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TOUCHING THE MINDS OF CUSTOMERS

Customers identify themselves with the lifestyle
around the brand and its products, and need to
be impressed by the entire brand world. This is
the key in shaping the touch points at which the
brand and customer meet.

Creating brand experiences through interaction
promotes a positive perception of the brand
and its products. It is equally important that this
experience bears reference to a concerted
product and brand strategy and generates an
added value. Experiences are what bring brands
to life. People need to have an involvement
with a brand in order to fully embrace, grasp
and understand them. Authentic, unique
and innovative live experiences that touch
people are most effective — after all, a touch is
something they won't forget.

This is our understanding of brand experiences:
These spaces, rooms, encounters and
presentations make a winning impression not
just through their content and quality, but by
ensuring real and virtual brand experiences and
manifesting a positive lasting impression in the
minds of customers.

There are a number of ways to add an emotional
element to the personal brand experience and
increase the customer awareness: shape, space,
architecture, media, light, sound, texture and -
last but not least — a personal contact.

A fascinating, innovative, unobtrusive yet
interactive, and multi-sensory Exhibition Space
Design Area appeals to customers, helping
to build a relationship between them and the

brand while promoting product sales. An holistic
orchestration of the brand is especially important
for an automotive company - starting from the
staging of the cars as »stars« to creating special
technical theme worlds to translating the brand
core values info an immediate life.
Furthermore, brands need people who
consciously shape and communicate
brand messages. This applies not only to the
relationship between people and brands, but
also for each person’s mindset. The behavior
of people as brand ambassadors is crucial 1o
the brand experience, the implementation of
corporate strategy and customer satisfaction.
As the basis of strategy, design, communication
and customer experience, it is equally important
to deal with the ways in which brands are
positioned in the company and through their
brand ambassadors. The human factor may not
be ignored in the integrated corporate branding
Process.



® Marc Ziegler
Managing Partner KMS BLACKSPACE
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Once again Parador presents itself on the international stage
of Domotex 2014 with a spacious brand appearance. With an
enlarged exhibition area of 600 sqm the manufacturer from
Coesfeld, Germany, who is well-known for his premium massive
wood, laminate and parquet floors, dominates hall 9 of the world-
leading fair for floorings. The stand architecture with its dynamic
brand sculpture developed by Dart Design Gruppe decisively
contributes to this dominance.

The impressive brand architecture of Parador rises several steps

high into the space: The steel construction wrapped in black gauze
towers 6 metres into the fair hall for flooring manufacturers. .

The Paragraph - a dynamic, spatial gesture - is the brand space's
core and and a symbol for the enterprise’s strength.

Quote- Author: Birgit Kunth, Head of Marketing Parador

"The fair stand mirrors our brand's core values, like for example
dynamics, openness, innovative capacity."
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Designer
Dart Design Gruppe GmbH

Location
Hannover, Germany

Photographer
Lukas Palik
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