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VARIOUS MEDIA SHOWING THE ATLAS.ti 8 CAMPAIGN.
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BROCHURE REDESIGN

Debunking the 
Myths of the 
First 100 Days 
THE IMPLICATIONS OF THE NEXT
ENERGY TSUNAMI

The Boston Consulting Group (BCG) is a global 
management consulting firm and the world’s lead-
ing advisor on business strategy. We partner with 
clients from the private, public, and not-for-profit 
sectors in all regions to identify their highest-
value opportunities, address their most critical 
challenges, and transform their enterprises. Our 
customized approach combines deep in sight 
into the dynamics of companies and markets 
with close collaboration at all levels of the client 
organization. This ensures that our clients achieve 
sustainable compet itive advantage, build more 
capable organizations, and secure lasting results. 
Founded in 1963, BCG is a private company with 
77 offices in 42 countries. For more information, 
please visit bcg.com.

JORGE BECERRA

PETER DAMISCH

BRUCE HOLLEY

MONISH KUMAR 
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TJUN TANG
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Nonest eos 
et Accuptae 
Iste et Velia 
UT EIC TEM HARCHICIT QUO
MINT LAM REM. 

PROFESSIONAL POKER PLAYERS rarely talk 
about “vision” as a path to victory. They focus 

on how best to play the cards they are dealt. When 
players are making their bets, the cards themselves 
are important, but so are other factors: the posi-
tions and strategies of the various players, the size 
of their bets, the amount each player can afford to 
risk, and even each player’s energy level, mood, and 
confidence. In other words, a player’s starting posi-
tion matters; the odds of success for any particular 
choice depend on the context.

A CEO’s strategic and investment choices are also 
calculated bets, made in a competitive and uncer-
tain environment. Winning strategies create value 
over time, returning more than a dollar for each 
dollar invested. The range of potential investments 
is diverse and dynamic: acquisitions, new plant 
capacity, share buybacks, innovation investments, 
expenditures for customer acquisition, a divestitu-
re that exchanges future business results for cash 
today. As in a poker game, your starting position 
provides important context when you are choosing 
how to play your hand.

One of the challenging aspects of ma-
naging a company’s investment choices, 

however, is to gain an accurate understanding of 
the appropriate context. Sometimes the players 
at the table—and even the game itself—change 
in unexpected ways. 

Many executives frame their strategic context 
primarily in terms of their industry. But as com-
petitive boundaries shift, companies with quite 
different business models and economics com-
pete to serve similar customer needs. Amazon.
com, Wal-Mart, and Best Buy all sell consumer 
electronics; Juniper Networks, Alcatel-Lucent, 
and Cisco Systems all compete in telecommuni-
cations equipment. And most industries today 
show a wide range of company starting posi-
tions—each with distinctive business economics, 
types of risks, and opportunities. Consider the 
different priorities of Southwest and American 
in air travel, or Target, Sears, and Kohl’s in 
retailing. 

Although starting positions are multidimen-
sional and vary widely across companies and 
industries, experience and intuition suggest that 
there electronics; Juniper Networks, Alcatel-
Lucent, are some common types that occur 
repeatedly in the marketplace. We call them 
value patterns. A value pattern describes how 
a company’s starting position at a given point 
in time shapes the range and types of strategic 
moves that are most likely to create value. Some 
value patterns are fairly intuitive and easy to 
grasp. For example.

Eptaquame voluptas es volore, volende mporro 
blabo. Nam fuga. Pidel maximus eosa volupis 
dolest, sunt aliquam, cus molupta tumquiscipit
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BCG Has Identified Ten Value Patterns,  
Each with a Distinctive Profile
# Value 

pattern 
Company 
examples

Enterprise 
price-to-

book ratio

Sample  
(%)

1 Healthy 
high 
growth

Tencent, Tata 
Consultancy 

Services, 
Amazon.com

6.0 5

2 Discovery eBay, Gilead, 
SAP

7.2 4

3 High-value 
brand

IBM, Danaher, 
H&M

3.4 23

4 Asset-light 
services

Dell, Li & 
Fung, Costco 

Wholesale

2.4 7

5 Asset-
heavy 
discovery

Intel, Akamai 
Technologies, 

bioMérieux

2.1 3

6 Average 
(diversified)

Honeywell 
International, 

Siemens, 
Wesfarmers

1.5 28

7 Hard 
assets

Chevron, 
Saint-Gobain, 

Alcoa

0.8 17

8 Utility-like Aéroports de 
Paris, Exelon, 

Waste 
Management

0.7 3

9 Deep value ArcelorMittal, 
Safeway, Air 

France

0.7 6

10 Distressed Tokyo Electric 
Power, 

Eastman 
Kodak, 

American 
Airlines

0.9 4

Source:  BCG analysis.
Note: The total sample, from 2011, comprised 2,693 global 
companies.

A-head. Henderson Head, 13 pt
Henibh eu feugiamet ad do coreet, sequam 
quam, si tet at irit lum dolummod magnim 
iureetue dolore ex eumsan henis dolorper sim 
il et delesecte feugiat nit prat, commy niat, 
veliquam zzrit nim irit praestrud tio do odiam 
dolobortio core feu feuisl utpat. elis nim zzrit el 
ut ad dolorem vulput wis nonse facipsu scidunt 
iriliqu ismolor autpat, con hendre molessi tatem 
endio core commy nit irit, consequat.

B-head Style, Henderson Serif, 10pt
Erostisl dolobore diate feugait do consed te 
molore min vel ulla conum deliqua tissim 
iniamco numsan eum vel dit amet praestio 
commolore conum dignim ip eui . elis nim zzrit 
el ut ad dolorem vulput wis nonse facipsu 
scidunt iriliqu ismolor autpat, con hendre 
molessi tatem endio core commy nit irit, 
consequat.

C-head style, Henderson Sans Bold, 9,5pt  
Odolenim velit la adit praesecte dit vel ut 
wisisse quamconse mincil ulla acilit lutat. Volor 
sequissequat prat. Ut nulputatet wismolo 
boreet.elis nim zzrit el ut ad dolorem vulput wis 
nonse facipsu scidunt iriliqu ismolor autpat, con 
hendre molessi tatem endio core commy nit irit, 
consequat.

D-head style, Henderson Sans, Italic, 9,5pt 
Ed tatet vent et iurerat illa feuipsum vullutpate 
el ut am ipit ing etue elis nim zzrit el ut ad 
dolorem vulput wis nonse facipsu scidunt iriliqu 
ismolor autpat, con hendre molessi tatem endio 
core commy nit irit, consequat.elis nim zzrit el 
ut ad dolorem vulput wis nonse facipsu scidunt 
iriliqu ismolor autpat, con hendre molessi tatem 

endio core commy nit irit, consequat. Tuero-
strud diamet alisit nibh er sustrud et, qui tat. 
Faciliquipit at. Ut praestrud tatum incilit.
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Common Value Patterns

 • Challenges faced by healthy and successful 
companies that are still relatively young and 
growing rapidly. These companies have 
invented something new and are gaining 
share in the world as they commercialize 
their innovation. Their business is expected 
(and also priced by investors) to double sales 
several times over the next five to ten years. 
a proprietary product or.

 • Some recent examples include companies 
with a highly scalable digital business model 
(Facebook and Twitter), with an advantaged 
retail format that is still in growth mode 
(athletic-apparel maker Lululemon Athletica 
and restaurant chain Chipotle Mexican 
Grill), or, more generally, with a proprietary 
product or service whose strong a propri-
etary product or service. 

 • momentum has not yet grown fully into its 
visible potential (Intuitive Surgical, makers 
of a system for minimally invasive robotic 
surgery, and Cognizant, an IT consulting and 
outsourcing provider). Investors, seeing the 
strong prospects of these companies, value 
them at high multiples, often in the range of 
four to eight times.

 • Most companies fall somewhere between 
these two extremes. To explore the wider 
range of value patterns, The Boston Consult-
ing Group has been conducting research that 
combines input from our client casework, 
discussions with professional investors and 
corporate executives, and an empirical 
review of the performance.

Valuations of approximately global enterprises. 
The initial findings of this research are intrigu-
ing: we’ve identified ten value patterns within 
the overall market, each with its own distinctive 
combination of opportunities, tradeoffs, risks, 
and relevant strategic moves that are most 
likely to create value. (See the exhibit “BCG Has 
Identified Ten Value Patterns, Each with a 
Distinctive Profile.” 

About three-fourths of all companies have some 
starting-position “spikiness” that differentiates 
them from the average company. These value 
patterns are distinctive1, and to an outside 
observer—such as a professional investor—they 
suggest clear pathways to competitive success 
and value creation.

About one in four companies, however, has a st-
arting position that we call average (diversified).
These companies have characteristics close to 
the average company in our sample. Instead of 
being able to focus on two or three clear issues 
in their investment thesis, they have to take a 
more balanced approach. Value patterns share 
four general characteristics. First, they cut across
retail format that is still in growth mode indus-
try boundaries. Each includes companies from 
quite different industries. And companies within 
a single industry may.

Notes
1. End note style is henderson serif, 8 pt. Oborem acilla 
feugait esse duisisim nulla facilisl dunt autatuero dolutat 
prat alisit aute eum quat, cor amet niam in velis nullaore 
doluptatum voluptat.

VALUE PATTERNS SHARE FOUR 
GENERAL SHARE
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Implications for Senior Executives
Value patterns do not offer a one-size-fits-all 
prescription or strategy cookbook. The invest-
ment thesis and strategic agenda for any par-
ticular company will be highly specific to its 
particular situation and will reflect critical issues 
not captured by the outside view of a company’s 
starting position. In particular, there is an inside 
view, not fully visible to outsiders, that incor-
porates management’s view of the company’s 
proprietary opportunities to create value. 

Nevertheless, by identifying the types of actions 
that are more likely to create value, a company’s 
value pattern is an essential input that helps 
inform the strategic agenda. Put another way, 
knowing your value pattern won’t necessarily 
tell you what to do, but it will tell you where 
the better odds are—and where experienced 
outsiders might expect you to focus. We believe 
that a working understanding of value patterns 
presents senior executives with four key impera-
tives. 

Embrace the outside view. Engage honestly in 
understanding the realities of your company’s 
starting position. How would a savvy investor 
describe it—for each major part of the business 
and for the company overall? Especially when 
there is bad news—a negative industry outlook, 
an underperforming business, or investments 
not performing as planned—it’s critical to 
candidly embrace those facts and their conse-
quences. 

Frame an investment thesis that fits your value 
pattern. Every company needs an investment 
thesis—an agenda that outlines the handful of 
key actions that are required to drive attrac-

tive performance over a specific time horizon 
(usually three to five years). This thesis is not a 
summary of broad aspirations (such as targeted 
growth rates) or a catalog of advantages the 
company enjoys (such as leading brands). 

Actions that, if successful, will create value. 
Management’s ambition is an important input to 
that agenda, but ambition alone is dangerous. A 
good thesis guides and shapes ambition by incor-
porating the specific tradeoffs, risks, and pressu-
re points of the company’s starting position. 

Test your investment thesis for new unlocks.  
For every value pattern, there is a small set of 
specific and critical leverage points that have 
the potential to unlock large amounts of value. 
Leading category innovation, fixing a troubled 
business, simplifying the portfolio, paying down 
debt, returning more cash to investors, impro-
ving asset productivity, and other moves might 
be among the key moves that drive success. But 
which levers really matter depends on the value 
pattern.

Anticipate shifts from one value pattern to 
another. Over time, businesses change, and their 
competitive environment shifts, sometimes ab-
ruptly. These changes trigger different business 
economics and investor expectations, causing a 
transition from one value pattern to another. 

One of the biggest challenges facing executive 
teams is being able to recognize the significance 
For every value pattern, there is a small set of 
specific and critical leverage points that have 
business, simplifying the portfolio, paying down 
of such shifts and respond quickly and appropri-
ately. In many cases, these marketplace shifts.
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To find the latest BCG content and register to 
receive e-alerts on this topic or others, please visit 
bcgperspectives.com. 

Follow bcg.perspectives on Facebook and Twitter.

© The Boston Consulting Group,  
Inc. 2012.
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The BCG Game-Changing Program
We are living in an age of accelerating change. 
The old ways are rapidly becoming obsolete, and 
new opportunities are opening up. It is clear that 
the game is changing. At The Boston Consulting 
Group, we are optimistic: we think that the funda-
mental drivers of growth are stronger than they 
have ever been before. But to capitalize on this 
trend, leaders need to be proactive, to challenge 
the status quo, to make bold moves—they need 
to change the game, too. The decisions they make 
now, and over the next ten years, will have an 
extraordinary and enduring impact on their own 
fortunes as well as on those of their organizations, 
the global economy, and society at large. To help 
leaders and to mark our fiftieth anniversary, BCG 
is pulling together the best ideas, insights, and 
ways to win—to own the future. This publication is 
part of that endeavor.

This Perspective is base on material from the 
authors’ forthcoming book, The $10 Trillion 
Prize: Captivating the Newly Affluent in 
China and India, published by Harvard 
Business Review Press and available in 
October 2012.

To find the latest BCG content and register 
to receive e-alerts on this topic or others, 
please visit bcgperspectives.com

Follow bcg.perspectives on Facebook and Twitter.
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Professional poker players nihiciatur ad min rent aborum qui 
que ex eos excepta epelique molupta estibus ant veliqui venis expe-

rem quis expe nonecestrum que offictotatis minis et estis dolendu cilicium 
inctem remquam is venimag natempo rehenecae et omnihilique nulparc 
hilissim voluptatur ab ipit modipsuntur aperum utat untem cor assunt, 
cone quam rehentibus, endandandest exerecus eliquaectius erum anis que 
maximilit, ut a iducius, et facersp ienimporias dolore denimoloris ut res 
alit quasperum etur, to comnis et laccusdandam quiam iur autemperitis 
volestium, sequae nis dolo te od que dolorio eatur sequi con nat lis exce-
rup tatissequi ut esecto quid utasped molorumque perum iunt, que modit, 
te niaes nonsequiam andant vendenis aligniscium ne quiducilit que il 
illupti sim suntur resti accus nes aute eosam re a sequidunt aut omniet 
fugit eumqui ipidest asinvel enihil ipsuntiis quat.

Moluptios illupta temquiatint lique et laceperum adis eum facesti busci-
endicit iusaere ssinvel eceatum fuga. Tesserit esequi quibusa ectasperfero 
offic tentem. Mendest labo. Od es accuptae culparit reptat latemquia 
doluptatur aut qui iuriamenihil maios est et la dolo cuptate restis expe-
reprem eaquiant laccuptas doluptatium exeres dolore pe volupti commolo 
rionsequist et everchi temposanis et qui ullam quod quiae provita simo-
luptas alibus et esequod istetur emporro ius. inctorescil inum am dus.

Ma voluptatio cusaniscius autest, sentium sum sentus esciti veliat vendis 
dolupta corum init maionsequo qui quam quiduciet lanim estibus endem 
sedi dolo od et utatiissi ressum qui con nim quatio. Ut voluptam vendebis 
il iusa nosam, voluptat utaturio. et et alit aut reped qui doluptas et ea 
dolum ad eaquiam destiis aut omnihici aut volor assinve ndignia nonsecab 
iniaercimus vid et lam si seceste mporior sum nobis ent el mo quis minci 
omnissitem dolore pratus rem. nemque sinvenda volorrum quis acipsam, 
volorepel ipis quiaeptat laborec earum, te volendae iduciendiate volorae 
re pre venduciatis et iniste pos ut late eat.

Ucias quostor eptate vendunt otatenim eatios alis apite et dolor sint faciis-
quatem dunt laborero to endi utet omnis repraturibus mos quatetur?
ari dolupti omniaspissi cus dolut ut laut autecupta vel in ne plis asperi 
sam con con non num fugit experunt.
ihil millupta dolorepere ium velis et libus dolum excepelenda perruptatur 
autempos si odipsumque vellaborese id qui officitatus, cus, simodi volup-
tatur rem. nequae. nam ilique recum essin pe mo cora verferiatem nimin 
endit faccum est as mil endusap eruptiatis cus vit amet accumendunt.
Tet lanimus es dolupie ndernatus voluptisquis sit incta vendebitatur sec-
tem volorerchit, quostiandis conem seque peraeste pa ad molest asitiandi 
ut que necto et evelluptatem rehendigent.

ici consequ asperi consentione ommo quunt ilibus delia pratur alitaesedia 
dem et volutem fugitatiam solorionem ipsapient ipsum aut a dipiet aut 
que magnim nem doluptae non por asperci ut expe volum rescid quassim 
enihitiumet reiciur autendes qui as num facea si vollicit expligendus.
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electronics; Juniper networks, alcatel-lucent, are some common types 
that occur repeatedly in the marketplace. We call them value patterns. a 
value pattern describes how a company’s starting position at a given point 
in time shapes the range and types of strategic moves that are most likely 
to create value. some value patterns are fairly intuitive and easy to grasp. 
for example.

A-head style, Henderson Head, 13pt
Henibh eu feugiamet ad do coreet, sequam quam, si tet at irit lum 
dolummod magnim iureetue dolore ex eumsan henis dolorper sim il et 
delesecte feugiat nit prat, commy niat, veliquam zzrit nim irit praestrud 
tio do odiam dolobortio core feu feuisl utpat. elis nim zzrit el ut ad do-
lorem vulput wis nonse facipsu scidunt iriliqu ismolor autpat, con hendre 
molessi tatem endio core commy nit irit, consequat.

B-head Style, Henderson Serif bold, 10pt
erostisl dolobore diate feugait do consed te molore min vel ulla conum 
deliqua tissim iniamco numsan eum vel dit amet praestio commolore 
conum dignim ip eui . elis nim zzrit el ut ad dolorem vulput wis nonse 
facipsu scidunt iriliqu ismolor autpat, con hendre molessi tatem endio 
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consequat.
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ismolor autpat, con hendre molessi tatem endio core commy nit irit, 
consequat.elis nim zzrit el ut ad dolorem vulput wis nonse facipsu 
scidunt iriliqu ismolor autpat, con hendre molessi tatem endio core 
commy nit irit, consequat. Tuerostrud diamet alisit nibh er sustrud et, 
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Ut praestrud tatum incilit lum alis nostisl dunt wissent dolessit wis-
molum aliquam quis acipsus ciduisi. at the other end of the spectrum, 
there is a healthy high-growth value pattern that most people recognize 
immediately. This pattern (seen in about 5 percent of all public compa 
immediately. This pattern (seen in about 5 percent of all public compa-
nies) captures. onsequat.elis nim zzrit el ut ad dolorem vulput wis nonse 
facipsu scidunt iriliqu ismolor autpat, con hendre molessi tatem endio 
core commy nit irit, consequat. Tuerostrud diamet alisit nibh er sustrud 
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Common Value Patterns
 • Challenges faced by healthy and successful companies that are still 

relatively young and growing rapidly. These companies have invented 
something new and are gaining share in the world as they commer-
cialize their innovation. Their business is expected (and also priced by 
investors) to double sales several times over the next five to ten years. 
a proprietary product or.

 • some recent examples include companies with a highly scalable 
digital business model (facebook and Twitter), with an advantaged 
retail format that is still in growth mode (athletic-apparel maker 
lululemon athletica and restaurant chain Chipotle Mexican Grill), or, 
more generally, with a proprietary product or service whose strong a 
proprietary product or service. 

 • momentum has not yet grown fully into its visible potential (intuitive 
surgical, makers of a system for minimally invasive robotic surgery, 
and Cognizant, an iT consulting and outsourcing provider). investors, 
seeing the strong prospects of these companies, value them at high 
multiples, often in the range of four to eight times.

 • Most companies fall somewhere between these two extremes. To 
explore the wider range of value patterns, The Boston Consulting 
Group has been conducting research that combines input from our 
client casework, discussions with professional investors and corporate 
executives, and an empirical review of the performance.

Value paTTerns share four general
about one in four companies, however, has a starting position that we 
call average (diversified).These companies have characteristics close to 
the average company in our sample. instead of being able to focus on two 
or three clear issues in their investment thesis, they have to take a more 
balanced approach. Value patterns share four general characteristics. 
first, they cut across retail format that is still in growth mode industry 
boundaries. Each includes companies from quite different industries. And 
companies within a single industry may.

Notes
1. end note style is henderson serif, 8 pt. oborem acilla feugait esse duisisim nulla facilisl 
dunt autatuero dolutat prat alisit aute eum quat, cor amet niam in velis nullaore 
doluptatum voluptat.
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Implications for Senior Executives
Value patterns do not offer a one-size-fits-all prescription or strategy 
cookbook. The investment thesis and strategic agenda for any particular 
company will be highly specific to its particular situation and will reflect 
critical issues not captured by the outside view of a company’s starting 
position. in particular, there is an inside view, not fully visible to outsi-
ders, that incorporates management’s view of the company’s proprietary 
opportunities to create value. 

nevertheless, by identifying the types of actions that are more likely to 
create value, a company’s value pattern is an essential input that helps 
inform the strategic agenda. put another way, knowing your value pattern 
won’t necessarily tell you what to do, but it will tell you where the better 
odds are—and where experienced outsiders might expect you to focus. 
We believe that a working understanding of value patterns presents senior 
executives with four key imperatives. 

Embrace the outside view. engage honestly in understanding the realities 
of your company’s starting position. How would a savvy investor describe 
it—for each major part of the business and for the company overall? espe-
cially when there is bad news—a negative industry outlook, an underper-
forming business, or investments not performing as planned—it’s critical 
to candidly embrace those facts and their consequences. 

Frame an investment thesis that fits your value pattern. every company 
needs an investment thesis—an agenda that outlines the handful of key 
actions that are required to drive attractive performance over a specific 
time horizon (usually three to five years). This thesis is not a summary of 
broad aspirations (such as targeted growth rates) or a catalog of advanta-
ges the company enjoys (such as leading brands). 

actions that, if successful, will create value. Management’s ambition is an 
important input to that agenda, but ambition alone is dangerous. a good 
thesis guides and shapes ambition by incorporating the specific tradeoffs, 
risks, and pressure points of the company’s starting position. 

Test your investment thesis for new unlocks.  
For every value pattern, there is a small set of specific and critical leverage 
points that have the potential to unlock large amounts of value. leading 
category innovation, fixing a troubled business, simplifying the portfo-
lio, paying down debt, returning more cash to investors, improving asset 
productivity, and other moves might be among the key moves that drive 
success. But which levers really matter depends on the value pattern.

Anticipate shifts from one value pattern to another. over time, businesses 
change, and their competitive environment shifts, sometimes abruptly. 
These changes trigger different business economics and investor expecta 
productivity, and other moves might be among the key moves that drive
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tions, causing a transition from one value pattern to another. 
one of the biggest challenges facing executive teams is being able to 
recognize the significance For every value pattern, there is a small set of 
specific and critical leverage points that have business, simplifying the 
portfolio, paying down of such shifts and respond quickly and appropriate-
ly. In many cases, these marketplace shifts.

occus sum dolorup turiore non rere quatur arum, sitatquodit fugit volo-
rest vel ipis et pa dolupta sitionecum re, acerum dis rendest, sinulpa desse-
quiat odis ratentusam vento modis si commoluptur, aditat volorro verions 
ecatibusam suntur sum quiaspic tet officae este nistium eos eatquid elitas 
et occust ex eosapel es dem quaecat iument optur modias con re volen-
totame volupta nihiliquost, nonsequia imus as earcil ex et eiunt, sum 
dolores ad quo conseri reiciis ut expere laccatiis porest hil invel il ipsam si 
voluptatur? ped molentotasim inciis nonsece restem audit atis con es vera 
simus.
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commolupti doluptae auditiu ntistor ibusam, quidis et volessunt praerum 
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quatquam, temporem nulluptur? Quias dolectam que periorepti bea nieni-
hi llibus, cum doluptatur rem quidesed eum repel mo te dolent.occus sum 
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This Perspective is base on material from the authors’ forthcoming book, The 
$10 Trillion Prize: Captivating the Newly Affluent in China and India, 
published by Harvard Business Review Press and available in October 2012.

To find the latest BCG content and register to receive e-alerts on this topic 
or others, please visit bcgperspectives.com

follow bcg.perspectives on facebook and Twitter.

© The Boston Consulting Group, inc. 2012. 
all rights reserved. #464 8/12
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Gerry Hansell

Gerry Hansell is a senior partner and managing director in the Chicago office of The 
Boston Consulting Group and a BCG Fellow.

you may contact the author by e-mail at:
hansell.gerry@bcg.com

PRINT



PAGE | 14AQ COMMUNICATION AND DESIGN | info@aquack.de

BRANDING

TED@BCG

LOGO / GRAPHIC
E-MAIL INVITAION
ONLINE REGISTERY SYSTEM
PROGRAMM
BANNERS
ROLLUPS
NAME CARDS
CARPET
BEAMER SCREENS
ETC.
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ANDROID AND iPAD APP

MAGAZIN FOR SMART LIVING
Task | Screen Design
Note | responsive iOS and Android App
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POSTER AND FLYER

Task | Concept, Illustration and Layout
Note | 5000 Piece
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ART EXHIBITION

CATALOG
Task | Concept and Graphic Design 
Note | Exhibition Catalogue (52 Pages), Poster, Flyer and Exhibition Platform
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ART EXHIBITION
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WEBSITE

Agentur | minigram 
Task | Webdesign
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REAL ESTATE PORTFOLIO AND LOGO 

2016
Task | Project Management, Concept, Graphic Design, Photo Editing and Controling
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REAL ESTATE LOGO 

2016

CMYK: 0/0/0/0

CMYK: 97/67/34/22

CMYK: 65/15/10/0

CMYK: 60/0/45/0

CMYK: 30/0/23/0

SONDERFARBEN
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REAL ESTATE PORTFOLIO 

2016
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REAL ESTATE PORTFOLIO 

2016
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REAL ESTATE PORTFOLIO

2017
Task | Project Management, Concept, Graphic Design, Photo Editing and Controling
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REAL ESTATE PORTFOLIO

2017
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REAL ESTATE PORTFOLIO

2017

Land area  
in k sqm

Net rent p.a.  
in m EUR

Building area  
in k sqm

Book value  
in m EUR

Depreciation p.a. 
in m EUR

Addresses
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INFORMATION GRAPHIC

ORTUNG & ZEITPLAN
Wo befinden sich die LKWs, die ich 
befrachten will gerade? Wann kommen sie 
an, wann werden sie entladen und können 
wieder neue Fracht aufnehmen? 

SAISONALITÄT 
& GEOGRAFIE
In jeder Jahreszeit steigt die Nachfrage nach 
speziellen Produkten. Im Sommer zum 
Beispiel nach Getränken. Außerdem gibt es 
Regionen, in den mehr produziert und solche, 
in denen mehr konsumiert wird. Wie sorgt 
man dafür, dass der LKW dennoch immer 
Ladung an Bord hat?

DIGITALE SPEDITION 
& LOGISTIK
Mit einem Klick berechnet der Algorithmus 
alle aufgeführten Faktoren und bringt so die 
Transporte ohne Zeitverlust in die optimale 
Sequenz. Das Ergebnis ist ein ideales 
Routing innerhalb weniger Sekunden!

NUTZEN FÜR 
DEN VERLADER
Was bedeutet das für Verlader: Kein Warten 
sondern Angebote ad-hoc! Alle relvanten 
Informationen, die Verlader brauchen, erhalten 
sie innerhalb weniger Sekunden. Wie bei einer 
Oline Reisebuchung. Das heißt: Weniger 
Zeitverlust und mehr Effizienz!

DIGITALE LOGISITK – EINFACH ERKLÄRT
Verlader kennen die Situation: Ein dringender Warentransport steht an und die bevorzugte 

Spedition bekommt eine entsprechende telefonische Anfrage. Jetzt heißt es für den 
Verlader erst einmal warten. Denn der verantwortliche Disponent auf Seiten der Spedition 

muss etliche, hoch komplexe Faktoren berechnen, um dem Auftraggeber ein Angebot 
inklusive Preisangabe unterbreiten zu können.

LKW TYP & BELADUNG
Es gibt mehr als 10 verschiedne LKW-Typen. 
Welcher ist der richtige für den angefragten 
Transport und steht er zur Verfügung? Wird 
er voll- oder nur teilweise beladen?

www.frachtraum.com

24/7 
Echtzeit
Ortung

93%
Liefer-
treue

37%
Effiziens-
steigerung

14%
Prozesskosten
Einsparung

Task | Concept and Illustration
Note | Double Fold Page in Magazin, 5000 Piece
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INFOGRAFIK

Leistung | Konzept & Illustration
Umfang | 1 Faltseite
Auflage | 5000 Zeitschriften
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Regionen, in den mehr produziert und solche, 
in denen mehr konsumiert wird. Wie sorgt 
man dafür, dass der LKW dennoch immer 
Ladung an Bord hat?

DIGITALE SPEDITION 
& LOGISTIK
Mit einem Klick berechnet der Algorithmus 
alle aufgeführten Faktoren und bringt so die 
Transporte ohne Zeitverlust in die optimale 
Sequenz. Das Ergebnis ist ein ideales 
Routing innerhalb weniger Sekunden!

NUTZEN FÜR 
DEN VERLADER
Was bedeutet das für Verlader: Kein Warten 
sondern Angebote ad-hoc! Alle relvanten 
Informationen, die Verlader brauchen, erhalten 
sie innerhalb weniger Sekunden. Wie bei einer 
Oline Reisebuchung. Das heißt: Weniger 
Zeitverlust und mehr Effizienz!

DIGITALE LOGISITK – EINFACH ERKLÄRT
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Spedition bekommt eine entsprechende telefonische Anfrage. Jetzt heißt es für den 
Verlader erst einmal warten. Denn der verantwortliche Disponent auf Seiten der Spedition 

muss etliche, hoch komplexe Faktoren berechnen, um dem Auftraggeber ein Angebot 
inklusive Preisangabe unterbreiten zu können.
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Es gibt mehr als 10 verschiedne LKW-Typen. 
Welcher ist der richtige für den angefragten 
Transport und steht er zur Verfügung? Wird 
er voll- oder nur teilweise beladen?
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Liefer-
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Prozesskosten
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LANDINGPAGE ILLUSTRATION

Einloggen

Transportmanagement 
der Zukunft
Mit Frachtraum verwaltest Du Deine gesamte Spedition,
vón der Auftragserstellung bis hin zur Rechnungsstellung.

LOS GEHTS!

Auftragsverwaltung leicht gemacht.

Frachtraum erlaubt Dir all deine Transporte über Frachtraum 
zu verwalten - mühelos und stressfrei. Unser marktführender 
Preisalgorithmus hilft Dir bei der optimalen Preisfindung. Alle 
Lieferpapiere sind digital für einen papierlosen Alltag. Zudem 
genießt Du eine Bezahlung innerhalb von 48h bei Abwicklung 
über Frachtraum. 

Disponieren in Sekundenschnelle.

Noch nie war Disponieren so einfach. Dank der Drag & Drop 
Disposition von Frachtraum organisierst Du Deine Transporte 
schneller und effizienter.  Mit nur einer Bewegung hast Du 
alles im Griff. Komplett digital, papierlos und in Echtzeit. 

“Frachtraum hilft mir jeden Tag meine Bude zu schmeißen - und das 
auch noch ohne Papierstapel!”

Harry von TMS Trans AG

Immer Live dabei. Alles unter Kontrolle.

Frachtraum verbindet Dich und Deine Fahrer da jeder Auftrag 
komplett digital über die Fahrer App abgewickelt wird. Neben 
Live Status Updates zum laufenden Transport nutzt Du Track 
& Trace für mehr Transparenz in Echtzeit.  Dank besserer 
Kommunikation und integrierter Navigation für Deine Fahrer 
gehört ewiges Herumtelefonieren der Vergangenheit an. 

NAVIGIEREN

Manage Deinen Fuhrpark.

Dein Fuhrpark ist Dein Stolz - verwalte ihn mit Frachtraum für ein modernes Flottenmanagement wo Du alles im Blick 
behältst, was Dir wichtig ist. Zu jedem Auftrag findest Du einfach und schnell den Fahrer mit passendem Truck und 
Equipment. Und keine Sorge: Frachtraum ist zudem komplett kompatibel mit allen gängigen Telematik Systemen.

“Kein unnötiger Schnickschnack! 
Super leicht anzuwenden und nach 5 Minuten bereits vollständig einsetzbar. 

Frachtraum macht’s möglich!”

Task | Concept, Illustration and Layout
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LANDINGPAGE ILLUSTRATION

Task | Concept, Illustration and Layout

Einloggen

Transportmanagement 
der Zukunft
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Equipment. Und keine Sorge: Frachtraum ist zudem komplett kompatibel mit allen gängigen Telematik Systemen.

“Kein unnötiger Schnickschnack! 
Super leicht anzuwenden und nach 5 Minuten bereits vollständig einsetzbar. 

Frachtraum macht’s möglich!”
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