iconography, charts and
navigations.
Turquoise: Digital accent colour.

White

Turquoise

The quick brown
fox jumped over
the lazy dog.

Highlighter tool
It is to be used within blocks of ordinary text to highlight the
key narrative. The purpose is to draw out the main focus.
Use our blush brand colour #fed9c6 and always bold the
copy for more impact.

Iconography
Same width, same size, same shape.

Logo Icon

Brand Icon

Our distinctive iconography is what sets us apart with our
unselfconscious aesthetics. Remember, we want to feel like
a smart and distinctive choice. Our icons are always to be
consistent and simple.

Hero Imagery
Clean imagery to represent simple
metaphors for bigger concepts.

8. The pinnacles which make
our brand

RGB:
254/217/198
Hex:
#fed9c6
CMYK:
0/20/22/0

School of Athens is used
to tell our story

RGB:
85,90,95
Hex:
#555A5F
CMYK:
64/50/45/37

Primary Logo

RGB:
166/168/176
Hex:
#A6A8B0
CMYK:
38/29/24/5

RGB:
29/29/27
Hex:
#1D1D1B
CMYK:
0/0/0/100
RGB:
255/255/255
Hex:
#ffffffff
CMYK:
0/0/0/0
RGB:
12/184/187
Hex:
#
0CB8BB
(Digital Accent Only)

Iconography Style

Our font is Muli and
our highlighter tool is
used to draw out the
key narrative.
Font & Highlighter Tool

Hero Imagery Style

BTDT
BeenThereDoneThat

Our Voice

Thank

You

