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Why do we believe that there is a need for FLYING CONCEPTS ? 
 
To create successful brands is the mission of FLYING CONCEPTS 
 
The world has changed ; brands have penetrated deeply every 
aspects of our life. Far from being a superficial communication 
exercise, branding is now the central organizing principle behind 
many global companies.  
 
Such concepts direct the development of products and services 
designed to supply the benefit, and even shape entire organizations 
for this purpose. This is strategic branding. 
 
The old-world companies manufactured the product and sold it to the 
market. In the new economy the market is receptive and buys brands 
more than the product itself. The world has splited in two. Companies 
who manufacture the immaterial, that always stay ahead of trends, 
that are able to anticipate market needs, create the desire and the 
dream.  
And the one that became super product manufacturers with low cost 
production. Usually located in the East part of the world.  
 
We position ourselves as a super-hub company with different 
targeted entities, willing and pushing it further than any other 
branding or design company that already exists today! 
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Our attraction power resides in our capacity to gather the most 
talented and specialized resources that aim at manufacturing our 
ideas, dreams and concepts; therefore creating a REALITY! 
 
 
Always ahead that is our motto. We want to use our visionary 
capacities to make people dream. We want to offer them the chance 
to close their eyes and imagine a new and different reality.  
 
What we do : WE CREATE DREAMS! 
 
Thought as a double label of quality, FLYING CONCEPTS is targeted 
both for international investors and end-consumers. 
 
 - International investors need key in hand concepts with top qualified 
teams, innovative strategies, and global vision. 
 
 - End consumers need innovative concepts, new intellectual and 
emotional experiences, new way to improve their life, higher values to 
believe in. 
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What is Brand Equity ? 
 
Brand Equity synthesizes all the principles that are made to valorize a 
brand. It helps to sell much faster, and targets a higher market. It 
offers a sense of uniqueness and luxury, therefore people are ready 
to pay the price for it. 
 
We at FLYING CONCEPTS take in account all the parameters that 
can value the Equity of each brand. 
 
The Equity of a brand can be simplified as the Capital of Love you 
build in each consumers mind.  
 
To defy rationality that blocks the buying process we use the power of 
images and imagination and reduce resistance at the highest and 
deepest level to create brands that will resonate strongly and 
therefore trigger the desire instantly. 
 
This is the power of Brand Equity and this is why we have chosen to 
develop all our strategy around this unique principle. 
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Why is the human factor so important to us ?  
 
The way we build our concepts is by assembling the right talents and 
competencies around our ideas and strategies. The FLYING 
CONCEPTS logo symbolize it quite well as it is a metaphor of the 
DNA molecule. It is a precise process for us to find and gather the 
right human forces when we create our brands. As well as qualified 
people we also look mostly in humans that share the same values 
and ideal as ours. 
 
People with the ability to work with passion and dedication in different 
places in the world at different time zones and be at the service of the 
brand. 
 
There is no hierarchy at FLYING CONCEPTS.  
We based our work philosophy on meritocracy. 
Meritocracy is a system by which the government or other 
organization based on demonstrated ability and talent rather than by 
wealth, family connections, class privilege, cronyism or other 
historical determinants of social position and political power 
 
At FLYING CONCEPT, our organization relies on the fact that people 
work in horizontal groups rather than pyramidal system. Therefore 
they feel their input on each project and due to this method of work 
organization, each member bears the responsibility of his efforts and 
accomplishments. 
Each member gets the merit of his ability rather that any based on 
priviledge. We believe strongly in teamwork. 
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The more you bring to the organization the more you get out of it. 
From a simple breakthrough idea to a hard and consistent 
involvement. 
We like people from totally different horizons to meet and share 
visions without any boundaries of age, culture, social background or 
experience. 

 

Today talents all over the world work for the FLYING CONCEPTS 

organization and use the latest in technology to stay in constant 

contact. 

 
To be able to organize all those talents and competencies we have 
created different FLYING CONCEPTS entities. 
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The FLYING CONCEPTS entities ? 
 
Each Entity is a network specialized in its category. 
 
The main entities are:  
 

→→→→    Flying Concepts Brand Equity  

→→→→    Flying Concepts Financial Services  

→→→→    Flying Concepts Art Networks 

→→→→    Flying Concepts Eternal Developments 
 
 
Brand Equity is the entity that conceives the brands at a vision, 
strategic and visual level.  
 
Financial Services provide legal financial strategies for our ventures. 
 
Art Networks gathers some of the best contemporary artists to 
support our ventures. 
 
Eternal Development dedicates its research to sustainable and 
green architecture. 
 
Every entity is ruled by a leader that has for mission to gather the 
best resources in its field. 
 
More entities are to be created in the field of Media & New 
technology. 
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Each Entity holds its own intellectual property based on it’s research, 
development, or creation. 
 
 
 
Is FLYING CONCEPTS a brand ? 
 
A brand is the clever association of its related products and services. 
The role of FLYING CONCEPTS is to conceptualize the brands that 
will influence those products and services. FLYING CONCEPTS is 
the constant inspiration, holder of the global spirit, label of quality. 
 
FLYING CONCEPTS has different approach to branding. Even if in 
our days it does not sell material, it sells a brand, and its essence is 
creativity. 
 
FLYING CONCEPTS stays always ahead in terms of research, 
inspiration and vision. 
 
FLYING CONCEPTS capture values and discover new potentiality in 
them. We then look for the best competencies to make them come 
true. 
 
The language of FLYING CONCEPTS is symbolic to be understood 
by everyone. We use the power of symbols. They resonate at 
different levels in people’s mind.  
 
FLYING CONCEPTS has an artistic direction that is the trademark of 
our consumer experience. We call that « sensorial immersion ». We 
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involve through the use of the 5 senses our customers in the overall 
experience of the brand. This enables us to maximize the loyalty of 
our clients and opens doors for its future extension. 
 
FLYING CONCEPTS mission is to work in a positive direction with a 
never forgotten strong sense of humanity; therefore developments 
such as green architecture are essential to us. But we also look into 
areas such as biotechnology and see what brands we can create to 
improve people’s life. 
 
 
 
Why are we so keen on brands ? 
 
Sentence that inspired our organization are:  
 
- A share of market is a share of mind.  
- A product is something made in a factory; a brand is something that 
is bought by the customer. A product can be copied by a competitor; 
a brand is unique. A product can be quickly outdated; a successful 
brand is timeless. 
- Never underestimate the power of design to differentiate. 
- A brand is made in your mind. 
- It will be more important to own markets than to own factories. 
- An idea, in the highest sense of that word cannot be conveyed but 
by a symbol. 
- What’s in a name ? that which we call a rose by any other name 
would smell as sweet. 
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The brand effect :  
 
 
 
For customers :   

- Enhanced interpretation/processing 
information 

- Confidence in the purchase decision 

- Use satisfaction 
 
 
For the Firm:  - Efficiency and effectiveness of the    

marketing program 

- Brand loyalty 

- Prices/Margin 

- Brand extensions 

- Trade leverage 

- Competitive advantage 
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Why do we have global strategies ? 
 
- economies of scale  
- lower marketing costs� 
- laying the groundwork for future extensions worldwide� 
- maintaining consistent brand imagery� 
- quicker identification and integration of innovations (discovered 
worldwide)� 
- preempting international competitors from entering domestic 
markets or locking you out of other geographic markets� 
- Increasing international media reach (especially with the explosion 
of the Internet) is an enabler� 
- increases in international business and tourism are also enablers� 
 
 
FLYING CONCEPTS a new vision of luxury ? 
 
New concerns and values are appearing. A new approach to luxury is 
needed. Luxury is still and will always be related to high price, high 
quality.  
 
This we can’t change and it is not our goal. On the other hand we 
need to include the new emerging values that are, a new way of 
feeling in harmony and respect with its environment.  
 
Luxury’s mission is to always stay ahead and set trends. This is our 
vision of luxury. Luxury is there to capture the most emerging positive 
values that can improve people’s life and make them feel in better 
harmony with their life. 
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The “possession of gold” as a metaphore is how people perceive 
luxury commonly.   
 
We know that this is not enough. 
 
Extreme quality is still essential in our quest for a better world but we 
want this quest to have a sense and not only appeal to people simply 
on an esthetique manner.  
 
Two dimensional brands are the brands of the past. 
 
New brands will be five dimensional. 
 
 
 
What is the sensorial strategy ? 
 
To be truly effective and lead to repeat business, a brand must forge 
an emotional connection with its customers. 
 
Several surveys document our olfactory sense as probably the most 
impressionable and responsive of the five senses. Smells invoke 
memories and appeal directly to feelings without first being filtered 
and analyzed by the brain, which is how the remaining four senses 
are processed. We all recognize and are emotionally stimulated by, 
say, the scent of freshly cut grass, brackish sea air, or the perfume of 
roses. I'm convinced any car lover drinks in the smell of a new car. 
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Let's not forget hearing and touch. Sound evokes memory and 
emotion. A familiar birdsong floods you with impressions of home ; a 
hit song from your youth brings back the excitement and anxiety of 
your teens. 
 
Sensory perceptions are unique to each of us, as memories are. We 
experience powerful stimulations from them. How come we are not 
appealed to our senses more ? The opportunity of brand building by 
leveraging the five senses is wide open. Brands are hovering in the 
wings, as an audience of our highly receptive senses sits in a 
darkened theatre, anticipating a marketing show that hasn't yet 
begun. Few companies have integrated their brand-building 
strategies to appeal to all the senses.  
 
The only example of integrated sensory marketing comes from 
Singapore Airlines. The airline has demonstrated an understanding of 
the psychological importance of the senses in establishing and 
maintaining customer impressions. By appealing to all senses (music, 
fragrance, manner, and demeanor mingle in the cabin to evoke the 
airline's image), the airline has created a branded flying experience. 
 
But most company don't know how to handle the phenomenon of 
total sensory appeal. It is a shame as the rewards can be enormous !  


