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THE RODNIK BAND X CHUPA CHUPS AND THE TOP 2016-17 BRAND TRENDS

THE META ISSUE

GET META, SPORTY, SHARP, CONSCIOUS, ARTY!

THE BEST OF LIFESTYLE BRANDING
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THE BRAND JAM

MAG

C
ontinuing as before, this newest edition makes sense out of all the 

material gathered in the course of our online publishing and trade 

show work: a curation of content that’s worth seeing, sharing and 

reflecting on.

Our vision – and the recurring theme of this issue – is that brands as diverse 

as those featured inside can use brand innovation to reach consumers more 

frequently and organically. We look at both sides of the brand innovation 

equation: tactical (increasing visits and sales) and  strategic (enhancing 

awareness and perceptions).

While not everything in these pages is fresh out of the box, it all arrives 

filtered through emerging trends and styles that lay out common paths to 

fresh brand stories. It’s an open invitation to any lifestyle brand to get meta, 

get sporty, get conscious, get arty, or get sharp! Get into it!!

Special thanks to our friends and sponsors, some of whose pinboards and 

pages feature on the following pages. These are brands who share our 

mission and bring interesting stories of their own.

We hope The Brand Jam Mag is both useful and inspirational: something to 

keep handy for whenever you need to come up with something remarkable.

Thanks for the love,

The Brand Jam team

ANOTHER YEAR, ANOTHER JAM.

IT’S THE SECOND BIRTHDAY OF THE BRAND JAM MAG,

THE PUBLICATION DEDICATED TO SPOTLIGHTING

CO-BRANDING, COLLABORATION AND LICENSING INITIATIVES 

TO INFORM AND INSPIRE LIFESTYLE BRANDS.

Do More with 
OpSec InSight ™

This dynamic platform feeds you all the information 
you need to take action.

• Manage your contracts, artwork approvals, royalty collection, audits & reports

• Track & trace your products through manufacturing and distribution 

• Authenticate your products from any smart phone or tablet

• Monitor & enforce your brand, trademarks & IP on ecommerce sites

• Engage & incentivize your loyal consumers

Empower your

brand with 

better InSight.

REQUEST A 

DEMO TODAY

Manage, track & 
protect your entire 

license program 
from one intuitive 

dashboard

www.opsecsecurity.com  |  info@opsecsecurity.com  | +44 191.417.5434 | +1 844.906.7322 



MAY 23-25

APRIL 26-28

JULY 18-20

To learn more about global licensing opportunities and resources, contact 

Raquel Villazon, Account Executive, UBM Americas 
at +1 (310) 857-7560 or sales@licensingexpo.com.

Expand your potential in top 
global licensing markets

The most influential events.  The leading source of licensing news.  Limitless possibilities.

Event SponsorOfficial Publication
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THE BRANDSCENE ARTICLE POWERED BY OPSEC SECURITY

FOCUS: OPSEC INSIGHTTM

SUCCESSFULLY NAVIGATING
THE PRODUCT
LIFECYCLE STORM
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In today’s consumer brand market, a perfect storm 

exists entailing rapid development speeds, increa-

sed competition, global supply networks, counterfeit 

and diversion risks, and an ever more diverse custo-

mer base. 

Understanding each of these constantly moving 

parts is a challenge – controlling them effectively 

is something most brand owners can only dream 

about.

The requirement for fast and effective new product 

development has never been so important for a 

brand. According to a study conducted by Cooper & 

Edgett, top businesses now achieve on average 38% 
of revenues from new product developments and in 

the apparel industry, this figure can be far higher still.

Over the last decade, brands have increasingly 

chosen to outsource overseas or turn to licensing 

agreements to grow their business. The challenge 

for brand owners is to now effectively manage this 

global network of suppliers and licensees, protec-

ting brand integrity whilst at the same time ensuring 

uncompromised speed to market.

Back in the 1970’s, the world started to see a new 

(though minor) illegal activity that has since grown 

to become a major scourge on consumer brands – 

product counterfeiting.

By 1984, the global counterfeit industry had grown to 

an estimated $20 billion. Today the OECD (Organisa-

tion for Economic Co-operation and Development) 

estimates that global trade-related counterfeiting 

accounts for 2.5% of world trade, equating to $461 
billion. 

The spread of this plague has unquestionably been 

catapulted by the internet boom which has provided 

counterfeiters with a global market, whilst at the 

same time providing a veil of anonymity for them to 

operate behind.

Thankfully, just as modern technology has helped 

created many of these challenges, so it has provided 

the physical and digital solutions that can combat 

these problems. 

Developed by OpSec Security Group, OpSec InSightTM 

is a modular platform capable of empowering brand 

owners with data and analytics for manufactu-

ring, distribution, retailer efficiency, online brand 

protection, and consumer demographics. 

Starting with the new product design challenge, 

the Trademark InSight module manages branded 

products at every stage of their lifecycle by enabling 

brand owners to effectively organise contract 

management, trademark distribution and product 

design approvals in one platform. The system enables 

the whole process to be fully digitised, streamli-

ning the entire product lifecycle from concept to 

phase-out, improving both licensee/supplier control 

and speed to market.

LEANING ON
A PLATFORM

7



OpSec is a market leader in brand and royalty protec-

tion and is the only provider of a comprehensive suite 

of end-to-end solutions, including advanced physical 

security technologies, supply chain track and trace 

services, and online and e-commerce monitoring and 

analysis, among other solutions.

MORE INFO:
INFO@OPSECSECURITY.COM

We can help you find the right solution for your brand, 

your budget and your protection goals.

ABOUT               SECURITY              

Once designed, Track & Trace InSight modules 

create unique identifiers that can be embedded 

in any product for authentication, often utilising 

OpSec’s market-leading OVD (Optically Variable 

Device) security labels. Brand owners are subse-

quently empowered to trace their products through 

the global manufacturing and distribution process.

Consumer InSight then provides brand owners with 

the capability of interacting with consumers at the 

point of purchase or post-purchase, engaging them 

in new ways by scanning QR/data matrix codes 

embedded within the product or its secure labelling. 

This process can not only increase brand loyalty but 

also provides brands owners with vital demographic 

and behavioural insights via in-depth reporting. 

To close the loop in the product lifecycle, Online 
InSight provides continuous monitoring of product 

sales activity across the internet. OpSec works with 

many of the world’s largest brands to help them 

fight counterfeiting and abuse through all channels 

of online distribution, enabling clients to quantify the 

size and scope of illicit online activity and effectively 

reduce sales of illegal goods through website and 

listing take-downs. 

Ultimately the OpSec InSightTM platform provides 

brand owners with a complete and modern solution 

to today’s brand protection and licensing challenges, 

managing products from inception through their 

useful life with the end consumer.

OpSec InSight offers 
a configurable dashboard 

for data-driven business decisions

DORNA SPORTS, S.L.  / COMMERCIAL-LICENSING
   +34 934 738 494            commercial@dorna.com  /  motogp.com

11,400,000 
fans 

1,900,000 
followers 

3,300,000
followers 36,000,000 unique visitors

DORNA SPORTS, S.L.  / COMMERCIAL-LICENSINGDORNA SPORTS, S.L.  / COMMERCIAL-LICENSING
+34 934 738 494            commercial@dorna.com  /  motogp.com

DORNA SPORTS, S.L.  / COMMERCIAL-LICENSING

Visit us at 
BLE and 

LICENSING EXPO 
2017



LICENSING IS THE
SOLUTION!
(HAVE YOU HEARD?)

In times where brands need to be nimble, licensing 
has more value to offer than ever before. But is the 
message getting through to them?

Ever since the current generation of so-called 

disruptor brands entered our lives, debate about 

innovation’s place in the marketing mix has inten-

sified. These are confusing times: technology is far 

from being the only instrument of innovation, but 

technology’s increasing power over how consumers 

browse and shop continues to dictate the innovation 

agenda. 

Most companies innovate clumsily. They have a 

long way to go to catch up with what the market 

wants, and their job will only get harder if they don’t 

broaden their creative toolkit.

Not long ago, only luxury brands needed to cater 

for the most discerning customers. Now practically 

every category and genre has its own connoisseur 

class. Not only that, more and more consumers feel 

entitled to products that express their individualism. 

For them, old and familiar just don’t cut it. 

THE BRANDSCENE BY GAVIN BROWN

FOCUS: LICENSING

Aversion to brand innovation
is a reason many brands 
lack the breadth 
to sustain their growth.

Moleskine: even energetic 
innovators rely on licensing 

and co-branding to stay vital.

Gavin Brown heads up Crescendo Brands, 

a brand innovation agency based in Spain.

1110

Over the last few years, brands and retailers have invested 

heavily to embrace the opportunities of digital and social 

media: replacing advertising with content and brand 

experiences. Without being dismissive, the fact is that 

many are embarrassed by the return on their content 

strategy investment. Many more are confused and 

paralysed. 

The reasons are numerous, but 

one takeout is that consumers 

are motivated more by the 

adventure of discovering 

new, differentiated pro-

ducts than being told 

stories.

This is where the 

licensing industry 

really needs to engage 

in the conversation 

around innovation. 

It’s perfectly accep-

table for a business-

owner to not be capable 

of devising a perfect 

licensing solution, but to 

not know instinctively that 

licensing provides a giant, glowing 

path to creativity and connectivity is 

unacceptable. Yet how many times do we hear from  

prospective  clients that they “don’t do licensing”, or “don’t 

do collaborations”? 

Now, no company would admit that they “don’t do 

innovation”. But by shutting the door on the business 

models like licensing and co-branding, they are implicitly 

undertaking to be 100% responsible for all the 

innovation that takes place within the four walls of 

their brand. All the creative effort, all the promotional 

support, and every other step required to turn a new 

idea into a popular one… All of it is on them. 

In reality, few consumer brands (beyond 

digital, at least) can expect to rely 

solely on their own devices and 

keep up with the demand for 

innovative products. When 

they refuse to embrace 

licensing solutions, they

are making a tacit 

decision to stagnate, 

while also missing 

out on all the other 

associated benefits. 

It brings to mind that 

legendary quote from 

Henry Ford: “A man 

who stops advertising 

to save money is like a 

man who stops a clock to 

save time.” 

Advertising and clocks may have both gone out of 

fashion since Ford’s day, but the gist of his words 

applies equally to the role of innovation in today’s 

world. The advertising industry worked hard to make 

itself indispensible to business. We should too.
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THE CREATIVECORNER

TELA FASHION CONSULTANTS

1514

BRAND JAM
TALKS TREND 
WITH CREATIVE DIRECTORS 
CHIARA BONGIORNO & GABRIELLE DREW

A ‘TRENDY’ APPROACH TO LICENSING

1. TREND GUIDES for Chupa Chups Global  
2. TAKE ON FASHION for Hasbro Global 

How do two international High/Mid-end Fashion 
Design consultants end up sitting down with us in 
our The Brand Jam ‘Creative Corner’, talking about 
Licensed Consumer Products?
Well that’s a good question and perfectly aligns 

with our concept that “creativity has no limits!” 

Creativity is not only where our imagination takes 

us, it is applying creativity within the business model 

of our clients. We both had many years working in 

the fashion industry and opened our own creative 

and consultancy agency, Tela, in 2010. Through 

experience we have evolved the ability to apply our 

creativity, thinking innovatively about approach, 

brand value and products.

In addition to trend forecasting, collection design 

and creative direction in the Fashion industry, we are 

really enjoying the creative and strategic work we do 

with our current Licensor partners.

With a sector crowded with creative agencies and 
freelance licensing specialists, why do your clients 
choose to collaborate with you? 
In addition to past work designing licensed product 

directly for apparel and accessory licensees, we 

began our journey into the elaborate and magical 

world of Characters, brands and licensing when 

approached by a leading global Licensor. 

Their internal Creative Director and team had the 

vision to see the importance of creative input 

into commercial tools and pitches combined with 

industry specific knowhow and understanding. 

Our projects stand apart from more familiar style 

guides and art packs because we, the people creating 

the project, are exactly the kind of designers that 

are likely to be sitting on the other side of the table 

when a license is being pitched or developed.  

Fashion seems to be a fairly niche part of licensing?
Our focus and expertise is apparel and accessories, 

however we see more and more clients tapping into 

our global trend research and market knowledge. 

Trend forecasts that are driving fashion are catalysts 

for creative and commercial directions seen 

throughout home wares, technology, personal care 

and any merchandise based on aesthetic appeal. 

What has been a highlight for your collaboration 
within licensing?
The dynamic pace and close involvement with our 

client partners is a day to day highlight. From a 

project point of view, no doubt the major collabora-

tion between Hasbro’s MY LITTLE PONY brand and 

internationally renowned Luisa Via Roma concept 

store was a favourite! We were asked to project 

manage and provide creative support for this key 

event in 2015.

1
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A ‘TRENDY’ APPROACH TO LICENSING

3. PRODUCT CONCEPT for Mentos Licensing
4. PROJECT MANAGEMENT for Hasbro/Luisa Via Roma

5. LIMITED EDITION for Hasbro/Kartell

This enormously important window into the world 

of fashion was an amazing opportunity to see how 

licensing and Character Art doesn’t just follow trends 

but it has the ability to CREATE them!

If you could sum up in one sentence, what is 
creativity?
Creativity is a lens that enables us to see potential 

and possibilities, to then transform them into a 

language that can be spoken, seen and understood.

Can you weigh up the importance of commercial 
vs. creative in Licensing?
It is really simple, commercial teams need to be 

thinking more creatively, and creative professionals 

need to be thinking more commercially; a lesson 

we learnt from the most successful people we work 

with.

Do you have any closing comments? 
“Not everyone speaks the same language. 
Most professionals spend years of education and 
professional experience to create their industry 
specific vocabulary of complex and technical 
aspects of their sector. This is where out-of-the-box 
and crossover collaborations become really exciting, 
when we have teams pitching with a recognizable 
voice and clear expression of the creative potential 
of brands.”

3

4

5

We strongly believe that design is pivotal in cobranded 

or licensed product development, as much as we know 

that all the products that consumers see as “remarka-

ble” are backed by strong, passionate and professional 

creative efforts. It is not so usual though to find high 

level professionals in the licensing business, probably 

because standard styleguides are developed to say 

it all – with a dangerous effect towards uniformity. 

Creative Corner is a space dedicated to all the design 

professionals with something different to say.

ABOUT  THE
 CREATIVE CORNER               

ENQUIRIES@TELAMILANO.COM
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Happiness for Smiley

 Moschino for Smiley

 Claire’s for Smiley

 Sugarbird for Smiley

Smiley London’s winter collection

 Topshop for Smiley

 Le Pandorine for Smiley

Joshua Sanders for Smiley

Moschino for Smiley

Black Martin Sitbon for Smiley

Black Martin Sitbon for Smiley

Pantone Universe for Smiley

 Smiley London by Selected

POWERED BY
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O
ne of the pleasures of following  
trends is the chance to spot 
products that don’t just  borrow 
from pop culture, but give back to 

it as well. Call them halo licenses, mash-ups 
or just plain meta: they are products that 
make worlds collide in compelling and oddly 
satisfying ways. Self-referential ideas have 
been gaining popularity over the last decade 
– in art, media and consumer products. In 
recent seasons, it’s been impossible to ignore 
the wave of premium and luxury brands 
striking character license deals. Many of 
them do more than provide supports for pop 
culture: they expand its possibilities and their 
own capacity to surprise and delight. 

Whether it’s Eleven Paris superimposing 
moustaches onto Minnie Mouse or Lacoste’s 
crocodile transforming into a Peanuts cartoon 
strip character, there’s something exhilarating 
about meta: kitsch to the uninitiated masses; 
precious to the informed few…therein lies the 
exclusivity. 
For the labels and stores involved, post-
modern design isn’t just a creative reflex. 
It’s also a response to younger generations 
that are more intelligent and more likely to 
become bored with standard fare than their 
parents.

Enjoy our selection of some of the most meta-
tastic examples of the last few seasons.

Left: Giuseppe Zanotti X Smiley

BRANDING TREND
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Herschel Supply Co. Mickey Collection

MOA Master of Arts X Disney

Disney X Coach NY

Le Pandorine X Willow X Chupa Chups

Urban Decay X Alice Through the Looking Glass

Call It Spring Alice in Wonderland inspired collection

Argenesi X Smiley

Paul and Joe Sisters with Wonder Woman

Anya Hindmarch X Smiley 

Joanne Stocker X Powerpuff Girls

Barbie’s smartphone accessories by MS Solutions

Le Petit Prince & Miffy lamps by Mr Maria

The Rodnik Band X Chupa Chups

Kohl’s X Colleen Atwood - Alice Through the Looking Glass

Jean-Paul Gaultier X Popeye
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#16#17

#17

#18

#19

#20

#22

#25

#16

#21

#23

#24

#27

#26

#28

#29 #29

Nixon X Star Wars

Matchless X Star Wars

Aquascutum, the Bogart Trench Coat

Onomato! X Alice in Wonderland

Onomato! X Batman 

Bata Heritage X Astro Boy 

Onomato! X Belle

Robert Clergerie Queen of Hearts inspired

MTV X Marc Jacobs #IWantMyMJTV

Ogawa’s rainware X Disney Peter Pan

Marvel by Maebata

Star Wars by Maebata

Sango Toki x Mickey 

Coca-Cola Shoes

16

17

18

19

20

21
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23

24
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28
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2726 Left: Fukunary X Mikasa
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BRANDING TREND

F
orget the times when sport was a 
subject confined to pub conver-
sations, gym workouts and sweat, 
sweat, sweat. 

Our contemporary vision of sport encom-
passes an incredible list of cultural crossovers: 
bicycles for dappers and hipsters (Brick Lane 
Bikes, Bianchi); high-end fashion designers 
pushing sneakers and sweatshirts to luxury-
fashion limits (Oliver Rousteing x Nike); 
rappers promoting sneakers while stealing 
the scene at fashion shows (Kanye West for 

adidas); fast fashion underwear windows 
drawing customers with sports outfits (Oysho); 
celebrities (Beyonce/Ivy Park) pitching labels 
at athleisure – a word that perfectly captures 
the market’s evolution.
Then there’s the technology factor, with 
lifestyle brands integrating wearable tech – a 
movement gaining momentum over the last 
couple of years. 

There’s no doubt: planet sport has its own 
orbit and gravitational pull. 



Tudor & Ducati Scrambler

Bianchi Passione Celeste Lifestyle bags

Brick Lane Bikes licensed to Heritage Apparel

Bianchi Passione Celeste Lifestyle bags

Nolan x MotoGP Legend 

Brick Lane Bikes

Brooks England brand extension

Nixon The Mission sport smartwatch

Levi’s & Google: Project Jaquard 

Fukunary X Mikasa

HEAD Fat bike by Novus Bike

1

2
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4

5

6

7

8

9
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#20

#19
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#21

#18

#14

#15

#13

#16

#12

#17
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Iceberg feat. Mickey Mouse

SBK Official Eyewear by Demenego

Gosha Rubchinskiy X Kappa

Gosha Rubchinskiy X FILA 

Hawkers Co. X Lotto Leggenda

Rapha X Herman Miller

celebrating AMGEN Tour 2016

Gosha Rubchinskiy X Sergio Tacchini

Adidas X Italia Independent

Ivy Park athleisure, by Beyoncè

 in collaboration with TopShop

 & Zalando

NikeLab X Olivier Rousteing
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20
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 Kimm & Miller for Kellogg’s Vintage
mug and spoon

POWERED BY

THE BRANDPIN SPACE A BRAND-FLAVORED OVERVIEW

VK_Stack_Red_CMYK

TM

Kimm & Miller for Kellogg’s Vintage
travel mug

Peter Alexander 
for Kellogg’s Vintage

 Anya Hindmarch
for Kellogg’s Vintage

 Portmeirion for Kellogg’s Vintage
breakfast set

 Peter Alexander 
for Kellogg’s Vintage

 Portmeirion for Kellogg’s Vintage
breakfast set

 Kellogg’s Vintage
milk bath

 Anya Hindmarch
for Kellogg’s Vintage

 Anya Hindmarch
for Kellogg’s Vintage

 Kimm & Miller for Kellogg’s Vintage
lunch box

 Mad Beauty for Kellogg’s Vintage
toiletry bags
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F
rom small craft workshops and 
design studios through to lifestyle 
megabrands, the design scene is 
evolving, pushing forth powerful, new 

visual ingredients. 
The days of cupcakes and kittens may not be 
definitively over, but pop and contemporary 
art are enjoying a broader audience, and a 
subtler aesthetic is gaining momentum.

Customization, “makers”, unusual pairings 
of low-cost materials and edgy technology, 
transformation of mass-market icons into 
remarkable new designs…these are some of 
the trends that stood out in our tour of lifestyle 
business platforms over this last season.

Needless to say, collaborations are figuring 
strongly.

Left: Vivienne Westwood Anglomania + Melissa: Rocking Horse Ballerina

03
BRANDING TREND
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Pantone X KAKKOii Micro Speaker

Seletti wears Toiletpaper 

Moleskine the Beatles Limited Edition Collection

Kartell Fragrances

Henzel Studio X Tom of Finland

Alessi Pulcina X Illy

Gorenje Retro X Volskwagen Special Edition

Eastpak X Paul & Joe

Bric’s X Moleskine

Collistar “Ti Amo Italia” + Fiat 500

Hunter Original sneakers

Original Penguin 3D Collection

Melissa X Vivienne Westwood: 

Rocking Horse Ballerina

N°21 loves Kartell

Christian Lacroix loves Kartell

Melissa + Jeremy Scott

Melissa + Jason Wu

Melissa + J.Maskrey

Melissa + Campana

1
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5
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3938 Left: WWF Save The Duck

T
he times they are a-changin’. 
Only a handful of seasons ago, words 
like “eco-friendly” or “sustainable 
business” were not so commonly 

heard in the lifestyle brand scene. Patago-
nia’s pioneering aside, conscious labels were 
regarded as little more than daydreams for 
low-end/new-age hippies.
More and more, international lifestyle brands 
are taking positions – both financial and 
verbal – on threads like the circular economy, 
natural and organic fibres, and healthier, more 
sustainable manufacturing processes.

Their message is clear: sustainable branding 
can be as cool as the conventional branding 
system. But aside from the immediate 
environmental benefits, it creates a spark 
that retailers and consumers find new and 
energizing. 
Take a look at the way these labels are 
promoted: nobody would think of them as 
“nature-freak” brands, unlike a few years ago. 

They are all proudly telling cool stories to an 
audience that is larger, more interested and 
more engaged than ever before.

04
BRANDING TREND



41

MUD Jeans, circular denim

Ecoalf, made using recycled 

materials

Armedangels, organic 

and fair production

TOMS One for One

TOMS X Wildaid

TOMS & Every Mother Counts

Save the Duck X WWF 

Limited Editon

Patagonia advert

Monkee Genes, ethical jeans

Napapijri Thermo Fibre, 

eco-friendly replacement for down

Blauer recycled tarpaulin bag 

MUD Jeans vision
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Left: J.M. Basquiat X Etnia

BRANDING TREND

T
he art business: not an oxymoron but 
a real market to be approached with 
caution. According to Artprice “more 
than 252,000 fine art lots were sold 

in the first six months of 2016, generating a 
total turnover of $6.53 billion. The number of 
transactions rose 3.2% while sales turnover 
dropped 25%, due almost entirely to a reduced 
offer of major masterpieces.” In the same 
period, Jean-Michel Basquiat hit the headlines 
with a record $57million auction sale.
Investment safe haven or not, art has grown 
to become a great source of inspiration and 
identity for lifestyle brands. 

No longer are Warhol and Haring the sole 
ambassadors of “consumable art”: the 
market is now hailing a second generation of 
pop artists, while giving exposure to lesser-
known names and more democratic forms of 
creativity. 
Influences are coming not only from the street. 
In many cases, classical masterpieces are the 
creative seed for amazing, contemporary 
products and communication strategies.

One issue that needs discussion in the 
licensing arena: can Banksy be used as public 
domain art?



Etnia Barcelona presents Basquiat 

Collection in NY

J.M. Basquiat X Ligne Blanche

J.M. Basquiat X Etnia

Berlin Boombox Street Artist Edition

Andy Warhol X Ligne Blanche

Willow X Lozza Limited Edition

Steve Harrington X Nixon

MOA Master of Art X Mr. Thoms

Steve Harrington X Colette X Nixon

Mandarina Duck X Hubertus von 

Hohenlohe: Travel with Art

Keith Haring X Samsonite

Keith Haring X TOMS
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PROJECT COORDINATION
PARTNER SEARCH / APPOINTMENT

EXTENSION AND COLLABORATION PLANNING 
COMPETITIVE PROFILING

CONCEPT DEVELOPMENT

Brands live in challenging times. Attention spans have 
never been shorter, competition never more intense. 

When brands have to fight just to stay relevant, it’s 
easy to forget they are meant to be remarkable.

Collaboration Generation is a service that gives 
brands insights, creativity and introductions to help 
them be more remarkable, more of the time. 

Collaborations work. They create remark-ability by 
baking recognised, valued content directly into 
products. They lower the barriers to innovation and 
give brands more ways to be fascinating. 

Developed by Europe’s leading brand innovation 
exponents, Collaboration Generation helps build 
products with greater reach and engagement, and  
contribute to stronger, shinier brands.

Contact us to find out more about how ‘remarkable’ 
affects sales and opinions. Join the Collaboration 
Generation.

Paolo Lucci, Brand Jam 
T. +39 02 349 383 55
M. brandjam@brandjam.it
brandjam.it 

Gavin Brown, Crescendo Brands
T. +34 666 593 868

M. info@crescendobrands.com
crescendobrands.com

BE REMARKABLE
COLLABORATION
GENERATION

– JOIN THE –
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OVS Arts of Italy - Mausoleum of Galla Placidia

OVS Arts of Italy - S. Peter’s Church, Tuscany

OVS Arts of Italy - Cathedral of Salerno

Guerlain X JonOne

Kukula X RED Valentino

Ludmilla Radchenko X YNOT?

Nicoletta Ceccoli X Mae Galley Edition

Gallo X Lodola

Liberty of London X Bonfanti
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