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This document serves as information and inspiration for a holistically
lived corporate brand. Its contents provide guidance for all areas of
the company, corporate thinking and behaviour, as well as corporate
design and all communication measures. It also contains the context
and situation that led to your brand definition and positioning.

What is the history of your com-
pany? What was your basic idea
when you started?



What are you good at?

What are your professional
strengths and how do they bene-
fit your customers?

What are you good at?
Define keywords.
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Spirit
What is the spirit of the brand?
Example

Interdisciplinary & future-oriented: The brand thrives on bridging the gap between
technology and creativity.

Connecting & globally minded: Multilingual teams, international locations, and cul-
tural sensitivity (especially in Latinamerica).

Collaborative & solution-oriented: Much of their content emphasizes teamwork with
clients, long-term cooperation, and co-creation.

Overall, ara comes across as an agency that combines innovation with pragmatism
— not flashy, but efficient, solution-driven, and always strategically thought-out.

The spirit of ara is shaped by interdisciplinarity, innovation, and an agile, collabora-
tive mindset — blending creation, technology, and data-driven processes.
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Future
What wants the brand to be in the future?

Example
Scaling digital marketing processes through automation and intelligent platforms.

Expanding international presence, particularly in Latin America and Europe.

Technological leadership in innovation: Al, progressive web apps, ERP/CRM data inte-
gration.

Strengthening thought leadership: ara Academy, workshops like “Marketing meets
Tapas,” and marketing publications.

The vision, in short: to be a holistic tech-marketing partner for international B2B
brands — offering tailored solutions from strategy to execution.
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Who is your target audience? Who
are your customers? What do you
know about your customers? What
does your company mean to your
customers?



Talk About
What would you like the brand to talk about?

Example

Unigue Brand Characteristics

Focus on holistic digitalization — not just campaigns, but systemic thinking.
Gamification as a marketing tool, e.g. digital advent calendars, branded games.
Agile methodologies — Scrum, agile coaching, product ownership.

A culture of events with a personal touch (“Tapas” breakfasts, impulse talks).
What makes this brand stand out?

The unigue selling proposition lies in:

“Marketing meets IT”: Technical depth meets creative brand work

Global mindset with local execution

High level of marketing process automation

Strong interface expertise (CRM -> website -> content -> analytics)

We don’t just talk about “leads” or “clicks” — we talk about systems, processes, and
growth strategies, which is essential for B2B clients.
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Kewords Example

Describe your brand in 3 words innovation
(or more ;)) solution driven
technology
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