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strategical evolution

* infrastructural development
 intensified competition
e wider range of services
e emerging new markets

» technological improvements
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brand evolution
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GOOD PRACTICES
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marketing
identity

strategy print
logo web
images advertising
name color environmental
messageé  sound clothing
typography lettering
shapes social media
SEO

brand

brand strategy
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strategy

Coca-Cola = happiness
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identity

= Faninne Malching Sesteam P

open happiness
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marketing
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brand ? what you say it is

brand = what they say it is

(you merely influence it)
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value determination
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breaking your promise
devalues your brand
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branding ? combat

branding = courtship
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consistency is key
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AARHUS HAVYN

Magasinet Aartius Havn

mmmﬁ-ma~ms

a brand is not owned by
the marketing department
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ADDED VALUE SELLS

VERBEECK + UJVARI

Stef Verbeeck

stef@verbeeck-ujvari.be

@stefverbeeck
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