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About LBI

izt | LtLinhy

The leading digital agency in Europe ... 160M turnover... 1645 employees...
12 Countries. .. 35 offices. .. Vision.,

Ni ce . . . but |t doesnot
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About your company ...

bzt | LatLinihy

Turnover... Number of employees... Number of countries... Number of
of fices... Vision... Values. .. Brand

Yes, 1 tOoOs I mportant, but
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He even wants to be part of a community... and get engaged

He wants to get added value.

He wants to have fun.
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And...
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your brand
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A Jeiorng 1 today

0.0&1.0
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U Today an average person sees
4.000 ads a day

UDoesnot make any se

your message on top of that

U Massive overload of information

Building Believable Brands LBi



2. The Problem




Consumers vs your brand 1 Web 0->1.0
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