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Started out of a Danish farmhouse in 1925 by Peter Bang and Sven Olufsen, B&O has created iconic 
and high-quality audio and home entertainments products through 3 simple principles.

• High Quality Acoustics
• Design (Rich Minimalism)
• Craftmanship.

Bang and Olufsen is now one of the premier luxury audio brands in the market, continuously working 
to innovate and improve their design.



PRODUCT TIMELINE 

1934 1939 1959

1972 1976 1984 1985 1986 1996 1998

2003 2012 2015 2016 2018 2019 2020

Beovision Harmony Beoplay H95Beosound EDGEBeoplay A1Beoplay A2 Beoplay A9BeoSound 3200

BeoSound 9000 BeoCom 6000Beocenter 9000Beovision MX 2000Beovox CX 100Beomaster 1900Beogram 4000

Beolit 39 Beovision Capri TV Hyperbo 5 RG Steel 

https://www.bang-olufsen.com/en/us/story/years-of-magic



VISION
To be the most desired audio brand in the world.

PURPOSE
We exist to create timelessly distinctive products that 
challenge conventions and engage imaginations.

We exist to create: Freedom, Movements, Stories, 
Communications and Culture. 



BRAND POSITIONING

Marketed as “luxury lifestyle products” Bang and Olufsen 
targets their products at middle to upper-class, well-educated 
costumers who are highly individualistic and self-motivated. 

Luxury Lifestyle Segment

• Exclusive 
• Not made for everyone

Audience – People who value Inspiration and 
the power of imagination



Why we do it

BRAND PLATFORM

How we do it Who we do it for What we do

Change how we all hear, 
see and feel the world

We liberate the moment by 
enabling all our senses

We’re here for design 
and music lovers.

We design sound 
and vision experiences.



Nadja Drieling Photography

SUSTAINABILITY

Bang and Olufsen strives to be sustainable both in their 
materials and manufacturing. Thy focus on longevity and the 
design of cradle-to-cradle products.

Sustainability Highlights
• 1st cradle to cradle consumer speaker
• Ecosystem that allows use of vintage B&O products 
• Higher electrical efficiency in production
• High employer retention rate  
• 20,000 repairs and refurbishments 
• Commitment to science-base climate action 



BRAND PERSONALITY



BRAND CHARACTER



MANIFESTO



ATTENTION 
LOGO



SIGNATURE 
LOGO 



LOGO

Signature Logo should be used on all communications 

It has a vital role in establishing brand awareness in new markets. It has equal weighting and a clear, guided relationship 
with attention logo. 

Attention logo should be used in all communications allowing to convey narrative in an instant.

From left to right, top to bottom the order of information is: Attention Logo, Content, Signature Logo. 

When content can be split across multiple canvasses or different side of a single object, the logos can be separated.

Attention Logo 

Analysis – bang and Olufsen stands out mainly from elongated B with reversed style, 
where the heavy part of the letter sits at the top, This is balances by a perfectly 
circular O sitting lower than the B, The space is filled out with the & symbol.



SIZING & SPACING



T Y P E F A C E



T Y P E F A C E

• This typeface should be used for all official 
communications and applications both digitally 
and printed

• Headlines should be kept short and to the point.

• Written in lower case or title case

• Left aligned and in rare cases centered

• Sizing should be adjusted to fit the medium

This typeface fits B&O design and visual 
language thanks to its elegant use of circular 
curves and straight lines.



Our icons are clear and 
easily recognizable. Their 

shapes are hyper geometric, 
with clean lines and simple 

detailing. They are 
harmonious both alone and 
as a family. Most importantly 

they are iconic. All our 
products have an associated 

icon. 

Icons can be white on dark 
background, dark on light 

background - and without a circle 
on a clean calm background. 

I C O N S



Unique design language Minimal 
strokes Scalable Geometric (as 
products) Works with our font 

Gotham

Display friendly and always in a 
circle. Positive or negative. 

Analysis:

Bang and Olufsen thin and equal 
line weights on all their icons, this 

gives it uniformity.
The Interaction Icons are simple and 

clear as to not draw too much 
attention from the overall design, 
but still make the user experience 

simple.

I C O N S



Our corporate, core colors are black, white and specific 
tones of grey. White and black are both used as neutral 
colors. 

Text and graphics are to appear black or dark grey.

P R I M A R Y C O L O R S



OFFICIAL B&O PRIMARY COLORS



Our secondary palette are colors that are tied specifically to moments.

Colors other than black, white and grey are specified by Global Creative, 
and can only be used in association with the product for which they have 
been specified.

S E C O N D R Y C O L O R S



OFFICIAL B&O SECONDARY COLORS

DYNAMIC COLOR SELECTION

Consists of selecting as key (dominant color) in the 
image to achieve the greatest visual impact, this color is 
supplemented with the tone-on-tone technique sampling 
daker shades obtained through shadows



I M A G E R Y



P A T T E R N



W E B S I T E



S O C I A L M E D I A



PRODUCTS
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TELEVISIONS



COLLABORATIONS
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B R A N D S
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PARTNERSHIPS



A U T O M O T I V E
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A U T O M O T I V E



A U T O M O T I V E



C O N S U M E R E L E C T R O N I C S



C O N S U M E R E L E C T R O N I C S



C O N S U M E R E L E C T R O N I C S



MATERIALS



A L U M I N I U M

Aluminum not only gives the product durability and portability to the product but also benefits from the acoustic capabilities

Aluminum is treated through anodization to achieve different tones and colors

In the sustainability aspect aluminum is a great material thanks to its recyclability and zero loss of properties



W O O D S

Implemented due to the Scandinavian heritage to the brand and its place inside the home

Woods used by Bang and Olufsen are treated with natural oils as to not cover the rich texture and structure



F A B R I C S

Fabric is made working together with Kvadrat, a high-quality fabric manufacturer.

Bang and Olufsen decides to use wool for its warmth, richness, and complexity, giving the product texture and depth 



P L A S T I C S



T E C H N O L O G Y

STEREO PAIRING AR EXPERIENCE APP ACTIVE NOISE CANCELLING

MULTIROOM GOOGLE VOICE 
ASSISTANT

ALEXA



M A R K E T & L O C A T I O N S



P O S I T I O N I N G M A T R I X



Luxury Audiophile

Luxury Lifestyle (premium)

High End Quality

Affordable Middle Range

Entry Level (affordable)

C O M P E T I T O R A N A L Y S I S



Luxury Audiophile

• Brands are not as well known by the general public

• Extreme niche sector targeting true audiophiles that 
care about the sound quality above all else

• Product offerings often are slim, providing just a few 
options in the loudspeaker and floor standing sector, 
but not in headphones or wireless speakers.

• Price tags are often very high and can only be 
afforded by a few people



• These brands focus on targeting the luxury lifestyle 
sector, inclusion well designed and high quality
products that show a high status or position in society.

• The products put a big emphasize on design, making 
interesting and different forms from many other 
brands in the market, producing products that are 
often marketed as pieces of art for your home.

• The product offering of the brands is high with often a 
variety of products at a high price tag.

• These brands also collaborate with artists or other 
luxury brands.

Luxury Lifestyle



• These brands are more often seen in a traditional 
market, although they are still luxury products, they 
are also more attainable and widely available.

• Although not placed in the same luxury level as brands 
like bang and Olufsen they still offer excellent quality 
and can have products ranging from affordable to 
expensive and high quality.

• Although also at a high price tag there are bands you 
are more likely to encounter with the general public, 
especially due to the wide range of products they 
offer in their market sector

High End Quality



• The most widely populated and recognizable sector. 
These are the brands and products that consumers 
will often opt to buy thanks to their quality to price 
balance.

• A lot of these brands focus on getting as many 
costumers as possible and eliminate exclusivity like 
other brands, for this reason they will often focus on 
smaller more affordable products such as headphone, 
earphones or wireless portable speakers.

• This is the market sector that is most competitive but 
also the one with the biggest consumer market.

Affordable Middle Range



• These brands often sacrifice in quality when compared 
to their counterparts in other sectors, however, by ding 
so they can reduce the price at which they are sold

• This makes this products a great entry point to audio, 
directed towards people that do not prioritize getting 
the highest audio quality possible and instead want an 
affordable product that preforms the same functions.

Entry Level 



O P P O R T U N I T I E S

SUSTAINABILITY INTANGIBLE VALUE FUTURE TECHNOLOGY

As sustainability becomes even more important 
due to the growing environmental concerns, and 
people start to adapt sustainable practices in heir 
lives it is important to address these issues not 
only to attract or keep costumers but for the 
wellbeing and future of the planet.

New generation are moved by different things, and 
value different things in life, bringing a value 
beyond money, luxury and status to the users will 
make bang and Olufsen successful not only 
thanks to its design and quality as it always has 
but also thanks to what the product can add to 
the persons life.

Focus on the future, and future technologies is 
essential. It is important to continue to explore 
and innovate with eyesight's set on the future, 
with technologies such as AI, AR or even off-
planet products.



Shift to clean, renewable energy in 
manufacturing

Carbon emissions are the main cause for the rise 
of global warming, for this reason Bang and 
Olufsen will have to switch their energy sources 
used in manufacturing to clean renewable 
energy sources

O P P O R T U N I T I E S



O P P O R T U N I T I E S

Direct impact on sustainability and 
future of the planet and its 
resources.

Being sustainable in materials and 
manufacturing is not enough to actually make a 
change, more than the need to offset our 
impact, there is a need for our impact to be 
positive, for this reason bang and Olufsen will 
address a sector of  climate change directly by 
helping in coral reef health.



P R O P O S E D S O L U T I O N

Help in the issue of coral health through soundscape enrichment, by introducing specially designed speaker into bleached 
coral environments to attract wildlife and help the environment flourish.

This would be possible thanks to a one-for-one business model where the consumer would be able to buy a product whose 
revenue goes towards the reef health project
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