Results of the
TYPO3 Branding Workshop
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Participants

Jorg Fackelmayer, Senior Consultant,
Interbrand, Zintzmeyer & Lux AG, Zurich/CH

Daniel Hinderink, Managing Partner
dpool PartnerschaftsG, Munich.Vice-Chairman, TYPO3 Association

Torsten Heinson, CEO,
Business District GmbH, Dusseldorf/D

Robert Lemke, Freelancer,
~ Member of the Board of the TYP Lirg i
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Agenda

|. Product Analysis
2. Brand Building Methods
3. Product Management Integration

Product Profile




Main Questions

® What components constitute a brand!?

® How is a brand built and managed!?
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Product Analysis - Summary

® TYPO3 has an optimal market position to build on

@ Agencies and Developers need to be mtegrated |nto the
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Key Findings

Brands rest on core values,a common vision and mission of
the product’s originators and are communicated through
themes in accordance with the target audiences.

Brands are built by associating experiences with the brand
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Brand Components

Brand Experience
Product,Websites, Books, Events

Brand Elements
Name, Key Visual, Cl Elements, Image Worlds




Brand Building Steps

Association

Consultancies

\ Community
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Brand Roadmap

Brand Platform Design Briefing Cl Deployment Cl Communication

Brand Strategy ClI Design Styleguide Evaluation

& Brand Development

t3brand B 2 Tage 0% Daniel Hinderink

Brand Platform building
R&D-Committee Input N 1 Tag % Daniel Hinderink
User Groups Input N 4.200 1Tag? abina Loicht
Consultancies Input 0 1Tag? Aleks Stojanovic
Evaluation Tools
Custom ggmentation .04, 200 2 Tage ?
Communication Channels N ¢ ] 1 Tag
Evaluation Matrix 0 4. 1Tag?
Brand Strategy Meeting 06.200 1Tag? % Daniel Hinde
Brand Strategy Development 0 30 Tage ? Daniel Hinderink
Brand Design 0 30 Tage ? alph Du Carrois
Styleguide 4.07.200 20 Tage 7 Ralph Du Carrois
TYPO3.org .08.200 20 Tage 7 % Robert Lemke
Cl Presentation 3 5.09.200 1Tag? Daniel Hinderink; Ralph Du Carrois




Next Steps

Define a Brand Platform as a basis for all other action:

- design questionaire on vision, mission, values and themes
- get .com-listed consultancies, user groups and the active
members to participate

O oCt votes a COr

Rindoia Lo Sic i ¥ MO
g e A —r

- k. L I 4 g r i el § 75 ") P
SR T 3 — A i bl e o) T 4
‘G '_.' Jﬁ C Ye P --_ IO -, _'-\-'f-t@\-. R e UL B SR J:-h‘-'n_."-l‘ 'I-'-"" L :’;ﬂ.. 1:“‘ ':‘. "r',f" (A ke
PR e b B RO R T Xed ot s L LA TR SR & R fam Lot st ekt = ARl Rt e bl



Summary

The Branding Project is an Association project touching various
topics of central importance.
It’s results will serve to guide decisions in all areas of the
project. Therefore it must involve input from a representative
part of the people drlvmg TYPO3 ahead today the Association,
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