Office Mural for Pauley Creative

Required Artwork:

e Large mural infographic - vector format

The Brief:

(include required sizes, details etc. where applicable. target audience and objective are important too)

WHAT’S REQUIRED

Infographic showing the route to market for Building Product Manufacturers along with the
Supply Chain. The infographic will be going up on a wall covering the complete area of the
wall.

SIZE
The wall measures 4560x2560mm.

FORMAT
The graphic will need to be a vector.

BACKGROUND

Route To Market - PDF attached to Design Crowd project

This shows the journey that a product manufacturer wants to take a Architect or specifier on.
Product manufacturers REACH out using many varied methods in order to get their product
known to those that specify in construction. This then requires the Specifier to ACT by
visiting the website. Specifiers will then CONVERT by carrying out one of many actions on
the website. This could be the point of sale. Product Manufacturers then need to ENGAGE
with the specifier to keep them coming back.

Supply Chain - PDF attached to Design Crowd project

This shows the journey a product will follow from manufacture through to the end user. It
shows all the people that have an influence on what product is used and where in the chain
they appear.

TARGET AUDIENCE

Building product manufacturers - the graphic will be going up in a prominent area in our
marketing agency office. We regularly invite our customers to come and see us and they will
all see the graphic.

LAYOUT

The majority of the infographic should be taken up with the Route To Market and the
remainder of the space will then be the used for the Supply Chain. The split should be
roughly %: to 4



OTHER INFORMATION

Logos will be required where a company name is mentioned. Some logos will require
creating in vector format.

Needs to be Pauley Creative branded following the brand guidelines.

There is a lot of information to go onto the one infographic so this will need to be considered
into how do you display the information clearly.
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INSPIRATION

Build an agile, strategic
approach to digital marketing

Competition is fierce online. To win you
need to Plan, Manage and Optimize
digital channels against defined targets,
SMART KPIs and a focused investment in
content marketing, digital media and
experiences. We believe an integrated
digital strategy is essential to define new
Segmentation, Targeting and Positioning for
your online value propositions.
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BUYER sTAGE: PURCHASE
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