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PLEX is an independent corporate identity and designPLEX is an independent corporate identity and design 
practice in Berlin, run by its founders.

W d i d d l t B d Id titi dWe advice and develop or tune Brands, Identities and 
Images. We combine the most appropriate media, print 
media, electronic media and space, to achieve our clients 
visions.



ÆBRANDING FOR SMES Æ

WHAT
What is a brand?What is a brand?

WHY
Why branding?Why branding?

HOW
H t b ild b d?How to build brand?

29.06.2010PLEX Präsentation Folie 3



ÆBRANDING FOR SMES
WHAT IS A BRAND?

29.06.2010PLEX Präsentation Folie 4



ÆBRANDING FOR SMES
WHAT IS A BRAND?

29.06.2010PLEX Präsentation Folie 5



ÆBRANDING FOR SMES
WHAT IS A BRAND?

29.06.2010PLEX Präsentation Folie 6



ÆBRANDING FOR SMES
WHAT IS A BRAND?
POTENTIALS OF BRANDS

The 3 potentials of a brand:

► 01 summarize information
► 02 minimize risks► 02 minimize risks
► 03 create ideational value

information

BRAND risk

efficency

reductionideational
value Quote:

Marketing Centrum Münster/Mc
Kinsey und Company 
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y p y
„Markenrelevanz in der 
Unternehmensführung“ 2002



ÆBRANDING FOR SMES
WHAT IS A BRAND?
POTENTIALS OF BRANDS

The 3 potentials of a brand:

► 01 summarize information
► 02 minimize risks► 02 minimize risks
► 03 create ideational value

29.06.2010PLEX Präsentation Folie 8



ÆBRANDING FOR SMES
What is a brand?
FUNKTIONEN VON MARKEN

The 3 potentials of a brand:

► 01 summarize information

A brand makes it unnecessary to
to communicate a variety of information 
over and over again.

In markets where there is an oversupply of 
products, the consumer chooses a brand 
because it offers him a focus and a quick 

itirecognition.
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ÆBRANDING FOR SMES
What is a brand?
FUNKTIONEN VON MARKEN

The 3 potentials of a brand:

► 01 summarize information
► 02 minimize risks► 02 minimize risks

A brand gives the buyer the confidence to 
make any wrong decision.  It suggests 
reliability.

The buyer can rely on taste, price, quality, 
warranty etc. of the brand. He must not be 
afraid to make a wrong decision that he 
h t j tif t ft b ihas to justify or even regret after buying a 
product.
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What is a brand?
FUNKTIONEN VON MARKEN

The 3 potentials of a brand:

► 01 summarize information
► 02 minimize risks► 02 minimize risks
► 03 create added emotional value

When the consumer buys a branded 
product, he never buys only the product 
itself, but the underlying emotional and 
communicated “world” of experiencecommunicated world  of experience.

Brands are status symbols and assign 
their users to a particular social group.
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WHAT
What is a brand?What is a brand?

WHY
Why (invest in) branding?Why (invest in) branding?

HOW
H t b ild b d?How to build brand?
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WHY BRANDING?

„For small and medium-sized companies in the 
ndustrial Goods and Services sector is particularly 
difficult to differentiate from the competor, as p ,
qualitative and technical standards of the product 
more and more converge...”
Fraunhofer-Technologie-EntwicklungsgruppeFraunhofer Technologie Entwicklungsgruppe

Brands in the Industrial Goods sector have a high„Brands in the Industrial Goods sector have a high 
relevance in purchasing decisions…“
Marketing Centrum Münster/Mc Kinsey und Company
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WHY BRANDING?

Only one in four German companies 
has a consistent branding (and brand strategy).

In particular, the SMEs neglect their opportunities
to differ significantly from competitors and 
to position themselves better in the marketto position themselves better in the market.
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WHY BRANDING?
BRAND VALUE

45% of the most valuable brands were created before 1945

but also young brands likey g
► Google (Brand Value 100 billion U.S. $) and
► Microsoft (Brand value about 76 billion U.S. $)
are among the world's most valuable mega brandsare among the world s most valuable mega brands.
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ÆBRANDING FOR SMES
WHY BRANDING?
BRAND VALUE

The brand provides a crucial competitive advantage. It provides sustainable 
value for a company and can increase it.

Branding plays not only a huge role for the global brands but also for nationalBranding plays not only a huge role for the global brands, but also for national 
and European brands

Brand Value makes up 56% of total German companies 
(source: PWC, Frankfurt am Main)

Puma + 135% (from 300 million to 700 million €.)
Linde AG (the field of machinery and equipment) + 50%Linde AG (the field of machinery and equipment) + 50%
(In the 10-year comparison: SEMION® BRAND BROKER GMBH, 2009)

PLEX Präsentation Folie 19



ÆBRANDING FOR SMES
WHY BRANDING?
BRAND VALUE

How a brand value can be measured
►Various methods and approaches
►complicated calculations

Factors for brand value
►Awareness of the name
►Consumer loyalty
►assumed / perceived quality of its products
►Associations to the brand
►other assets, such as patents, trademarks, distribution channels etc.

Value determination by
►Semion Brand-Broker
► Interbrand Group

E t & Y►Ernst & Young
►Brand Lawyers
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WHAT
What is a brand?What is a brand?

WHY
Why branding?Why branding?

HOW
H t b ild b d?How to build brand?
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ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?

01. brand strategy
02 brand design02. brand design
03. brand communication
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ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

Which potentials do brands have in the
Industry Goods sector:

► 03 create emotional added value?► 03 create emotional added value?

No personal satisfaction of needs!

Relationship of the buyer to the product 
less personally and emotionally.

Buying decision is rarely made by oneBuying decision is rarely made by one 
person, rather than by a group.
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ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

► 03 create emotional value
► 01 summarize information► 01 summarize information

Rational information delivery.

The purchasing process of is often pre-
defined by formal rules.

Price arguments are more important.
Customised solutions are complex.
Confidence plays a huge role.
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ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

Brand Potential for e.g.
Office Furniture Systems 

► 01 summarize information► 01 summarize information
► 03 create ideational value
► 02 minimize risks

The purchase of office furniture is an 
investment. 

Hedging demand: In case of complaints or 
complications the buyer requires 
arguments to justify his decision.

Office furniture should be of high quality, 
durable, sustainable, easily replaceable 
and beyond this, being representative in 
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ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

“Brand relevance in the B2B sector is coined by 
the function of risk reduction.”
Mc Kinsey/Marketing Centrum Münster 2002

information
efficency

THE 
BRAND

risk
reduction

emotional
added value
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HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

I needI need
security!
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HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

I have to haveI have to have
Confidence in the brand!
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Potenzieller Kunde



ÆBRANDING FOR SMES
HOW TO BULID A  BRAND?
BRAND STRATEGY
INDUSTRY GOODS SECTOR

CONFIDENCE

SYMPATHYCOMPETENCE SYMPATHY
PASSION
CREDIBILITY
PERSONALITY

COMPETENCE
EXPERTISE
EXPERIENCE
TRADITION (HERITAGE) PERSONALITYTRADITION (HERITAGE)
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BRAND STRATEGY
BRAND ANALYSIS
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Æ

BRAND STRATEGY
BRAND ANALYSIS/EVALUATION
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HOW TO BULID A  BRAND?

KNOWLEDGE

BRAND STRATEGY
BRAND POSITIONING

KNOWLEDGE

DESIGN CERTITUDE

PRODUCT
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HOW TO BULID A  BRAND?
PROCESS
(PLEX 6i PROCESS)

goals analysis strategy creation realisation quality

INTRODUCE
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AGENTUR
Projektleitung
GF Projektleitung
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Zeit
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Projektleitung
Geschäftsführung Projektleitung
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02
HERHOLZHERHOLZ
CORPORATE BRANDING

I d t h th t l l l l iIn order to reach the next level as equal planning 
partner for architects, PLEX redesigned an existing 
corporate design, evolutionized the logo, and 

fdeveloped tools for architects and clients.



ÆHERHOLZ
CORPORATE BRANDING
PROZESS

Vorher:
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ÆÆHERHOLZ
CORPORATE BRANDING
PROCESS: BRAND WORKSHOP
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ÆHERHOLZ 
CORPORATE BRANDING

Æ

CORPORATE LITERATURE

By creating the leitmotif "Neue Räume y g
eröffnen"  (open up new spaces) PLEX 
developed and designed several 
publications.
► An image publication helps to re► An image publication helps to re-

establish Herholz as a leading brand 
for high quality doors.

► A planning tool supports architects andp g pp
► a catalogue for private end users 

points out the premium positioning.
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ÆHERHOLZ
CORPORATE BRANDING

Æ

FAIR STAND
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INTERFACE FLORINTERFACE FLOR
BRAND COMMUNICATION PROJECT

Si th G k t i t diti ll f th tSince the German market is traditionally one of the most 
difficult for the leading carpet tile manufacturer, 
InterfaceFLOR needed a concept that would dispel all 
prejudice.



ÆINTERFACE FLOR
BRAND COMMUNICATION 

Æ

DIRECT MAIL

In order to reach not only architects but y
also end users and builders, PLEX created 
a direct mailing including different 
arguments and product samples for each 
one of the target groupsone of the target groups.
With a triple mailing, we could make sure 
that each member of the target group 
would pay most of his attention to the p y
arguments that were the most relevant for 
him.
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ÆINTERFACE FLOR
BRAND COMMUNICATION 

Æ

ADS

InterfaceFLOR is not only the leading 
brand for carpet tiles, it is the leading 
brand in terms of sustainability. Therefore y
we designed and placed several ads in 
several print media.
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ÆINTERFACE FLOR
BRAND COMMUNICATION 

Æ

MEDIA  AND FAIR STAND

The target group was to notice, that the 
prejudice concerning carpet tiles is not 
important any more InterfaceFLORimportant any more. InterfaceFLOR 
pointed out, that carpet tiles allow more 
freedom in designing spaces than normal 
carpet. The Claim „Piece by piece to the y
perfect picure“ tells a story about design 
and beauty.
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ÆINTERFACE FLOR
BRAND COMMUNICATION 

Æ

FAIR STAND

The  claim and the concept were first 
introduced in January 2009 at  BAU 2009, y
Europe‘s leading fair for the building 
industry.
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Thank You!

PLEX G bHPLEX GmbH
Köpenicker Straße 48/49
D – 10179 Berlin-Mitte
Fon +49.30.308636.0
Fax +49.30.308636.99
www.plexgroup.comp g p

© by PLEX


