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MINI reinvents itself 
New brand identity unveiled at world premiere of new 
MINI Clubman in Berlin  
 

Munich/Berlin. The BMW Group unveiled the MINI brand’s new product and 

brand strategy at the MINI Clubman world premiere yesterday in Berlin. Design, 

authenticity and long-term value define the new brand image, which will initially be 

seen in a newly-designed logo, new font and new visuals. The brand will also 

explore new approaches to communications in the launch campaign for the new 

MINI Clubman.  

 

Sebastian Mackensen, head of MINI, emphasised: “Since its creation in 1959, the 

MINI brand has always stood for ideas, inspiration and passion. We want to continue 

the MINI success story and have refined our brand strategy and refreshed the 

brand’s visual identity – starting with the campaign for the new MINI Clubman. We 

aim to make more people avid MINI fans – with a new brand identity and new 

offerings in the future.” 

 

Brand strategy 

 

The global relaunch will take MINI into a new era and, at the same time, build on the 

brand’s tradition of reinventing itself to shape the spirit of the times. The relaunch 

unveiled yesterday represents the most significant leap in brand identity since 

2001, with a new corporate design effective immediately. The central idea is the 

combination of clear, emotionally-appealing design with a focus on the essential. 

The motivation of Sir Alec Issigonis, the creator of the MINI, was to build a small, 

economical city car that took up as little space and used as little petrol as possible. 

His clever solutions for optimising space gave the original Mini its unmistakeable 

design; his friend, John Cooper, recognised MINI’s race car potential. The 

collaboration between the two created a unique dynamic between the brand’s 

focus on the essential and highly-emotional driving fun, and is also to thank for its 

iconic MINI design.  

 

The new brand philosophy eliminates all that is not essential to make room for what 

matters most. It focuses attention on core messages and authentic 

communications. The new logo, new typography and new tonality are based on the 
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principles of clarity and authenticity – and reinterpret the brand’s DNA to allow it to 

shape the spirit of the times in the future. 

 

MINI logo and font 

 

A “flat design” 2D logo has been developed from the existing 3D logo for high 

recognition value: The logo stands for itself, with no imitation of material or shape. 

This minimalistic approach stands out visually and can be used in all sizes and 

formats. 

 

The new MINI Serif font also reinforces the new brand image. It was developed 

from a typeface manually-set by Swiss designers used in publishing and given a 

modern cut. MINI Serif reflects the brand’s strong design orientation, underscores 

its quality and benefits from the contrast between tradition and modernity. The new 

MINI font is geared towards the user, easy to read and gives content the room it 

needs.  

 

New CI and visuals 

 

The entire CI serves as a platform for showcasing content – allowing products to 

speak for themselves. The visual identity reinforces the concentration on five strong 

core models as previously announced. Separate visuals and wording were 

developed for each of these models to highlight the individual character of each – 

but with their family membership still recognisable. The first of these worlds will be 

visible in the campaign for the new MINI Clubman. 

 

Campaign for the new MINI Clubman 

 

The launch campaign for the new MINI Clubman got underway worldwide on 24 

June 2015 within the framework of the new brand strategy.  

 

The new MINI Clubman is urbane, with iconic design, high-quality materials – 

especially in the interior – and a focus on the most important functions for the 

customer. The campaign’s visual language is also defined by simple elegance and 

high-end, authentic materials. As the first campaign under the new philosophy, the 
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approach is minimalist: presenting a confident design statement that works without 

headlines and lets the car speak for itself. 

 

The MINI Clubman is shown in interesting minimalist urban settings, with 

contrasting details. The backgrounds are genuine and varied, with unexpected 

elements. The contrast between old and new creates the desired tension. 

 

The high-quality design of the MINI Clubman and its “grown-up” image provide the 

message of the campaign, underlined in the launch film by the claim “go with your 

gut”: The main reason for buying the Clubman is not a rational argument, after all, 

but one’s own intuition. The campaign will explore new directions in its efforts to 

inspire customers and engage them in dialogue, concentrating on a few selected 

communication channels of particular relevance to the target group. 

 

Online film series “The Cultural” 

 

Online pre-communications got underway worldwide on 15 June 2015 with the 

online film series “The Cultural”. 

 

Each film in the series gives creative non-conformists the chance to talk about what 

moves them and drives them. Clear, minimalistic images tell a short story from the 

worlds of music, design, architecture and art. 

 

All short films convey the idea that instinct plays the main part in major decisions. 

The films are tagged #GoWithYourGut. 
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Agency CI: KKLD Berlin 

Campaign agency: Crispin, Porter + Bogusky, London 

“The Cultural” directors: Andre Saraiva, Emily Kai Bock, Aaron Rose, Matt Black  

“The Cultural” production company: Iconoclast  

Photographer: Kai Uwe Grundlach  
 
If you have any questions, please contact: 
 
BMW Group Corporate Communications 
 
Daria Gotto-Nikitina, BMW Group Business and Finance Communications  
Tel.: +49-89-382-60340  
Email: Daria.Gotto-Nikitina@bmw.de 

 

Nikolai Glies, head of BMW Group Business and Finance Communications 
Tel.: +49 89 382-24544  
Email: Nikolai.Glies@bmwgroup.com  
 
Email: presse@bmw.de 
Media website: www.press.bmw.de 
 
The BMW Group 

With its three brands BMW, MINI and Rolls-Royce, the BMW Group is the world’s leading premium 
manufacturer of automobiles and motorcycles and also provides premium financial and mobility 
services. As a global company, the BMW Group operates 30 production and assembly facilities in 14 
countries and has a global sales network in more than 140 countries. 
 
In 2014, the BMW Group sold approximately 2.118 million cars and 123,000 motorcycles worldwide. 
The profit before tax for the financial year 2014 was approximately € 8.71 billion on revenues 
amounting to € 80.40 billion. As of 31 December 2014, the BMW Group had a workforce of 116,324 
employees. 
 
The success of the BMW Group has always been based on long-term thinking and responsible action. 
The company has therefore established ecological and social sustainability throughout the value chain, 
comprehensive product responsibility and a clear commitment to conserving resources as an integral 
part of its strategy. 
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