BRAND

STRATEGY. DESIGN. EXPERIENCE.

Strong brands are not created by chance. They are the result of strategic clarity, cultural rele-
vance and creative precision. Brand development means shaping identity - on the basis of values,
visions and a clear attitude. It combines analysis with intuition, structure with emotion. And it crea-
tes the basis for brands that are not just visible, but tangible - relevant, resilient and sustainable.

DESIGNOLOGY

Wien / Pértschach am Worthersee
+43 650 30 12 987
office@designology.at
designology.at

What to expect

larktscreening Markenprofil
dsentiert sich der Markt? Wer oder was sind wir?

harktsegmente sind erkennbar Fiir was stehen wir als Unternehmen?
Kauf-/Kommunikations-ZG. Wie vergleichen wir uns mit anderen?

(neuen) Strémungen gibt es Wie heiRen und sehen wir aus?

Vermarktung|

Wie, an Wen und Wo verka
Was brauchen wir zum Ve|

Wie kommunizieren w|

Wie kommen wir auf die Shoy

Noenteuer Thrjy

Spontanitat

Individuslismus
Autonomie.

Abwachslung Ruhm
Fraiheit

Verheiratete Partner
Kinder in fortgeschrittenen Alter
(vielfach noch zuhause)

Aktiv (Radfahren , Wandern,
Skifahren, Klettern, Golf,...)

Technisch interessiert

WE CAN DO IT.

Ehrliche AuBensicht Marketingrolle Technische Expertise
Diese Prasentation ist eine Wir nehmen bewusst die Wir haben unsere technische Expertise Mitbewerber Produkt
AuBensicht auf den Markt, Marketingrolle ein und betrachten, einflieRen lassen, um USPs zu finden und Wo ieren sich die Mi ber? Was muss unser Produkt kénnen?
Mitbewerber, Produkte und die was das Unternehmen /Produkt 2u definieren. Welche Kernzielgruppen sprechen Sie an? U D UGl T, Balance
e o i, Was muss es (besser) kénnen
(Vermarktungs-) Chancen fir ein kénnen muss, um erfolgreich zu sein (obwoh! wir keine Bootsbauer sind) e G HULICH T Was muss es nicht (unbedingt) kénnen. —Traditi S
logans, Produktrange : i =Tradition
u " Produkt ist aber viel spannender wo sich die
nternehmen . - . .
nentwickeln. Wir miissen die ZG der Zukunft erwischen. g Customer Journey - Kaufprozess
& Historie > Interesse > Entscheidung > Kauf Erlebnis _
a Uteaspernces forman Theystcut,opentoaithe| © werrbonng beterbostig
e > = affinity for boating. ‘possibilties of lfe on the wa
Traditional Emergin
Segments BRI | e cnatiggr oot o ]  onsoeter hciosrsny B
et or whahavagone tooun.
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Brand service portfolio

DD.

DESIGNOLOGY

DESIGN | PRODUCT

ANALYSIS

Target definition & positioning
Competitors and environment
Determination of needs (user + human)
Technical framework conditions

CONCEPT DEVELOPMENT

Product strategy & idea development
User & human centred design
Functional and aesthetic concept
technology integration

clarify feasibility

collection concept

DESIGN DEVELOPMENT

Development of design theme

Development of 2D and 3D design

Detail development in 3D

UX & Ul design, product graphics

Definition of shapes, colours, materials, surfaces

CONSTRUCTION

Technical implementation in 3D with regard to
production, cost optimisation,

creating production plansin 2D

VISUALISATION
Definition of variants / collection
Photorealistic renderings, animations

SUPPORT PROTOTYPING
Organisation of prototypes

BRANDING | MARKET

MARKET POSITIONING

Competitor analyses

Best in class / worst in class assessments

Market expectation matrix (offer & customer ex-
pectation)

Positioning idea, concept

Definition of customer types, personas, needs
Derivation of the unique market positioning
Market development strategy (sales, communica-
tion)

BRAND VALUES

Development of corporate vision

Ethics (marketing & operational behaviour)
Brand pyramid

Definition of core brand values

CUSTOMER JOURNEYS

Analysis of customer interactions

Definition of all touchpoints

Development of a consistent message (experience)
Development of customer journey (Ist contact -
invoice)

Harmonisation of off-site / on-site / digital expe-
rience

DIGITISATION

Analysis of degree of digitalisation

Scrutinising ALL business processes
Identification of digitalisation potential (customer
benefit)

Development of new (digital) services

Utilisation of digital competitive advantages

| APPEARANCE

. VISUALS

Cl/CD DEVELOPMENT

Brand value/brand visualisation concept
Logo / design elements (new or redesign)
Development of claims, product logics / names
Corporate Colours & Signature

Corporate Wording

Strategy

BUSINESS EQUIPMENT
Stationery, envelopes

Business cards, MFGs

Quotation and invoice templates

COMMUNICATION

Magazine / Catalogue / Price lists / Folders

Daily information & daily items

Advertising campaigns, adverts / advertisements
Direct mailings, newsletters

Pictograms & signatures

Presentation templates

DIGITAL

Website Design (Graphical, Functional & Technical)
Social Media Post Templates & Campaign ldeas
Google Ad Design (Idea & Creative)

C1/CD/ DESIGN SPARINGPARTNER
Clearing centre for CI/CD/design issues
(materials, communication, on-site, interior,...)



