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EVERY PLACE
IS A BRAND

IL

ACTIONS SPEAKS LOUDER
THAN LOGOS

THE WORLD IS A STAGE, AND
YOUR PLACE HAS A ROLE TO PLAY

IF YOU CAN DREAMIT,
YOUCANDOIT

IT TAKES A VILLAGE
TO BRAND A PLACE

IT TAKES A TEAM
T0 GET PLACES

i

STRONG LEADERS
ROCK THE BOAT

THE PLACE BRANDING MANIFESTO

O

VigalalEeln

MARTIN BOISEN
MARTIN@BOISEN.NL - WWW.BOISEN.NL




