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Q) PARIS



Historical nave New nhave



Parizs mottdja: ,,Hanykolodik, de el nem sullyed”

The logo is based on the nave - the historical symbol of Paris representing a boat, symbol of the capital for over a

thousand years. The city’s motto is Fluctuat Nec Mergitur - Fluctuates but never sinks. The visual identity of the

city of Paris is a rendez-vous with ourselves, all Parisians and all those who operate and work, night and day to

improve our daily lives and enhance the aura of this city like no other.

CARRE NOIR PROJECT PAGE









07 juillet - 02 septembre 2018

parisplages.fr




L

o e
o ; Mw“v &
\“L:-d”;ﬁw .smew*’ g
‘ <.°.‘,‘c\‘“‘ i
«
w“"‘ﬂ

T, N
A W
o

et
poe



Free 4G

<

0 paris_maville

Qv

5 110 J'aime
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Paris city new identity

#Paris #parismaville
#parisjetaime

Free 4G

<

Q paris_maville

Qv

5110 J'aime
paris_maville @carrenoir_agency designs

Paris city new identity

#Paris #parismaville
#parisjetaime

Free 4G

<

o paris_maville

Qv

5 110 J'aime
paris_maville @carrenoir_agency designs
Paris city new identity.

#Paris #parismaville
#parisjetaime







3
!

e




Q) PARIS



LPARIS QO PARIS

BEFORE AFTER

and the arts.” This redesign is NOT a tourism brand, it’s for the City of Paris, the organization that
provides city services and information — all the unsexy stuff that makes a city work. As the result of
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Tourism in Paris
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Meddig terjesztjuk ki a branding fogalmat?

— Szlogen és logo?

— Verbalis és vizualis rendszer?

— Szigoru elbirasrendszer

— Stratégiai gondolkodas?

— Konkréet marketingkommunikacios eszkozok?
— Termékfejleszteés, varosepités, varosszépites?
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Markamodulok (egyfajta éiményigeéretek)
Bécs (Vienna) esetében

— Imperial heritage - Vienna is a city with an impressive imperial heritage.

— Profusion of music and culture - Vienna is the world capital of music and culture.

— Savoir vivre — Vienna enjoys a unique lifestyle with savoir vivre.

— Functional efficiency - By international comparison, Vienna functions extremely efficiently.

— Balance of urban and green areas - Vienna maintains a balance between urban and green
areas in a way that no other metropolis does.

Ezek alapjan az alap markaértékek az osztrak fOvaros esetében: “sensuous”, “timeless,’
“cultivated” and “premium quality”.

Az elsé szlogen pedig ezekbdl kiindulva: ,Now or Never” (,Jetzt oder Nie”)

Kiemelt szin: Arany






At this very moment,
somebody is experiencing
the spirit of Sisi in her
bedroom. Too bad that’s
not possible in your
bedroom.

& : At this very moment all
i weeemmmema s N 17 bells are ringing at
St. Stephen’s Cathedral. |
.| Can vou hear them? g
Of course not, youTe :
' not here.
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At this very moment the
music at the Vienna
State Opera House is
shivering down
someone’s spine.
¥ Why not yours?
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At this very moment
the Danube is
reflecting a smile.
Too bad, it’s not yours.

eSS
L At this verv moment a
» o brimstone butterfly is
if landing on someone’s ___
foot in the center of |
83 Vienna. When will
one land on vours?
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%7 At this verv moment
" someone is drinking
pure mountain spring
- water fresh from the
tap. You should try it.
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Adding value with
emotion

Strong brands create a clear, distinctive and relevant image in consum-
ers’ minds, and in doing so increase desirability. They are emotional con-
structs that exist in our heads and essentially create appeal through a
clear position, going beyond the functional aspects of the product they
represent, and generating added value through emotional attachment.

This is particularly important in tourism since travel decisions are
prirmarily led by emotional motivation.

CREDITS
Publshed by. VierngTowistBoard, nvaldensr 6, 1060 Vienna T 443321140, B brandmanagement@wieninfa
Copyrights. Al images € WenTouriamus/ Peter Pigaud. Concmpt and desgr. WIEN NORDimsite s

Wienna, October 2006

From objectives
to strategy

Given the complexity and diversity of a tourism brand, a clear and
consistent brand image in all communications is a vital aspect of
presenting & brand effectively.

Which is why the ViennaTouristBoard's objective is to further sharpen
the focus within its marketing activities.

WE CAN ACHIEVE THIS BY

The positioning of the brand is characteristically and authentically
Viennese, clearly differentiated from competitors on the market and
creates emotional resonance.



From
strategy to
brand core

In collaboration with Munich's Gruppe Nymphenburg the neuromar-
keting approach was selected to help develop strategic positioning.

Taking the existing brand definition as the starting point, the
Vienna brand was subjected to a comprehensive analysis, which
examined at internal and external perceptions as well as leading
competitor cities. Here, as at the stage of creative implementation,
evolutionary thinking was at the forefront.

The brand core. “Encouraging Enjoyment”, was at the heart of the
new positoning. It defines the overarching stance of the Vienna
brand, which is applied at an emotional level and covers the many
different tourist sights, attractions and other aspects of the city. This
approach supports focused global brand communications, which
also underlines the capital's wide variety of attractions.

ENICKMIERNT

This attitude reflects a freedom to consciously enjoy objects of
interest in the city as well as moments. Vienna sets the stage for
individual enjoyment and encourages its visitors to savor every
moment of their stay according to their personal preferences and in
all its rich variety.

The brand core value serves as an “invisible”™ strategic leitmotiv. It is
creatively interpreted and brought to life in brand communications,
and as such stands independently from the claim.



From
brand core
to brand benefit

To become relevant, a brand must demonstrate its social advantages.
It refers to the target group's motives and needs that can be
addressed by the product being offered. This is achieved by the
emotional moments of enjoyment that Vienna delivers for its visitars.
The functional advantages zero in an the city’s diverse offering, which
is bundled in the five assets of the Vienna brand.
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From brand
positioning INto
the minds of the
target groups

There are specific target group focuses depending on the market, to
ensure that the various circumstances and the potential are used to
the greatest possible effect.

When attempting to explain people’s different behaviors,
a deeper understanding of their circumstances, attitudes and mo-
tives is far mare revealing than looking at purely socio-demograph-
ic factors. Which is why the ViennaTouristBoard is working with
Limbic® types in the new brand strategy.

Four target groups have been identified as the most relevant
globally for Vienna's brand communications, based on analysis of
extensive market research data.

GLOBAL CORE TARGET GROUP

THE OPEN=-MINDED
EMOTIONAL CORE:
ENJOYMENT, ACTIVE LIFESTYLE,
OPENNESS TO NEW THINGS

Members of the open-minded target group have an optimistic, active
attitude and say yes to whatever life throws in their path. Enjoyment is
mare important than status. Cultured and appreciative of art, they like
to consume and are open to new trends. They are particularly well in-
formed when it comes to travel and are often asked for recommenda-
tions by other people. They have a predilection for city breaks, since
they like discovering new things, and the majority of them take sever-
al short breaks a year. Although this target audience can be found in
all demographic groups, they are more likely on average to be female,
younger and better educated.

EXTEND GLOBAL CORE TARGET AUDIENCE

THE PERFORMIERS
Most heavily representad in middle aged groups, this is a primarily
male, higher-income target sudience. Status and prestige are
particularly important.

TS LS e
TTHE FIEDONISTS

This young target group is always on the lookout for new experiences.

Individualism and spontaneity are particularly important.

THE RARMONIZERS

This group is predominantly female and middle-aged. Harmonizers
are particularly family-oriented and represent a broad demographic
cross-section.

9



From theory
to practice

The “Encouraging Enjoyment” brand core is made tangible by emo-
tionally involving the person interacting with it. We focus on memora-
ble emotions that are triggered by cbvious moments of enjoyment. It
is precisely these moments that make a trip to Vienna so unforgetta-
ble and ensure that the stay lives on as a positive memary.

LOGO AND CLAIM

Among its peers, Vienna stands out as the “cultivated jewel”. Taking
our cue from this, we express the city’s premium self-image in our logo.

A moment of enjoyment that endures for ever: our slogan con-
stitutes this notion, captured in words. it provides a thematic constant
for our brand communications.

The separator in the center of the slogan reférences a Wiener
Werkstatte trademark symbol and provides a visual break, represent-
ing a pause to savor 3 moment of enjoyment. The lack of punctua-
tion at the end symbolizes that this moment lives on forever in our
thoughts,

VIENNA

NOW € FOREVER



THE CENTRAL IDEA

Vienna offers the experiences of a major world capital, without the
stress factors associated with a major world capital.

This easygoingness is also expressed by the central commu-
nicative idea - as numerous personal moments of enjoyment that
can only be experienced in Vienna. However, instead of telling our
target audience which moments of enjoyment await them in the city,
we trigger their imagination - by inviting them to join in the experi-
ence of enjoyment being savored by a person in Vienna.

This means that every contact with the brand establishes an
emotional connection to the person experiencing it.



www.vlanna.lnfo

Coffee to stay.
Memories to go

VIENNA

ViennaTouristBoard

VIENNA

CONVENTION BUREAU




Amit lehet belole tanulni:

Stratégiai gondolkodas

Modulok / témak

Egységes kommunikacio

Rendelkezésre allo kép- és videdadatbazis
Kreativitas
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Megvan, Budapest mit szeretne mondani:

— Fenntarthatosag
— Sokszinlség
— Biztonsag



Ez a gyakorlat mindig segit: mik vagyunk és mik nem




Something for everyone
Noise and hassle

Packed

Sweltering
Superficial
About complex cultural codes

For masses

Polluted

Formal

Artificial

Bling bling

Dangerous and unpredictable
A place to show off

Something special for the ones that think they have seen it all
Peace and quiet
Spacious

Fresh

Holistic
Straightforward

For individuals

Clean

Inventive

Natural

Authentic

Safe and secure

A place to be yourself
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"] have no material needs.
Nature gives me everything.”
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Ha az alapok rendben, akkor folyamatosan
bovulo kreativ eszkoztar :

Fun facts

Sajat betltipus
Instagram helyek
Influencerek

Stb.
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Mi mindent kommunikaltunk eddig
Budapestrol?

— A city to visit, a city to live
— Hot choice
— Spice of Europe



Hungary — Some Like it Hot (illetve Budapest — A city to visit, a city to live)
(2004)

43 Some Like it Hot - Tony Curtis about Hungary - Microsoft Internet Explores = |I:I|£I

“"Some Like it Hot” and Hungary is Hot, Hot, Hot!

Hungary is one of the fastest growing destinations for American long haul
travelers, Tony Curtis, the famous Hollywood actor and the star of the movie
"Some like it Hot", shot a television commercial in Budapest promoting his
homeland of Hungary as a travel destination.

T\ Upen ‘J'I
This was no ordinary commercial shooting,
it was similar to a reunion. You can clearly
see the mutual admiration that the
Hungarian pecple have for Tony Curtis and
likewise the actor for his beloved hentage.

Reading some guotes from the nterviews
that were taken curing the shooling also
conveys Mr. Curtis’ warm feelings about
the gestination,

Thank You Tony!

L -

-’-.I.. . T" ..- ¢ here Vie N =k -l' &0 cli
(d] wawnw, gotohungary.com _'“-' C“Ll\' here to view the video ciip




Budapest, a new capital of Europe
(2013-14)




After 400 years of the Romans, 150 years
of the Ottomans and 45 years of the Soviets

you'll be the first who's
welcome to stay longer,
So have an extra night on us!

1 Decem 1 March 08
www.budapestwinterinvasion.com

Budapest — Be a winter ,,invader”!

(2008)

Follow the Romans, the Ottomans and the Soviets .
Be a winter 'invader'and have an extra night on us!

There are so many unforgettable things
1o experience here. Make time to see them all!
Book three nights and get a fourth free.

| December 07 - 31 March 08

* www.budapestwinterinvasion.com

Masvi=—g4 ©) * E 7




Budapest — Winter’s hottest choice
(2012)

T ke
Majer Attractions
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BUDAPEST

" & Think HUNGARY
winter’s hottest choice “M“W“j

der heifeste Tipp fur den Winter.
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Budapest — Spice of Europe
(2018)

DISCOVER ESSENTIAL
BUD@ BUDAPEST GUIDE
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WATCH THE MOVIE

PLAY







Budapest — Spice of Europe
(2018)

o
?

Public transportation

Travel to Budapest

ESSENTIAL
INFORMATION

Food 6 Wine

I"I

Buds Castie Night Tou

v

FOOD 6 WINE

MAP WITH




ROM campaing: Bucharest, not Budapest (2013)

J%))) BUGHAREST

ROM presents: Bucharest Not Budapest

‘BucHarest Bucharest Budapest
NOTRMBRPEST

rosg

178 029 megtekintés
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A CAPITAL ColFUSION.

Prestigous eogmpklcobimpaired arfists iee Michoel Jockson, Lron Molden op
Metofficn mistook Bucharest, the capitdl of Romonin with Budupest the cupitol of

the nieighboting sountng Hangany

ROM, he chocolofe bor that bt “Bucharest’ wittten of ower H,

had 4o do something ohoud K.

BUCHAREST

NOT BYBRPEST

] J -
T, o mam Forsigt il B b by ol ooms e, Tyl Ll b il e R e e i el e
matlriyd fe ¥ inem o1 bebeor) S el oL o imon ctaaiont B b o vk o -'i_-pdwﬂ'ﬁ"..l'u.w-

Fhr ] T Sk Ay, TPt el o P o ey

e el iy,

-'-'-,ﬁ

S LN, W oL . LU
'-'l-lllwhﬂulrl- 1 fbiapre gred] devajrs gl gl
g [hun Farenl woem

Tt coructrt i Ferans Wit wlly o A el wiymt o
Tainn o i e



f"
HELLO, BRUCE!

HOW WAS YOUR FLIGHT?

KIND REMINDER FOR TONIGHT:
IT’S “HELLO, BUCHAREST!”,

NOT BUDAPEST.

You didn't start the confusion, but maybe you can help end it. Thanks.

bucharestnotbudaptest.com —_— |
BUCHAREST ||
NOT PTEST




W

E r“_i the confusion on bucharestnoth

SEE you AGAIN IN

inotbudapest.com

End the confusion on buchare




WELCOME TO | NEM BUKAREST
NOT BUCHAREST! | KOSZONTI ONT!

End the confusionon | A félreértésnek vége:
bucharestnotbudapest.com | bucharestnotbudapest.com




This computer is currently

in Bucharest (hoetBudapest)

‘ BUCHAREST \
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end the confusion on
bucharestnotbudapest.com




ROM campaing: Google

HOME  ¥OURL OFINIESR  CHANLE IOMANIAS IMALE SHART NOSIANTANS

WAKEN THEE. ROMANIAN!

INTERNET

P IS PROVE THE WORLD THAT ROMANIANS ARENT
SCUM. UGLY OR RUDE.

) CHANEE ROMANIA'S IMAGE

Other longuoges
Chik and change
b 1 Clich 3 ghans
lai foimainE sonl wlelgarts {1 .
FOMmanEnE rd amdact 1 | FrirmE i il SETlasE
T les 1o

T P L B 25 (pumars <ont des wolears de poales O 8Lt Batid
o manisns are wly ._ lgs roumains sort des volears romans sunt prost
fafmsarEns are rade Formaned Sunt pa dech oSl
POl Pl el T e e i ramane Sunt kot

|&8 roumars 2onl racistes
les mumars sant |atins

COOGLE ROMANIANS ARE SMART IN A5 MANY LANGUAGES AS POSSIHLE
AND LET'S CHANGE ROMANIA'S IMAGE DN THE INTERNET.




Mit latnak belolunk online?

Google

Youtube
Facebook
Instagram
Mindenféle egyéb



budapest U s @
Go gle p m v o\ wee A
Q Osszes @ Térkép [= Képek [@ Hirek [ Vvidedk  : Tovébbiak Bedllitasok  Eszkézok W Gydjtemények Biztonsagos Keresés »
hungary hotel wikipedia hotel budapest hungary varos varosnézes szalloda turisztikai turizmus latnivaloi varosnézo >

Budapest — Wikipédia Budapest - Wikipedia Budapest — Destinations | TAP Air Portugal Budapest | Mamaison Hotels & Residences
hu.wikipedia.org en.wikipedia.org flytap.com mamaison.com




Sl A #& youtube.com/results?search_query=budapest&8sp=CAM%253D
= E3YouTube™ budapest
o Kezddlap
¢  Felkapott
i@ Feliratkozasok

[_q Koényvtar

£  Eldzmények

]  Videsid

@  Megnézends videdk

il Kedvelt videdk

FELIRATKOZASOK

5 Patrik the Hungarian ...

0 Tallozas a csatornak ...

TOVABBIAK A YOUTUBE-ROL

23 YouTube Premium

B Filmek

E= Q

(=
]

George Ezra - Shotgun (Lyric Video)
279 M megtekintés - 2 évvel ezel6tt

‘ George Ezra &

Video produced by Paint Studios Sign up 1o George's newsletter: hitp://smarturl.it/EzraNL?IQid=y1 Sign up 1o

George’s ...

George Ezra - Budapest (Official Music Video)

194 M megtekintés + 6 évvel ezel6tt

‘, George Ezra &

Subscribe to George Ezra: http://smarturl.it/GeorgeEzraYT?1Qid=yt

Budapest Airport - Security at the airport

92 M megtekintés - 8 évvel ezeldtt

o Andrés Sarkadi

Client: Budapest Airport Agency: White Rabbit Director: Otto Ritter - ritterotto.blogspot.com/ Art Direction: Kata Muller,

;_— Ambrus ...

Playlists: Wanted On Voyage ...



C @ facebook.com/visitbudapest & Q w "4 N eﬁ*

f Q) Search Facebook
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’ Visit Budapest

sitbudapest - Tourist Information Center © Send Message

Shop Photos Videos More * il Like

M Vis Budapesh at Fisherman's Bastion.

- S

LIPOTVAROS | et’s say goodbye to winter with this lovely snowy picture of the
Fisherman’s Bastion &
@visit_budapest official on IG

BUDARPESH



f Q) Search Facebook

Spice of Europe

@spiceofeurope - Tourist Information Center

Videos Photos

noe7AclIT

About

More =

les Photo/Video

,.~== Spice of Europe
T 13h-Q

© Learn More

[7 spiceofeurope.com

1h Like © Message Q

Create Post

Check in Tag Friends




Koszonom a figyelmet!

Dr. Papp-Vary Arpad
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