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DESIGN

1B IBOCXHLLAR XENaHHS
Anticipating the Wishes

Nuanne BaH aeH bepr-Butuenn
ynpaenawan u3 otaena brand intelli-
gence komnaxum Claessens Product
Consultants

CerogHa npu pa3paboTke 6peHaa yxe HeaocTa-
TOYHO NPOCTO NpeanaraTe NoTpebuTento To,
4YTO OH X04eT — HeobxoanuMOo NpeayraabiBaTh
ero xenaHuA. B ronnaHackom areHTcTee
Claessens Product Consultants 4eTko oTcnexu-
BalOT noABnAlLwmecs notTpedbutensckme Tek-
AeHumun, Ha Base KoTopbIx U hopMupyloTeA
BrocnencTsnn BpeHANHroBble CTpaTerun.
JlnanHe BaH feH bepr-Butuens, ynpasnaoLwlan
n3 otaena brand intelligence komnaHum
Claessens Product Consultants, nogenunach ¢
XypHanom ldentity HeckonbkKMMN TEKyLIMMN
noTpebuTensCkuMm TEHAEHUMAMN

CyulecTByeT ABa NoAXoaa K An3aiHy DpeHaoB: UX MOXHO OLEHUBaTh
C TOYKW 3PEHWMA KpeaTuBa, a MOXHO C TOYKK 3peHunA ,qpaﬁaepos ana
notpebutena. B Claessens npv paspaboTke amsanHa ana dpeHnos
Mbl YAENAEM OrpOMHOE BHUMaHWE uMeHHo noTpebutenio. Kaxabli
NPOeKT HavmHaeTcA ¢ o63opa peiHka, OpeHIoB, BPeHIMHI OBbIX
XOM0B W NnoeeaeHua noTpebutend. B areHTcTBe ecTh cneumansHbli
otaen Brand intelligence (ocsegomneHHocTs 0 OpeHaax), KoTopsin
OTBEYAET 33 BbIABNEHWE 3aMETHbLIX TEHAEHUWI 1 obnacTen ux npu-
MEHEHWA. OCHDBI:IBEIHCI: Ha Fﬂ\/ﬁOKOM 3HaHWMK 1 TECHO COTPYOHWYaR
C kpeaTueHbIM oTAenom, otaen Brand intelligence dopmynupyeT
HECKOMBbKO MOAXOMALLIMX CTPATErMin An3anHa. ITOT NOAXOA No3BONA-
eT ausanHepam obnekath NoOHUMaHKe NoTPeBUTENLCKNX TEHAEHUMA
W No3uUMoHMpoBaHuA BpeHaa B COOTBETCTBYIOLIME KpeaTUBHbIE
pewenunna. B Claessens cTapaloTcA CMOTPETh Ha FONOBY BbilLe CBOEe-
ro nmpeﬁmenﬂ, npegnaraf eMy npenmyuiecTea paHblue, 4em OH
YCneeT 3Toro 3axateTb.
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Today for a consultancy elaborating a brand it is
not enough to simply offer the customers what
they want; it Is necessary to anticipate their
wishes. The Dutch agency Claessens Product
Consultants keeps track of all the emerging
consumer trends and uses this knowledge to
formulate the brand strategies. Lianne Van Den
Berg-Weitzel, brand intelligence manager at
Claessens Product Consultants, presents to the
readers of Identity several current consumer
trends and illustrates them with the new proj-
ects of her company

Brand design can be approached in two ways: from a creative point
of view and also starting from consumer drivers. In Claessens
Product Consultants’ approach to brand design, the consumer plays
the leading part. Projects by Claessens Product Consultants start
with closely watching the developments in the market, brands,
branding and consumer behaviour. The agency possesses a special
Brand Intelligence department that discovers large trends and the
cross-overs between them. Based upon all knowledge and in close
cooperation with the Creative department, Brand Intelligence formu-
lates adequate design strategies. This approach enables the design-
ers to translate the understanding of consumer trends and the posi-
tioning of the brand into relevant creative solutions. Creative
solutions by Claessens Product Consultants are therefore designs
that make consumers satisfied and, even more important, happy. In
other words, they go beyond consumer acceptance by creating pref-
erence.
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