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Martin Lindstrom and Equanimity are proud to present,
for the first and only time in the United States...

BRAND
1SC
POSIUM

A groundbreaking must-attend seminar for all marketers

k Acquire valuable information about the future of branding and
how to drive brand growth through innovation

k Learn how other organizations are using findings from BRAND
sanse to build brand eguity

Be among the first to experience the world’s largest sensory
brand study, conducted by more than 600 researchers, over
a period of 18 months

Witness, first hand, the power of Sensory Branding via sensory
expariments conducted during the BRAND sense Symposium
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Sevon Symposkumd in Seven US Citima:
March 10, 2005, 350 Conference Canter,
Mo Yerk, MY
March 22, 2005, Loe Angeles, C&
Maroh 23, 2005, ban Frencson, G
May b, 2006, Chicsgo. I
May G, 2005, Dallas. TX
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