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Executive Summary

Black Balance is a contemporary fashion brand built on a single organizing idea: that African
identity today is not a choice between tradition and modernity, but a negotiation between the
two, lived out daily. That negotiation — not any single aesthetic — is the brand.

This brief establishes a two-category architecture that lets Black Balance operate honestly in two
visual worlds without becoming two brands. BLACK BALANCE // STREET carries the graphic, youth-
facing, streetwear side of the label. BLACK BALANCE // HERITAGE carries the culturally-rooted,
craft-driven side. Both report to one parent identity, one voice, and one symbol — § — so a
customer who only knows one category still recognizes the other as unmistakably Black Balance.

The brief translates this architecture into decisions, not options: a recommended category
naming system, a positioning statement, a visual and colour direction for each category, a
product and collection framework, and a full digital application covering the website and every
social platform the brand will use. Where a call had to be made, this document makes it and
explains why — so it can be handed directly to a designer, a photographer, a manufacturer, or
whoever runs the Instagram account next, and they will know exactly what to do.

Nothing here invents facts about Black Balance's history, financial performance, or achievements.
Where the brand's track record will eventually fill a gap — awards, press, notable collaborators —
this brief leaves deliberate space rather than fabricated content.



1. Brand Foundations

Field Detail

Brand name Black Balance

Short form BLBL

Symbol 5 (the scale)

Industry Fashion / apparel — contemporary African fashion & streetwear
Origin Nigeria

Brand type Dual-category label: streetwear + heritage-led design

The scale (8%) is not decorative. It is the brand's argument in a single mark: two things held in
tension, neither one collapsing into the other. Every strategic decision in this brief — naming,
colour, tone, product, content — is tested against that idea. If a decision makes one side of Black
Balance disappear into the other, it is the wrong decision.

The Balance the Brand Explores
Black Balance is built around paired forces that define contemporary African identity, not as
opposites to resolve but as a tension to wear:

e Modern x Traditional

e Street x Heritage

e Global x African

e Individual x Community

e Future x History

e Minimalism x Expression

e Contemporary design x Cultural identity

The brand is deliberately not fixed to one aesthetic. A customer should be able to encounter
Black Balance through a graphic hoodie or through an Adire-informed piece and recognize the
same intelligence behind both.



2. Brand Architecture

Black Balance operates as one parent brand with two creative categories. The categories are
expressions of the same label, not sub-brands with independent identities — a customer moves
between them the way a person moves between a Lagos street and their grandmother's living
room: same person, different register.

Category 01 — Recommendation: BLACK BALANCE // STREET

STREET is the strongest name of the three options considered (STREET, MODERN, STUDIO), for
three reasons:

e Specificity. "Street" names a concrete visual and cultural world — graphics, silhouette,
youth energy. "Modern" is a time-reference that says nothing about aesthetic and will feel
dated the moment it isn't. "Studio" reads as a design-agency label, not a clothing category
a customer shops.

e Pairing strength. STREET and HERITAGE are both concrete nouns of comparable weight.

Together they read instantly as a system: one word for where the culture is going, one for
where it comes from. MODERN/HERITAGE or STUDIO/HERITAGE do not pair as cleanly.

e Cultural honesty. Streetwear in Lagos, Accra, and Nairobi is already a hybrid form — global
silhouette, local reference. Naming the category STREET keeps it explicitly connected to
African youth culture rather than positioning it as a neutral, placeless "modern" line.

This category carries: contemporary streetwear, graphic clothing, typography, illustration,
characters, minimalist and experimental graphics, oversized silhouettes and statement pieces —
the existing Black Balance graphic output belongs here.

Category 02 — Recommendation: BLACK BALANCE // HERITAGE

Josh's preference, HERITAGE, is confirmed as the strongest option against the alternatives:

e CULTURE — too broad; describes almost any fashion brand and commits to nothing specific.

e ROOTS — warmer, but leans toward a diaspora-nostalgia cliché that undercuts the "not
costume, not souvenir" mandate for this category.

e ORIGIN — philosophically interesting but cold; reads more like a perfume line than a
clothing category.

e AFRICA — geographically reductive. It risks collapsing the category into "African print
fashion," the exact outcome this brief is instructed to avoid.
e HERITAGE — implies inheritance, craftsmanship, and lineage without naming a continent or

a print. It leaves room for the category to be sophisticated and specific rather than
representative of "Africa" as a monolith.

This category carries: African heritage, Nigerian cultural identity, traditional craftsmanship, textiles,
contemporary interpretation of traditional silhouettes, cultural symbolism, embroidery, woven
texture, Adire-informed design, and selective use of Ankara — always filtered through the Black
Balance design language rather than presented as traditional dress.

Why the System Holds Together



Both categories share the same logo system, the same typographic family, the same quality
standard, and the same voice. What changes between them is palette emphasis, photographic
world, and subject matter — never the underlying design intelligence. Section 11 sets out exactly
what stays fixed and what is allowed to shift.



3. Brand Philosophy

| Balance is not a compromise. It is a discipline.

One-Line Philosophy

Black Balance dresses the space between where you're from and where you're going.

Brand Essence

Equilibrium as identity — the confidence to hold two inheritances at once.

Brand Purpose

To give young Africans a way to dress that doesn't ask them to choose between heritage and the
world they're actually living in.

Brand Vision

A future where African design language sits inside global fashion conversation on its own terms —
referenced, not reduced.

Brand Mission

To design clothing that carries African material culture forward through contemporary form,
released through two disciplined categories that speak to the same person on different days.

Brand Values
e Precision over noise — one strong idea per garment, not a pile of references.

e Craft as respect — heritage materials are handled with the same rigor as any premium
fashion textile, not treated as decoration.

e Both, not either — the brand refuses the pressure to pick a single lane.

e Earned symbolism — nothing goes on a garment because it "looks African"; it goes on
because it means something and Black Balance can explain why.

Brand Promise

Every Black Balance piece will hold its ground in both directions — modern enough for the street,
honest enough for where it came from.

Brand Positioning Statement

For young Africans who move fluently between global culture and home culture, Black Balance is
the contemporary fashion label that designs both sides of that identity with equal seriousness —
unlike streetwear brands that ignore heritage and heritage brands that ignore the street.

Short Brand Description



Black Balance is a Nigerian fashion label operating across two categories — STREET and HERITAGE
— built on the idea that contemporary African identity is a balance, not a choice.

Long Brand Description

Black Balance is a contemporary fashion label from Nigeria organized around a single premise:
that being modern and being rooted are not opposing states. The brand operates two disciplined
categories under one identity — BLACK BALANCE // STREET, which channels graphic, youth-driven
contemporary fashion, and BLACK BALANCE // HERITAGE, which reinterprets African textile
tradition and craftsmanship for a contemporary wardrobe. Both categories share one design
language, one symbol — the scale — and one governing idea: balance as a way of dressing, not a
slogan.



4. Brand Story

This is a framework, not a finished biography — language the brand can grow into rather than
fixed facts about the founder or the company's history, none of which have been supplied and
none of which should be invented.

The tension the brand starts from

Black Balance begins from a lived condition rather than a design trend: growing up with two
inheritances running at the same time — the culture inside the house and the culture on the
street outside it. Most fashion asks a young African to pick one to represent. Black Balance was
built on the refusal to pick.

What the name means

"Balance" is not used here as a wellness word. It's structural — the way a scale works, where two
different weights are held in relation to each other, not merged into one. Black Balance treats
streetwear and heritage the same way: two real, different things, kept in honest tension rather
than blended into a vague "Afro-fusion" middle.

Where the story is designed to go

The story is built to expand as the brand does — each new HERITAGE piece can carry its own
smaller story about the textile technique or symbol behind it, and each STREET drop can carry its
own story about the cultural reference behind the graphic. The founding story sets the frame;
individual product and collection stories are where the brand's storytelling capacity actually gets
used season to season.



5. Target Audience

Four personas cover the realistic range of the Black Balance customer. They are not demographic
boxes — most real customers will sit across two of these at once.

1. The Campus Creative

Attribute Detail

Age 18-23

Lifestyle University student in Lagos, Ibadan, or Abuja; active on campus and in
a small creative circle (photography, design, music, or content).

Interests Streetwear, sneakers, Twitter/X fashion discourse, local music scenes,

thrifting.

Buys in drops with friends; follows brands closely on Instagram before
buying; price-sensitive but willing to save for a specific piece.

Fashion behaviour

Values Self-expression, originality, not looking like everyone else on campus.

What they want Graphics and fits they haven't already seen on ten other people; a
brand that feels like it's for them specifically, not for a general "African

youth" market.

Generic "Africa-themed" merch; brands that feel like they're
performing culture for outsiders.

What they dislike

Why Black Balance | STREET gives them a graphic identity that reads as personal, not
appeals costume-like — exactly what campus social currency runs on.

Most likely category STREET

2. The Young Professional Returning to Roots

Attribute Detail

Age 24-30

Early-career professional in Lagos or diaspora city (London, Toronto,
Houston); has disposable income; increasingly interested in
reconnecting with Nigerian identity as an adult choice rather than an
inherited default.

Lifestyle

Interests Contemporary African fashion, travel back home, cultural podcasts,

design and architecture.

Fashion behaviour

Buys fewer, more considered pieces; wants garments that work in
both a Lagos setting and an international one; reads product
descriptions and brand story before purchasing.

Values

Authenticity, craftsmanship, cultural depth without cliché.

What they want

A piece that can explain itself — the technique, the reference - so
they can wear it with confidence, not just as a print.

What they dislike

Tourist-style "African print" fashion; brands that flatten culture into a
pattern.




Attribute Detail

Why Black Balance
appeals

HERITAGE gives them a premium, intelligent way to wear identity
without looking like a costume at a wedding or a souvenir from the
airport.

Most likely category

HERITAGE

3. The Design-Literate Global Youth

Attribute Detail

Age 19-26

Lifestyle Plugged into global streetwear and fashion culture via TikTok and
Instagram, regardless of location; follows international labels
alongside African ones.

Interests Fashion design, sneaker culture, limited drops, styling content, global

youth culture cross-pollination (K-fashion, Japanese streetwear,
American hype culture).

Fashion behaviour

Compares African labels directly against international streetwear on
quality and design literacy, not just "support local" sentiment; expects
the same production polish as any global brand.

Values

Craft quality, originality, brands that can hold their own internationally.

What they want

Proof that an African label can design at the same level as anything
else in their rotation — not a discount version of global streetwear.

What they dislike

Being sold to on nationalism alone; weak construction dressed up in
strong marketing.

Why Black Balance
appeals

STREET's typography- and graphic-led design language reads as
globally fluent while still being unmistakably rooted; the scale symbol
reads as a serious mark, not a novelty logo.

Most likely category

STREET, occasional HERITAGE crossover pieces

4. The Culturally Curious Outsider

Attribute Detail

Age 22-35

Lifestyle Not Nigerian or not African, but genuinely interested in African design,
craftsmanship and contemporary culture through fashion, music, or
travel connections.

Interests Global fashion, textile craftsmanship, ethical/considered consumption,

African art and music.

Fashion behaviour

Researches before buying; wants to understand what a piece means
before wearing it; more likely to buy one considered HERITAGE piece
than a full wardrobe.

Values

Cultural respect, authenticity, wanting to support rather than
appropriate.




Attribute Detail

What they want Confidence that the brand is genuinely rooted and not performing
culture for their benefit; clear storytelling about technique and
meaning.

What they dislike Anything that feels like it was designed to be palatable to them
specifically.

Why Black Balance | HERITAGE's insistence on craft and story over surface pattern gives
appeals them a way in that feels respectful rather than extractive.

Most likely category HERITAGE




6. Brand Positioning

Positioning Statement

Black Balance is the Nigerian fashion label for people who refuse to choose between
where they're from and where they're going — designing streetwear and heritage fashion
with equal seriousness, under one name.

What Makes It Different

e Most streetwear brands in this market treat African identity as an occasional graphic, not a
design pillar — Black Balance builds an entire category around it.

e Most heritage-facing brands treat tradition as costume — literal wrapper styles, literal print,
event-wear. Black Balance reinterprets it as everyday, wearable, contemporary fashion.

e Very few labels commit to doing both categories at a premium standard simultaneously,
under one coherent identity, rather than picking a lane.

Emotional Territory Owned

Confidence without translation — the feeling of not having to explain or dilute either half of your
identity to be understood.

Positioning Framework

Dimension Black Balance Conventional Conventional African
Streetwear Fashion

Core idea Balance between | Global youth culture, | Cultural pride, print,
global and  African | graphics, hype occasion wear
identity

Cultural depth Explicit, researched, | Usually absent or | Present but often
story-led surface-level literal/stereotypical

Everyday High — both categories | High Often lower — read as

wearability designed for  daily occasion wear
rotation

Design language | Minimal, typographic, | Varies, often trend- | Often print-forward,
considered chasing less minimal

Who it's for Both the campus | Youth culture broadly Older or occasion-driven
creative and the buyers, diaspora
culturally rooted nostalgia

professional




7. Brand Personality

Confident

Not loud — Black Balance doesn't need to raise its voice to be taken seriously. Confidence shows
in restraint: a graphic that doesn't over-explain itself, a heritage piece that doesn't need a wall of
text to justify its existence.

Culturally intelligent

The brand does its research before it uses a reference. It can explain the meaning behind a motif
or technique in one sentence, every time, without notes.

Precise

One idea per piece, executed cleanly. No cluttered graphics, no pattern-on-pattern for the sake
of "African energy."

Contemporary

Every decision is filtered through "does this work for someone dressing for their actual life
today," not "does this look traditional" or "does this look trendy."

Artistic
Design choices come from a creative point of view, not a template — typography, illustration, and
textile work all read as authored.

Grounded

Nothing is claimed that hasn't been earned. The brand doesn't inflate its story, its scale, or its
cultural authority.

Black Balance IS
e A design-led fashion label with two disciplined categories
e Rooted in Nigerian and African material culture
e Comfortable in global streetwear language

e Selective and considered in what it produces and says

Black Balance IS NOT
e A generic "African print" clothing line
e A costume brand for cultural events
e A brand that chases every streetwear trend

e A brand that uses culture as decoration without explanation



8. Brand Voice

Tone

Direct, unhurried, quietly self-assured. Black Balance states things; it doesn't sell them. It talks
the way a designer talks about their own work — plainly, with conviction, without needing to
convince.

Vocabulary

Short, concrete nouns over abstract adjectives. "Balance," "weight," "thread," "line," "form" —
words with a physical or structural meaning that echo the scale symbol and the brand's design
logic.

Sentence Style

Short sentences. Occasional sentence fragments for emphasis. Rarely more than two clauses. No
exclamation points as a default — earn them, don't default to them.

Messaging Principles
e Say less than feels natural, then cut one more line.

e Every heritage-facing post should be able to answer "what does this actually mean" in one
sentence.

e Never explain a joke, a reference, or a design choice more than once.

e Let the product do the talking before the caption does.

Words to Use

Balance, weight, form, line, thread, hold, root, forward, made, worn, held.

Words to Avoid

Empower, redefine, elevate, unapologetic, revolutionary, vibrant, tribal, exotic, authentic (as a
bare claim — show it instead of naming it), journey (as brand-speak).

Example Copy

e STREET product caption: "Oversized on purpose. Graphic says what the fit doesn't."

e HERITAGE product caption: "Adire-informed panel, hand-finished edge. Built for a Tuesday,
not a wedding."

e Drop announcement: "Two sides. One drop. Friday."

e Cultural post: "Adire isn't a print. It's a resist-dye process that takes days to get right. We
didn't rush it either."

e Founder/brand statement: "We're not choosing between where this is from and where it's
going. That's the whole brand."



9. Visual Identity Direction

Logo System

The master wordmark — BLACK BALANCE with the 8 symbol — is the full identity, used on the
website, packaging exteriors, and any first introduction to the brand. BLBL &% is the shorthand: a
compressed lockup for spaces where the full name is too long or too loud — woven labels, social
profile images, small merchandise, stamp-style placements on garments.

The two live in a fixed hierarchy, never as competitors: BLACK BALANCE introduces, BLBL &%
confirms. A customer should learn the full name first and the shorthand second, so BLBL always
reads as "the brand | already know," not as an unfamiliar acronym.

Across categories, the mark itself never changes shape or symbol — only its ink. STREET uses the
mark in flat black or white, often printed large and confrontational, sometimes distressed at the
edge for garment application. HERITAGE uses the same mark smaller, more restrained, in black,
gold foil, or woven into a label rather than printed — the mark behaves like it belongs on the
garment, not stamped on top of it.

Typography
Typography needs to do two jobs the brand can't compromise on: read as confidently

contemporary (so STREET holds its own next to global streetwear) and stay legible and dignified
enough to sit next to craft-led HERITAGE product without looking like a sticker.

e A bold, condensed, geometric sans for headlines and STREET graphics — built for impact at
large sizes, works printed oversized on a chest or back panel.

e A quieter, higher-contrast serif or humanist sans for HERITAGE headlines and storytelling —
communicates craft and permanence rather than speed.

e One shared, highly legible sans for all body copy — product descriptions, care labels,
website text — so the two categories never feel like they're read in two different brand
voices, only seen in two different visual moods.

Colour Strategy

The parent palette is black, white, and a single warm gold accent — the metal of the scale. Every
category draws from this base; nothing introduces a colour the parent brand doesn't already own.

Category Primary Accent Feeling
Parent (shared) Black / White Gold Precision, premium,
restrained
STREET Black, white, concrete | Gold used sparingly, | Sharp, urban, graphic
grey high-contrast
HERITAGE Deep black, warm off- | Gold used more | Warm, tactile,
white / ecru generously, earth | considered
tones drawn from
indigo and rust as
secondary accents




Graphic Language

Layout — generous negative space in both categories; STREET layouts can break grid for
energy, HERITAGE layouts stay closer to a disciplined grid to communicate craftsmanship.

Patterns — original, brand-owned pattern work only; no stock African-print patterns lifted
without transformation or context.

Symbols — the scale is the only symbol used across both categories; secondary symbols in
HERITAGE must be sourced, understood, and credited, never decorative guesswork.

Illustration — STREET can use characters, bold linework, and typographic illustration;
HERITAGE avoids illustrated "tribal" motifs in favor of textile-accurate pattern reproduction.

Photography — see Section 14.

Textures — raw concrete, matte paper, and distressed print for STREET; woven cloth,
natural fiber, and hand-finished edges for HERITAGE.

Iconography — minimal, line-based, used sparingly (size guides, care icons) — never as filler
decoration.

Packaging graphics — the scale as an embossed or foil mark, not a printed pattern; see
Section 15.



10. Category Design System

What must stay identical across both categories, and what is allowed to shift:

Element Black Balance STREET HERITAGE
(shared)
Logo Same mark, same | Large, flat black/white, | Small, restrained, gold foil
hierarchy (full name | sometimes distressed or woven
- BLBL 3%)
Colour Black / white / gold | High-contrast, grey | Warmer, ecru + earth
base accents accents
Typography Same body font, | Bold condensed display Higher-contrast
same logotype serif/humanist display
Graphics Scale symbol only | Typography, illustration, | Textile-accurate pattern,
shared icon characters embroidery motifs
Photography | Same lighting | Urban, high-energy, | Studio or heritage-site,
discipline, same | editorial-street slower, considered
model-casting values
Materials Same QC standard Jersey, fleece, twill Adire-informed cloth,
woven textile, embroidery
Silhouette Same fit philosophy: | Oversized, statement | Reinterpreted traditional
considered oversize proportions silhouettes, tailored
Packaging Same box/bag | Matte black, sticker seal Ecru tissue, wax-stamped
system, same scale seal
mark
Storytelling Same voice, same | Cultural-reference-driven Technique-and-meaning-
restraint captions driven captions




11. Product & Collection Strategy

Product Strategy

Line Core products Signature product
STREET Graphic tees, oversized tees, hoodies, | Graphic hoodie — the piece
trousers, jackets most likely to be recognized
on sight
HERITAGE Adire-informed shirts, reinterpreted | An Adire-informed
traditional silhouettes, embroidered pieces, | contemporary shirt - the
woven-detail outerwear clearest single expression of
the category's thesis
Shared Plain BLBL-branded basics (tee, cap), scale- | A minimal scale-branded cap
essentials motif accessories — the lowest-friction entry
point into the brand

Limited editions and collaborations sit above this core, released deliberately rather than
constantly — each one should be able to justify its own existence against the brand's cultural-
authenticity standard (Section 13) before it's approved.

Collection Strategy

Core collection — always-available essentials from both categories; the steady baseline of
the brand.

Seasonal drops — STREET-led, graphic-forward, released on a predictable cadence to build
drop anticipation.

Heritage collections — smaller, slower HERITAGE releases tied to a specific technique or
textile story, not a calendar season.

Cultural capsules — tightly-scoped releases built around one specific cultural reference,
researched and credited, released with accompanying storytelling.

Artist collaborations — STREET-side collaborations with illustrators, designers, or musicians
who share the brand's design discipline.

Experimental collections — small-batch, higher-risk design work that wouldn't fit the core
line, used to test new ideas before they earn a permanent place.

Example collection names (illustrative, not final): "Two Sides" (launch core collection), "Indigo
Standard" (Adire-focused heritage capsule), "Concrete Grey" (STREET seasonal drop), "Held"
(experimental capsule).



12. Cultural Authenticity

This is the section that protects HERITAGE from becoming exactly what it's designed not to be —
generic "African-themed" fashion. The standard is simple to state and hard to fake: every cultural
reference must be understood before it's used.

Guardrails

No motif, technique, or symbol appears on a garment unless someone on the team can
explain its origin and meaning in one sentence, unprompted.

Techniques like Adire are referenced by process (resist-dye, hand technique), not just by
name-dropping the word as a marketing label.

Where possible, work directly with artisans and makers who practice these techniques,
rather than mass-reproducing their patterns without involvement or credit.

HERITAGE product copy explains the 'what' and 'why' behind a piece — see Section 6 —
rather than leaning on the word 'authentic' as a substitute for actually being specific.

Traditional silhouettes are reinterpreted for daily wear, not reproduced as occasion
costume — a HERITAGE piece should be wearable on an ordinary Tuesday.

No random pairing of unrelated African symbols for aesthetic effect — one reference per
piece, chosen and explained deliberately.

Research, artisan collaboration, and storytelling are what separate reinterpretation from
appropriation. The Heritage category succeeds when it reads as fashion designed by people who
understand the material — not fashion decorated with it.



13. Photography & Art Direction

Element STREET HERITAGE

Mood High-energy, editorial-street Slower, considered, quietly confident

Casting Real, unmistakably individual — not | Casting that reflects genuine cultural
overly polished commercial models connection, not stock diversity

Locations Urban Lagos textures — concrete, | Studio, natural materials, occasionally
transit, everyday street settings heritage-relevant settings

Lighting Hard, high-contrast, sometimes flash- | Soft, directional, natural-light-led

forward

do the work

Composition Dynamic angles, motion, cropped-in | Centered, deliberate, more negative
energy space

Styling Layered, oversized, styled with | Tailored, textile-forward, fewer
attitude competing elements

Props Minimal — the garment and the street | Textile tools, craft materials where

relevant, never costume props




14. Packaging & Customer Experience

One packaging system, differentiated by finish rather than by a different design language — so
unboxing either category feels like receiving the same brand in a different mood.

e Shopping bags / boxes — matte black base across both categories; the scale mark
embossed, not printed loudly.

e Clothing tags — shared card stock and layout; STREET printed in high-contrast black/white,
HERITAGE printed in black on ecru or foil-stamped.

e Woven labels — BLBL 8% shorthand woven into every garment, same placement, same
thread finish, regardless of category.

e Stickers — STREET-facing only; HERITAGE packaging uses a wax-style seal instead of a
sticker to signal a slower, more considered unboxing.

e Thank-you cards — same card, same voice; HERITAGE cards can carry one line about the
technique used in that specific piece.

e Tissue paper — black for STREET, ecru for HERITAGE — the one place colour is allowed to
visibly shift.

e Delivery packaging — protective, unbranded on the outside for security, branded on the
inside for the unboxing moment.

e Unboxing experience — consistent sequence regardless of category: seal, tissue, card,
garment — so the ritual itself becomes recognizable as Black Balance.



15. Brand Touchpoints

Touchpoint How the identity translates

Instagram Primary visual home; full category system visible through grid and
highlights

TikTok Process- and story-led; least polished, most human touchpoint

Website System of record — full brand story, both category worlds, full catalogue

Physical store / | Packaging language extended into space — matte black, gold signage

pop-up accents, ecru for heritage zones

Packaging See Section 14

Clothing labels BLBL &% woven shorthand, consistent across categories

Product Section 13 standards, category-differentiated mood

photography

Lookbooks Seasonal, split by category, unified by typography and layout grid

Events Category-specific activation style — STREET leans toward drop culture

events, HERITAGE toward craft-focused, smaller-audience experiences

Collaborations STREET-led by default; HERITAGE collaborations reserved for genuine
artisan partnerships

Campaigns Anchored by Section 13's photography direction per category




16. Brand Manifesto

We didn't inherit one identity. We inherited two — and we're not putting either one down.

One side taught us where we come from. The other side is where we're headed. Most
people are told to pick.

We build clothes for the people who didn't.

Street on one shoulder. Heritage on the other. Not blended into something smaller than
both — held, in balance, the way a scale holds weight without letting either side fall.

A graphic hoodie and a hand-worked cloth can come from the same house. They can
come from the same person, on different days, in the same week.

That's not a contradiction. That's just what it means to be from here and going
somewhere.

Black Balance. Both sides. Every time.

This version favors specificity — "two sides," "same house," "a scale" — over the more generic "we
are African, we are modern" framing, which reads as a summary rather than a statement with a
point of view. It should be trimmed for use across shorter formats (packaging insert, campaign
copy) without losing the closing line.



17. Brand Tagline

Top 5 Recommendations

Rank @ Tagline Why it works

1 Both sides. Every time. Directly states the brand's core mechanic; short enough to
work on a hangtag, a hoodie, or a caption sign-off.

2 Held, not chosen. Captures the refusal to pick a side without needing the
word "balance" at all — works well as a quieter, more
editorial line.

3 From here. Going | Plainly states the modern/heritage tension in everyday

forward. language rather than abstract branding language.

4 Two weights. One scale. | Leans into the literal symbol; strongest for packaging and

any context where the 8% mark is already visible.

5 Balance is the design. Positions balance as a design methodology, not just a mood
— useful for more strategic or B2B-facing contexts (press,
partners).

Additional Options Considered
e Neither side loses.
e Worn in both directions.
e The weight stays even.
e Root, then move.
e Two inheritances, one label.
e Nothing here is borrowed.
e Forward doesn't mean forgetting.
e Made to hold both.
e Balance isn't a compromise.
e Where it's from meets where it's going.

"Both sides. Every time." is the working tagline recommendation — primary use on packaging,
email sign-off, and bio lines across platforms. "Held, not chosen." is the strongest secondary line
for editorial or campaign contexts where a quieter tone fits better.



18. Brand Differentiation

Differentiator

Why it's hard to copy

into STREET or HERITAGE without
breaking the brand.

Functional Two fully-realized categories under | Requires sustained investment in two
one disciplined system, not one | design languages at once - most
brand with an occasional "cultural" | competitors default to one and treat the
capsule. other as a side release.

Emotional Removes the pressure to choose | Emotional territory built on genuine
an identity; lets the customer feel | founder insight is difficult for a
fully themselves in either register. competitor to convincingly claim after

the fact.

Cultural Research- and artisan-informed | Requires real relationships and real
HERITAGE work rather than surface | knowledge — not reproducible by simply
-level print use. licensing a fabric print.

Visual One consistent symbol (the scale) | A weak visual system is easy to copy; a
and typographic system carried | disciplined one that stays legible across
across two visually distinct worlds. | two moods is a genuine design

achievement, not a trend.

Strategic Category architecture built to | Competitors who launch as one flat

(long-term) expand — new sub-lines can slot | catalogue have no structural room to

grow this way without a rebrand.




19. Future Brand Evolution

Expansion should follow the categories that already exist, not chase every adjacent product
opportunity. What fits, and why:

e Accessories (caps, bags) — fits immediately; low-risk extension of both categories, useful
entry-price products.

e Footwear — fits STREET specifically, but only once the apparel line has enough design
equity to support a footwear silhouette; premature footwear dilutes rather than
strengthens the brand.

e Jewellery — fits HERITAGE well, particularly pieces that can carry the same craftsmanship-
and-story standard as the textile work.

e Home/lifestyle products — a longer-term HERITAGE extension (textile-based home goods)
once the category has an established textile identity to draw from.

e Art and cultural events — fits the brand's values directly and can be pursued earlier than
product expansion, since it builds cultural credibility rather than inventory risk.

e Collaborations — fits both categories as outlined in Section 11, and is the lowest-risk way
to test new creative territory before committing it to the permanent line.

What doesn't fit, at least for now: broad lifestyle categories (beauty, fragrance) that have no
direct connection to either category's design thesis, and any expansion driven purely by category
trendiness rather than brand logic.



20. Brand Guidelines Summary

Field Summary

Brand Black Balance

Short form BLBL

Symbol 5%

Essence Equilibrium as identity

Purpose Clothing that doesn't ask young Africans to choose between heritage
and the world they live in

Vision African design language inside global fashion, on its own terms

Mission Design forward through two disciplined categories — STREET and
HERITAGE

Values Precision over noise - Craft as respect - Both, not either - Earned
symbolism

Personality Confident - Culturally intelligent - Precise - Contemporary - Artistic
- Grounded

Audience Campus creatives, returning-to-roots young professionals, design-
literate global youth, culturally curious outsiders

Positioning The label that designs both streetwear and heritage fashion with

equal seriousness, under one name

Brand promise

Every piece holds its ground in both directions

Category 01

BLACK BALANCE // STREET — graphic, youth-driven, streetwear

Category 02

BLACK BALANCE // HERITAGE -
contemporary

craft-driven, culturally rooted,

Primary visual direction

Black / white / gold base; STREET high-contrast and graphic,
HERITAGE warm and tactile

Tone of voice

Direct, unhurried, quietly self-assured

Core philosophy

Black Balance dresses the space between where you're from and
where you're going

Tagline
recommendation

Both sides. Every time.




21. Digital Brand Application — Website & Social Media

Everything above is only as useful as its digital execution — this is where the brand actually gets
built and managed day to day. This section is written to be handed directly to whoever builds the
website and whoever runs the social accounts.

Website

Homepage

In the first 5-10 seconds, a visitor should understand: this is a serious contemporary fashion label
from Nigeria, it has two distinct product worlds, and it takes both equally seriously.
Recommended structure, in order:

Hero — full-bleed image or short video establishing the scale symbol and the current drop;
no long copy here, the visual carries the first impression.

One-line brand introduction — the philosophy line ("Black Balance dresses the space
between where you're from and where you're going"), placed directly under the hero.

Current collection / drop — immediate access to what's buyable now.
STREET category entry — a distinct visual block leading into the category.

HERITAGE category entry — a distinct visual block leading into the category, equal visual
weight to STREET.

Featured products — a curated, not exhaustive, selection from both categories.
Brand story — condensed version of Section 4, with a link through to the full story.

Cultural storytelling / journal preview — one or two entries pulled from an ongoing journal
or edit content section.

Lookbook / editorial section — most recent campaign imagery.
Social proof / social feed section — a live or curated pull from Instagram.

Newsletter / community section — simple signup, framed as early drop access rather than
generic "join our newsletter."

Footer — navigation, contact, size guide, shipping/returns, social links.

Navigation

Recommended primary navigation: Shop - Street - Heritage - Journal - About - Contact.

"Shop" leads to the full catalogue for customers who want everything in one place; Street and
Heritage exist as first-class navigation items, not submenu items under Shop, because they are
the core organizing idea of the brand and should be visible at a glance. "Collections" is
intentionally folded into Shop filtering rather than given its own top-level slot, to keep the
navigation from getting crowded as the number of past collections grows. "Journal" replaces a
generic "Blog" label and houses cultural storytelling, technique explainers, and behind-the-scenes
content.

Category Pages

Element STREET page HERITAGE page



Element STREET page HERITAGE page

Hero copy Short, punchy, present tense Slightly longer, explains the
category's premise in one paragraph

Photography High-energy street editorial Studio or considered environmental
photography

Layout Denser grid, more products visible at | More breathing room, fewer products

once per view

Copy tone Fast, confident Slower, more explanatory, technique-

aware

Product Pages
e Photography — consistent lighting setup per category (Section 13); minimum one full-body,
one detail/texture, one styled shot.

e Product names — short, specific, occasionally reference the design idea ("Concrete Graphic
Hoodie," "Indigo Panel Shirt") rather than generic style codes alone.

e Descriptions — one line on the design idea, one line on fit, one line on material — in the
brand voice from Section 8, never generic e-commerce copy ("perfect for any occasion").

e Storytelling — HERITAGE product pages include one short paragraph on the technique or
reference used; STREET pages include one line on the graphic's reference where relevant.

e Size information — a shared, consistent size chart across categories; body measurements,
not just S/M/L, given fit varies between oversized STREET cuts and more tailored HERITAGE
silhouettes.

e Materials & care — plainly stated, no jargon; HERITAGE pieces note any hand or artisan-
involved process.

e Pricing — presented cleanly, no artificial discount theatre; premium positioning depends on
pricing looking deliberate, not promotional.

e Related products — cross-category suggestions are fine (a STREET buyer shown one
HERITAGE piece) but should never be the majority of related-product slots — most
suggestions should stay within the same category.

e Call to action — direct: "Add to bag." No invented urgency language ("Only 2 left!") unless
it's genuinely true.

Social Media Strategy

Each platform behaves differently; the brand identity stays constant, the content behavior adapts
to each platform's native format.

Instagram

The primary visual home of the brand — the single place a new customer is most likely to form
their full impression.

e Feed aesthetic — alternates deliberately between STREET and HERITAGE imagery rather
than clustering by category, so the grid itself demonstrates the balance the brand is
named for.



e Grid direction — consistent border/crop treatment across posts so the feed reads as one
system even as subject matter shifts.

e Reels — process, styling, and culture content; the platform's highest-reach content type,
used for storytelling rather than pure product display.

e Stories — daily, more casual: behind-the-scenes, polls, restock notices, quick Q&A on
techniques or design choices.

e Highlights — organized by Street, Heritage, Drops, and Journal, so a new visitor can
immediately self-select into what they care about.

e Product launches — a fixed announcement sequence (see Launch & Drop Communication
below).

e Editorial content — full campaign sets posted as carousels, captioned with the story
behind the shoot or the pieces.

e Educational/cultural content — short, specific explainers (a technique, a symbol, a
reference) — never a vague "celebrating African culture" post with no actual information in
it.

e Behind-the-scenes — design process, fittings, production — humanizes the brand without
undercutting the premium tone.

e Community/UGC — reposted customer content, credited, styled to match feed treatment
before reposting.

e Captions — short first line (visible before "more"), voice from Section 8, one clear piece of
information or one clear idea per caption.

e Hashtag strategy — a small, consistent set of owned tags (brand name, category names,
drop names) rather than a long generic tag list.

Recommended content architecture balance: roughly even product and culture/storytelling
content, with lifestyle and community content filling the remaining share — see the Content Split
table below for the reasoning.

TikTok

Built around process and perspective, not a repost of Instagram — TikTok audiences respond to
the brand being shown, not just the product.

e Behind the brand — quick, unpolished glimpses into how a piece gets made or decided on.

e Design process — sketch to sample to final piece, shown in short segments.

e Making the clothes — production and craft footage, especially valuable for HERITAGE
techniques.

e Streetwear styling — quick styling videos for STREET pieces, aligned with platform-native
styling-content formats.

e African culture & heritage stories — short, specific cultural explainers tied directly to a
technique or symbol used in the line.

e Founder/brand perspective — direct-to-camera commentary on a design decision or the
brand's point of view.

e Fashion education — general design or textile education that positions the brand as
knowledgeable, not just a seller.



X

Product reveals — fast-paced first looks at upcoming pieces.
Drop announcements — countdown-style content leading into a release.

Trend participation — the brand can use a trending sound or format, but the content itself
(what's shown, what's said) stays specific to Black Balance rather than generic; if a trend
doesn't have a natural fit for the brand's actual product or story, skip it rather than force it.

Community content — responses to comments, styling requests, Q&A formats.

The most conversational and opinionated platform — this is where Black Balance can have a point
of view out loud.

Tone — confident, occasionally dry, comfortable stating an opinion about fashion or culture.

Types of posts — short brand statements, fashion commentary, cultural conversation
participation, drop announcements, direct replies to customers.

Fashion commentary — reacting to broader streetwear or African fashion conversation with
a genuine point of view, not just brand promotion.

Cultural conversations — engaging thoughtfully with African design and culture discourse,
not just posting about the brand's own products.

Brand thoughts — short, standalone statements that could work as a manifesto excerpt
("Both sides. Every time." style lines).

Example posts: "Streetwear that ignores where it's from isn't streetwear, it's just merch." / "Adire
takes days. If your 'African print' shirt took an hour to make, ask what it's actually printed with." /
"Restocking the Indigo Panel Shirt Friday. That's the whole tweet."

Facebook

Used for product discovery, longer-form storytelling, and customer communication with an
audience skewing slightly older than Instagram/TikTok — not a duplicate feed of either.

Product discovery — shop integration and catalogue visibility for a search- and
marketplace-driven audience.

Community — a lower-frequency, higher-context version of Instagram content, useful for
reaching family members or older relatives of the core audience.

Announcements & campaigns — major launches cross-posted with slightly longer captions
than Instagram.

Customer communication — Messenger as a secondary support channel alongside
WhatsApp.

Longer-form storytelling — occasional full brand-story or technique posts that would feel
too long for Instagram captions.

WhatsApp Business

Positioned as a direct customer relationship channel, not just a support number.

Product catalogue — full catalogue accessible in-app for direct browsing and ordering
conversations.

Customer support — sizing, order status, and general questions.



e Drop announcements — broadcast list for upcoming releases, sent slightly ahead of public
social posts to reward direct subscribers.

e Order communication — confirmations, shipping updates, delivery coordination.

e VIP/community broadcasts — a smaller, opt-in list that gets early access or first look at
new pieces before the wider audience.

e New collection previews — sneak previews sent to the broadcast list before public reveal,
turning WhatsApp into a genuine loyalty channel rather than a support-only line.

Social Media Content Pillars

Pillar Purpose

Product Show what's for sale — clean, considered product content across both
categories.
Culture Show what the brand represents — technique explainers, cultural context,

reference sourcing.

Process Show how the brand is made — design, sampling, production, artisan
collaboration.

Story Explain the meaning behind a specific design, collection, or reference in
depth.

Community Reposted UGC, replies, and content that builds a sense of belonging to the
brand.

Five pillars, not seven — People and Lifestyle are folded into Community and Product respectively
rather than kept as separate pillars, because in practice they tend to produce overlapping
content and splitting them further makes planning harder without adding a distinct purpose.

Content Split

Period Street Heritage Shared / brand
Normal weeks 40% 30% 30%
Streetwear drop 60% 15% 25%

Heritage collection | 15% 60% 25%

release

Major cultural moment | 20% 45% 35%

STREET gets a slightly larger baseline share in normal weeks because it naturally produces higher
content volume (more frequent drops, more graphic variety) — but HERITAGE never drops below
roughly a third of content even in quiet periods, so the account never reads as a streetwear
brand with an occasional heritage post. During a release for either category, that category takes
the lead share, but the other category and shared/brand content are never reduced to zero — the
feed should never look like the other half of the brand disappeared.



Social Media Visual System

e Post composition — consistent margin/crop treatment across both categories; product
always shot against the category's established backdrop style.

e Typography — same two-typeface system as the brand overall (Section 9) used in any on-
image text.

e |mage treatment — consistent color grading per category: cooler/higher-contrast for
STREET, warmer for HERITAGE.

e Backgrounds — concrete/urban for STREET, neutral studio or natural material for HERITAGE.

e Borders — a thin consistent border or none at all, applied uniformly, never decorative
frames.

e Text overlays — used sparingly, mainly for drop dates and headlines, always in-system
typography.
e Graphic elements — the scale mark as the only recurring graphic device across templates.

e Reels covers / story templates / highlight covers — one shared template system with
category-specific color variants.

e Campaign graphics — built from the same grid and typography system as the website hero
and lookbook layouts, so a campaign feels identical across every platform it appears on.

Social Media Copy System

Approach Example

Copy type

Product caption One design line, one | "Oversized on purpose. Graphic says what the

fit/material line

fit doesn't."

Collection State the idea, then the | "Two categories. One drop. Indigo Standard -
announcement date Friday."

Drop Short, countdown-style "Friday. Both sides."

announcement

Cultural post

Lead with the specific

"Adire is a resist-dye technique, not a print

fact, not the category | pattern. Here's how it's actually made."

label
Behind-the- First person, plain, | "Third sample of this collar before it sat right."
scenes unpolished
Founder/brand Direct point of view, first | "We're not choosing between where this is from
statement person plural and where it's going."

Community post

Credit-first, short

"Styled by @[handle]. This is exactly the kind of
pairing we built this for."

Promotional post

State the offer plainly, no
invented urgency

"Restocked. Limited quantity, no countdown
gimmick — once it's gone, it's gone."

Content Series




Series

Both Sides

Purpose /

category /
platform / format

Weekly split-
screen post
pairing one

STREET and one
HERITAGE piece

Shared
- Instagram feed
Why it fits:

makes the core
brand idea visible
every single
week.

Thread Count

Deep-dive on one
HERITAGE
technique or
textile - Heritage
- TikTok + Journal

Why it fits:
builds the cultural
-authenticity
credibility Section
12 requires.

Fit Check Friday

Styling video for a
STREET piece
- Street - TikTok
Reels - Why it fits:

native styling-
content format,
drives weekly
engagement.

Sample Room Behind-the-
scenes

design/sampling
process - Shared
- TikTok - Why it
fits: humanizes
production, builds
anticipation
before drops.

The Scale Says

Short, standalone
brand-voice
statement graphic
Shared - X /
Instagram Stories

Why it fits:
reinforces brand
voice in the

smallest possible
unit.

Made By

Spotlight on an
artisan or
collaborator




Series

Purpose /

category /
platform / format

involved in a
HERITAGE piece
Heritage
Instagram
carousel - Why it
fits:
operationalizes
the artisan-credit
standard from
Section 12.

Drop Countdown

3-day countdown
sequence before
any release
- Shared - Stories
+ TikTok - Why it
fits: gives every
drop a
repeatable,

expected rhythm.

Styled Two Ways

Same piece styled
for two different
settings - Shared
- Instagram Reels

Why it fits:
shows product
versatility without
needing new
product.

From the Grid

Reposted,
credited customer
content

Community

Instagram
Stories - Why it
fits: turns UGC
into a
recognizable
recurring feature
rather than a one-
off repost.

Ask the Studio

Q&A responding
to design or
technique
questions

- Shared - TikTok
/ Stories - Why it
fits: low-cost,
high-trust
community
content.

Launch & Drop Communication




Stage Website Social

Pre-launch Teaser landing page live, | Early hints via Stories and X, no full
email/WhatsApp signup open reveal

Teaser Countdown element added to | Drop Countdown series begins (3 days
homepage out)

Reveal Product pages published but not yet | Full look revealed via Reels/carousel
purchasable

Launch day Products live and purchasable, | Coordinated post across Instagram,
homepage hero updated TikTok, X, WhatsApp broadcast at the

same time

Post-launch | Featured-products section updated, | Restock/sell-through updates, styling
sold-out items marked clearly content begins

Community | Customer photos featured in Journal | From the Grid series activated

/ UGC or homepage social section once
available

The website and social always move in lockstep during a drop: social never announces something
the website can't yet fulfil, and the website is never quietly updated without a corresponding
social signal — the two channels should always tell the customer the same thing at the same
time.

Digital Brand Consistency

Category Elements

Must stay identical | Logo hierarchy - voice and tone - the scale symbol - typography
everywhere system - quality of photography - core values shown in Section 6

Can change by platform Content format (Reels vs. static vs. long-form) - posting frequency

- level of polish (TikTok looser than Instagram) - caption length

Can change between
Street and Heritage

Colour emphasis - photographic mood
Heritage slower) - subject matter

pacing (Street faster,

One brand. Two expressions. Multiple platforms — the test for any new asset is simple: could a
customer who only knows the brand from one platform recognize it instantly on another.

Digital Customer Journey

Stage What they see Platform Action

Discover A single striking piece of | TikTok / Instagram / | Follow or click through
content — Reel, post, or | search
search result

Follow The grid reveals both | Instagram Explore highlights
categories and the brand's
range




Stage What they see Platform Action

Engage Story, comment, or reply | Instagram / TikTok / | Comment, reply, or DM
interaction with the brand X

Visit Homepage establishes the | Website Browse categories

website full brand and current drop

Explore Category and product | Website Add to bag or wishlist
pages, story-driven
descriptions

Trust Brand story, technique | Website / Journal Decide to purchase
explanations, consistent
quality signals

Purchase Clean checkout, honest | Website Complete order
pricing, no pressure tactics

Receive Consistent unboxing ritual | Physical delivery Unbox and experience
(Section 14)

Share Packaging and product | Instagram / TikTok Post or tag the brand
photograph well by design

Return WhatsApp broadcast or | WhatsApp / email / | Repeat purchase

email signals a new drop

Instagram

Digital Brand Rules

Always

e Maintain visual consistency across every platform.

e Tell the specific story behind a meaningful design before posting it.

e Research a cultural reference before using it.

e Keep product presentation premium, even in casual formats like Stories.

e Let both categories show up regularly, even during a single-category release.

e Use African imagery or symbols purely for aesthetic effect without understanding them.

e Copy a competitor's format or campaign structure directly.

e Chase a trend that contradicts the brand's tone or values.

e Let HERITAGE content read as costume or occasion-wear.

e Let STREET content read as culturally disconnected from the rest of the brand.

e Overcrowd a single post or page with competing visual elements.

e Use generic motivational quotes as filler content.

Digital Brand Assets

Recommended production list, in rough priority order for a growing brand:

e Social profile images and banners (shared across platforms)




Instagram post, Reels cover, and Story templates (category variants)
Highlight icons (Street, Heritage, Drops, Journal)

Product photography templates — consistent crop/backdrop per category
Campaign templates for major launches

Website hero and category header templates

Email templates for drop announcements and newsletter

WhatsApp catalogue graphics

Digital lookbooks (seasonal, split by category)

Collection launch graphics (countdown, reveal, launch-day sets)

Shared across the brand: profile images, the logo/scale mark itself, the typography system, and
the packaging-derived unboxing photography. Differ by category: colour treatment, backdrop
choice, and photographic pacing — following the same split established in Section 11.



22. Website + Social Media Brand Language — Quick Reference

For a future social media manager, web designer, or content creator picking this up cold:

Question Answer

How should Black Balance look
online?

Black, white, and gold base; disciplined typography; the scale
as the one recurring symbol; premium, uncluttered layouts.

How should Black Balance
sound online?

Direct, unhurried, quietly self-assured — states things, doesn't
oversell them.

What should Black Balance talk
about?

Design decisions, cultural technique and meaning, process,
and the people involved in making the clothes.

What should Black Balance
never talk like?

Generic e-commerce hype, empty motivational content, or
vague "celebrating culture" language with no specific
information behind it.

How should Street look?

High-contrast, urban, graphic-forward, fast-paced.

How should Heritage look?

Warmer, slower, tactile, craft-forward, research-backed.

How should the two

categories stay connected?

Same logo hierarchy, same typography system, same voice,
same quality standard - Section 10 is the reference for
exactly what stays fixed.

What should a customer feel
encountering the brand?

That it takes both halves of their identity seriously, without
asking them to explain or dilute either one.




