
Creating a Brand Icon
Klinskoe Beer Range

SUN InBev -  Russian Federat ion

1. Background:

Kl inskoe is a Russian beer brand brewed with the purest  ar te-
s ian water,  hops and malt ,  that  del ivers a del icate hoppy 
aroma and a l ight ,  refreshing and cr ispy taste.  Or ig inal ly f rom 
the Kl in Brewery,  Kl inskoe is now also brewed by SUN InBev 
Russia,  and is posi t ioned as no-nonsense open and easy 
going brand that appeals to younger dr inkers.  

2. Problem:

Over t ime the brand had undergone eight di fferent design 
changes in the f i rst  e ighteen years of  the brand’s history,  and 
in the process lost  the opportuni ty to bui ld a consistent dialog 
with i ts consumers.  Constant ly t ry ing to look younger and 
more dynamic,  the label  changes served only to weaken the 
brand strength and to erode the essent ia l  beer cues that 
remain important for  i ts ’  target group.

3. Challenge:

SUN InBev therefore asked our company, LeKub/PKG to ana-
lyse at  the brand and f ind ways to make i t  more relevant for  
the target group, by:
a) Looking to bui ld a strong brand icon that would become a 
consistent brand uni t ,  and that would be f lexible enough to 
use across al l  media,  helping to ensure instant brand recogni-
t ion.
b) By br inging back the essent ia l  beer cues that would,  
in- turn,  re-assure the brand’s consumers of  the product qua-
l i ty  and benef i ts.
c)  Final ly,  wi th a large range of  beer f lavour var iet ies in the 
product port fo l io,  i t  was also essent ia l  to ensure that the 
brand would be consistent ly presented across the range, but 
would also al low for c lear var iant  communicat ion and recogni-
t ion on-shel f .
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4. Solution:

As a f i rst  step, LeKub/PKG undertook a market audi t  in order to develop a c lear understan-
ding of  the compet i t ive environment and to ident i fy the brand strengths and weaknesses. 
Through this audi t  i t  became clear that ,  two key elements could be developed to take the 
brand forward: 

First ly,  we real ised the importance of  the ‘green’  colour to the brand, recognis ing that i t  had 
been the only consistent element present in the label l ing over most of  the brand’s history,  
and the potent ia l  i t  now offered to be bui l t  on and used to create a dist inct ive on-shel f  pre-
sence and be a future key-dr iver of  brand recogni t ion.
Secondly,  we noted that despi te problems of  readabi l i ty,  the exist ing ‘K’  symbol had become 
an important part  of  the brand archi tecture in the last  5 years.  Clear ly,   i t ’s  potent ia l  as a 
future brand icon was assured, but only i f  we could br ing more relevant design cues to 
enhance i ts readabi l i ty  and understanding and to create a c lear communicat ion plat form that 
f i t ted wi th the brand’s aspirat ions and consumer expectat ions.  

Our solut ion was to start  by bui ld ing a brand icon that bought together di fferent communica-
t ion aspects,  f i rst  by developing the ‘K’  in a typestyle that  was more closely related to the 
wor ld of  beer,  and secondly by t reat ing the ‘K’  as a s i lver metal l ic  let ter,  to add moderni ty 
and better express the c lean, sharp,  cr ispness of  the product taste at t r ibutes.  At  the same 
t ime we also decided to maintain some of the ‘cuts ’  into the metal l ised ‘K’ ,  that  would be 
reminiscent of  the exist ing label  and re-assure exist ing consumers,  but reducing their  s ize 
and presence, so as not to disturb the c lear readabi l i ty  of  the new ‘K’  icon.

I t  was clear ly essent ia l  to express that th is was a qual i ty beer brand that del ivered a f resh 
natural  product;  therefore,  to give the ‘K’  stabi l i ty  and further enhance the beer-cues, a l ight  
green circ le on a dark green base was inserted behind the ‘K’  icon to br ing the or ig inal  green 
colour of  the brand forward, and to also to create a s ingle uni t ,  by anchor ing and uni t ing ‘K’  
icon and the brand name ‘KLINSKOE’ (posi t ioned below the ‘K’  in a s imi lar  typeface, to 
maintain s impl ic i ty of  presentat ion and message).

In th is way we created a label  
structure that  was clear and 
simple,  achieving stand-out by 
being much easier to read on-
shel f .  We had given the brand an 
Icon ( the ‘K’  and the support ing 
c i rc le) ,  and by keeping the si lver 
‘K’  and the green circ le consis-
tent ly placed within the design, i t  
could be used to carry the brand 
colour and archi tecture across al l  
product var iants,  changing only 
the background label  colour and 
the descr iptor,  to achieve var iant  
understanding. This would give 
the brand a uni ty and clear reada-
bi l i ty  on-shel f .

More important ly,  by creat ing a 
new brand icon, we had created 
an extractable element that  could 
be picked up and used across al l  
media,  creat ing for  the brand, 
greater recogni t ion and more 
opportuni ty to connect wi th i ts 
target group and ul t imately bui ld 
brand equi ty.  



5. Results:

The new design was nat ional ly launched in Russia in the spr ing of  th is year (2013),  and 
received a very posi t ive react ion f rom consumers.  Research showed that consumers had a 
high awareness of  the changes, wi th a score of  70% (unusual  for  the category),  and that 
there was a high preference for the new ident i ty,  wi th no negat ive react ion recorded.

Konstant in Tamirov – Brand Director at  SUN InBev Russia to ld us,  “Research showed that i t  
was clear that  the new design had accompl ished three major achievements:

1.  The on-shel f  v is ib i l i ty  of  the brand had been great ly improved, scor ing substant ia l ly  
h igh v is ib i l i ty  resul ts.
2.  The new logo/Icon had proved to be more eff ic ient  and more f lexible,  a l lowing the 
brand to be more dar ing and therefore more impactful .
3.  The new ‘K’  icon and support ing structure has al lowed the brand to achieve more 
effect ive communicat ion across al l  media and events.

In addi t ion,  the brand posi t ioning was better communicated, leading to a substant ia l  increase 
in purchase intent amongst the target group.
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