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SILBERWARE

advartising + design + digital

M habies wem harmad in the productian of this brachurs
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brand s nox yye zines. Your
brand \g “m":%\ © \Manes \haniuuus group fore out of mag < problem.
Your b Wacketing fluft.” Your brand is not your agency
¥ 0vand is not an abstract concept disconnected from what your
company really does. Your brand is the sum total of every interaction
your customers and your partners and your suppliers have with your
company. The advertising and the website and the reviewss ang the

word-oi- mouth and the packaging and the nstruction Manual and the

oroduct e formance and the soothing voice of the ga)\ CRONRY veqresen-

tative, Your brant f ot an afterthought, Your AN g \our business.

—Trisdlitional brisnckng guy, rant

"‘i i Dell Computer took its brand online in 1996.

- | Within three months, the company was selling
w1 51 million in systems per day via its weabsite.
Two years later, that figure was 5480 million
per day. Today, more than half the company's
==| 530 billion in sales is done online—one of the
top five e-commerce businesses in the world.




But enough abeut yeur brand. Ler's talk about ours: We'll holp you be cleat, consistent and persuasive, even
SILBERWARE builds strong brands twalve ways, from

sirateqy throvgh execition,
Our walue praposition is, we
ereate pourvalue propossion—
wie figure sut who

your company is and |
wiy amyone glse
should care, Then we
translate that
message ino
memozhle wonls
and images that rasonate \'*i
wilh customers, pariners,
mvestors, the press, even ‘ﬂ
yaur own employees,
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wihen your basiness madel i in
tramsition. We look at every

leand holstically, and apply &
praven mtagrated commun-
catiens methodology
theat we call the

360" Bramd Expenence.
| So if you've just closed a
roumil, opened & new

iES H , maket. or discovered
A compeditive threat,
l "“ SILBERVWARE wil help your
Q}? beand evolve to mest the
challesye, seime the
opportumity, and drive resuls.

Procter & Gamble's Cover Girl brand uses the
Web to extend its core equities. It offers make-
up instruction, customized recommendations,
club membership perks and other extras
designed to keep teen users in the franchise
longer before they move on to higher-end
department store brands.




HOwW may we helpyou?

Adyertising
BrandStrategy
Collateral
Copywriting
E=COMMENCE

Naming« noemenclature
Presentations

Rich miediaads
Sales:materials
Trademark <+ UBL

Logo~+ corporate D User experience +- HC!

Multimedia

Web-development

ASK-about our specials’
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Columbia House is using the Web to transition
from an old-fashioned mail order service to a
virtual club. The user interface and graphic
design foreshadow the company's move from
mailing tapes and DVDs to delivering broadband
entertainment online. Using chat rooms, forums
and bulletin boards, the club really is a club.




The following businesses have had the pleasure of working
with members of the SILBERWARE team.

APPAREL KIDS ENTERTAINMENT + TECHMNOLOGY
Champion Sportswear Hi-C MED|& Azkleavas
Dackars Krafi Kids Bonk of the Month Club Dall Compuar
Liz Claibarme Postal Columilis Houss Diress Response Technolagies
Saks Fifth Svenas Lurmsmati Flamsinco Mabwarks
Timdarlgnd COMNSLIMER Frys.com |Conda Mast] Intal
Taemmy Miliger PRODUCTS Mars Asic KLOCwark
Caty FarantTima | TimeWarnar) Laxmark
AUTOMOTIVE Crywtsr Girl Tima Square 2004 WEEANG
Audi Estar Lawdar Hermx
autobytal com HIC HEALTH CARE
Lexus-Europe Husgo Boss ComeGuide TELECOM
M B Cincology.com ATET
BAMNKIMNG + FINAMNCE Pt Pdaizl Titlereisl Crslimm
Az Trading Pamlene Sprini
Allipnea Capltal Pringles PROFESSIOMNAL TelStraet.com
Elue Vector Aedien SERVICES Winstar
Chase vVista Funds Seagram Lexis-MNaxis
Cilibank Mastercardvisa Sou Son McKinasy & Company THRAVEL
CHMEn Whirlgaal Performawnrks Britesh Alrwways
5E Capital Primardiz| Carlson Compansas
Greamwich Assooiaies EDUCATION Rasurms Builders Morthwwest Airlines
INBUTANEELCOM 5iFA [Columbia U}
JPRargan UEWeb'TES 101 RESTAURAMNTS DTHER
Pimco Funds WAL Madia Burger King Prople for the Amarican Way
TheStreatoom Fondarosa Sieakhoused [
Tradescape.com
Wingspan Bank
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Fidelity's Insurance.com start-up set out to
INSURANCE.COM e change the unpleasant experience of buying
Q insurance: “Prepare for the unexpected,” the
AR . SN, o brand promised. And it is different: no pressure,
1 41 1 = ° no hassles, and unbiased information organized
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to match the user's need-state. "As close to fun
as imnsurance gets,” offered one customer.




Mark Silber, president + creative director of SILBERWARE, is a vateran
creative professional with almest two decades’ experience in advertising,
meny media, e-business consulting, and client-side markeating. Befora
founding SILBERVWWARE, he was founder and chief marketing officer of
Primordial, an IT consultancy and enterprise software company, and

presidant of Brand Conception, a brand strategy and design consultancy.

Freviously, he was partnar, executive creative director of LSWebD/CKS | an
abusiness strategy, tachnology and design firm, Prior to that, he was vice prasident, exacutive creative
director of Grey Interactive, the digital marketing arrmn of Grey Advertising. He has also held positions at
Saatchi & Saatchi Advertising and Lowe & Partners, Mark has created brands in numerous categories
including high-tach, financial services, and consumer goods. He has served both Fortuna 500
companies and start-ups, and claims creative responsibility for several hundred websites, An honors
graduate of Harvard College and a meamber of the Mew York MNew Media Association and the Gne Club,
Park has received numercus awards and acosdades, including Cannes Interactive, CASIE, the Clics, the

EFFIEs, the New York Intermastional Film Festval, and the One Show. He is hot freaking stuff,
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~~ FOR EVERY NEW BRAND THAT SUCEEEDS; QUITEAFEW ~
» DON:T MAKE IT. Every year, half a million majornew

= products are introduced, 25,000 new companies are fourided,
* and 100,000 new brands are registered. Will yours break ~
* through? Will it thrive? Will it even get noticed? r
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Liz Claiborne's online mission has nothing to do
with direct sales—it's to keep customers
informed of each season's new styles and
colors. For women without access to a physical
Liz Claiborne store, the waebsite serves as a
connection to the brand—a digital lifeline for the
company and the fashion-forward consumer.
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IT HELPS IFAOUR P5HTNEH UNDERSTE S YU.

SILBERWARE

info @' ilbarwara.com | Z12-€91-2672 | www.zilho




