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MORRES MEUBEL.
INTO RARE AIR

ou might think, upon first hearing

1 the name, “Morres,” tharyou don’t
recognize ir. It sounds foreign and
vaguely familiar, but you can’t place it, Until
soemeone mentions the guy in rhe shiny
whire jumpsuit leaping from a hor air balloon
into the sparkling Alps air with a snow-
board artached 1o his boots. “Hey, [ saw
that!” you say. Almosr everyone did, and
remembers it...the amazing foorage of a
world first on NBC's “Sports Extra.” “Morres”
strerched in huge lertets across the balloon’s
side... “Morres” in hlack again on the bottorn
of the snowhoard... “Morres,” after hundreds
of theater screenings across the Benelux
countries, now a household word in
Europe...nowan actual part of Durch speech.
Morres Meubel (pronounced mor-RES

MUR-bI) is an international furnicture
company founded by Frederik Morres in
1909, almost 90 years ago, in the small
medieval Netherlands town of Hulst. Fred-
erik made rables and chairs to order, as
villagers needed them. After World War 11,
sons Jo and Anroine Morres bought several
facrory huildings, and the family business
expanded. In 1957, Morres was one of
the first companies ro distribure a prinred
caralog to irs cusromers. This rorally new
concepr, ordering furniture on rhe tele-
phone, placed Morres ar the forefront of
direct marketing in its infancy, their fore-
sighr paralleling the thinking of those
pioneers, Sears & Roebuck, in the USA,
The 1960s saw Frederik’s grandsons Etienne,
Paul and Pedro move Morres into the

next generation wich an astonishing 1,333,000
squate feer of showrooms, warehouses
and factories on the ourtskirrs of Hulsr,
where itall began. The showrooms of Morres
Meubel now arrract customers from neigh-
boring countries who drive halfway across
Europe to choose bedroom suites.
Morres came to identify irself with
extremne sports almost hy accident. Managing
Direcror Erienne Morres wanted “ro do
somerhing wild” to surprise his wife of 12
1/2 years at their anniversary partty.
“Thar’s why I ler a horair balloon inflare
and rake off during my garden party. I became
immensely fascinared by the whole hor air
balloon phenomenon. Later on, our company
used balloons on several other occasions.
“A few years ago, we chose the balloon
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as our trademark. And that was when we
saw things get big. The marketing strategy
was so successful, it made it necessary for
us to choose berween specializing or growing
in our European marker. We chose the
larrer. From thar moment on, the balloon
served as a universal approach, a flying bill-

board ac mass events.”

Thatuniversalicy makes balloening the
perfecr medium to convey a powerful
message, complering the first partof Morres’
formula for arraining its aggressive goals.
The formulais simple: increased name and
brand awareness create a larger customer
base, therehy increasing overall
sales. Grearer sales volume equals
greater leverage with supp[iers,
which increases efficiency and
creates greater appeal with poren-
rial world partners. And whar
could be more appealing than the
“up, up and away” of ballooning
to an upscale, progressive furni-
ture clientele. .. inany language.

The formula itself may be

simple, burt finding the right ‘hook’ can
seem permanently illusive. And herein
lies the genius of Morres. Its directors recog-
nized a creative opportunity to associate
the Motres name with an exciring arren-
rion-gerting vehicle, one tharwould caprure
the hearrs of buyers and media alike. The
media facror was locked in nicely when the
company aligned itself wirh pilor Wim
Verstraeten, who is to ba]looning whart
Michael Jordan is ro baskerball. Holder
of a number of world records, Verstraeren
was the pilot for Morres” amazing balloon
skydiving commercial, the one filmed by
NBC rhat flashed “Morres™ all over the
world, Whart began as a promotional device,
to drop a snowboarding skydiver from a
balloon 13,000 feer in the air direcrly s
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into the middle of a Morres three-piece
livingroom suite, became an interna-

tional sensation. The tesulring artention
allowed Morres to solidify relationships
with European partners and entet into joinr

into sponsorship of the Albuquerque Geckos,
a team that won US Soccer’s Division 3
in its fiest year, and a terrific US comple-
ment to Morres-sponsored firsrand second
division reams back in Europe. So much

so, in fact, that a player loan/exchange
program will begin in January 1998, including
the opportuniry for player education on
borh sides of the acean.

Anxious to form the same alliances in
America thar have made Mortes Meubel so
strong in Europe, Erienne Morres says,

The celebration in Albuguerque: (L to R) for Morres Meubel, Advertising and PR Manager Rudi Van Der Elst, Managing

Director Etienne Morres and Balloon Pilot Wim Verstraeten, followed by Mark Sullivan, President of the Kodak Albu-
querque International Balloon Fiesta, Commercial Director Paul Morres and Johan Schotte, Chiairman of E3 Corporation.

ventures wirh outlet companies in Poland,
Russia, Asia and China.

Not content to rest on its acclaimed
laurels, Morres capitalized brillianty on
this surge of commercial attention by
commissioning the construction of a second
balloon, Wim Verstraeten will attempt to
bear his own special shape altitude tecotd
(around 29,000 feet) with a new Morres
envelope and gondola next year in Albu-
querque, New Mexico, home of the 1998
Inrernational Balloon Fiesta. And, although
Albuguerque is probably the most famous
ballooning locale in the world, the record
arcemptwill be held chere hecause the New
Mexico city has been chosen as the site
for the first Morres Meubel furniture center
in the United States, a dazzling 330,000-
square-foot showroom. The American debut
was cinched during the 1997 Balloon Fiesta
with the help of Entertainment Educa-
rion Enrerprises (£3) Cotporarion, a promo-
tional partner in the Morres Meubel bid

for the US matker. E3 has squired Morres

“We wanr to get in touch with companies
withwhom we can cooperare, to setup oudets
with our furniture and brand name included.”

{continued cu page 22)

“A few years ago, we chose the balloon as our
trademark. And thatwas when wesaw things get
big. The marketing strategy was so successtul,
it made it necessary for us to choose hetween
specializing orgrowingin our European market.

We chose the latter. ”
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SPONSORS! SPONSORS!  SPONSORS!

picks up a newspaper can atrest ro the expo-
nenrial and somerimes oveswhelming growth
ofsports, enrerraimmentand arrs programming,
in che Unired States and worldwide. Now, ask
E3 Corporation, “Why?”. They will readily
admic that the public’s ferocious event appetite
isonly growing, but E3 preaches insistently thar
the fire is fed by the strong financial supporr
of sponsors. Enterrainment Education Encer-
ptises Corporarion (E3 for short) knows the
importance of corporate sponsors. It values the
symbioric relarionship between these corpora-
tions and sports teams, entertainmentr events,
cultural events...even policical events.
“The days of large charicable giving to sports

Certainly, any adulc who owns a TV or

and enrertainment activities by successful and
markering-aggressive corporations is long gone,”
explains Pierre Koshakji, Presidenc of E3. “Corpo-
rations certainly undersrand the intrinsic
value of community support in such giving, but
now thar has to he secondary to any corpora-
rion's desire to see a measurable business
rerurn on this giving. In teality, it is an invest-
ment 1o generate additional quantifiable sales,
now or in the future. If you have a sponsor-
ship ro sell, you'd better know how it meers
porential sponsors” corporate objectives.”

E3 Corporarion runs a business invesr-
ment arm, 2 sports and enterrainment invest-
ment and marketing group, and a film invest-
menr company. It foliowed the Disney model

before the industry labeled such a model. E3
plans to continue using qualiry sports and enter-
tainment as profitable image enhancement vehi-
cles for its clients. The corporation’s principals
have been involved in the markering and produc-
tion of events such as the FIFA Werld Cup,
Superbowl and other events of world renown.

Chosen by Morres Meubel to serve as its US
strategic business partner, E3 Corporation has
been asked ro organize all additional sponsor
acrivity associared with Morres’ world-renowned
pilor, Wim Verstraeren, and his artempt ro break
the special shapes hotair balloon world altitude
record ar the Albuquerque Balloon Fiesra in
1998, Earlicr this vear, Wirmn's close US competiror,
Steve Fosser, teceived consrant global media

attention for his efforr 1o be the first pilot to
go around rhe world non-stop in a halloon.
No one can fully conremplare the billions of
impressions Fosser and his balloon caprured.
Though ir fell shorr of success, the atrempt
was nevertheless viewed by the world as heroic.

E3 sees Morres® altitude record attempt
and the resulring intematjonal media coverage
as business-smarr and fully complemenrary o
Morres Meubel's multinarional growth plans.
Johan Schorre, E3's Chairman and Execurive
Direcror of US Business Development for Morres
Meubel, praises the company. “Few large multi-
nationals have heen as creatively successful as
Morres in gecting the word our, and lirerally up,
about the quality of their product, their brand
and their image,” Schote stared, “Its a real
pleasure towork wirh them.” E3 witl offer a few

sponsor opportunities to other corporations
interested in taking advantage of the media

artention surrounding this wotld record attempr.
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Morres would also welcome joint spon-
sorship for some of its successful projects,
from the right US sources.

All expansion plans have been menrally
put aside for the short term, however, due

C »
to another exciring “world attempt” oppor-
tunity for Morres. Most Americans recall
the heavy media coverage surrounding last

year’s race among several renowned ballooning
teams to circumnavigate the earth, a feat
never accomplished in the history of
humankind. The Breitling Orbicer, piloted
by Morres’ own Wim Verstraeten and

Bertrand Piccard, set off well in January
bur was forced down short of its aim by
kerosene problems in the capsule. In a chal-
lenge for the best weather and equipment
against Steve Fossetr’s Solo Spirit and the
Abruzzo/Rurtan, Branson and Uliassi entries,
the Breitling Orbiter 2 is scheduled to depart
from Chareau d’Oex, Switzerland in early
December. Not to be outdone by donations
of technological wizardry, Morres has designed
custcom bedding for the balloon capsule,
assuring the safery of a good night’s rest for
three pilots this time around. Quips Etienne
Morres, “Now we can say that our furni-
ture brings its users literally into the
clouds...about seven mijles up!”

Wich innovative sponsorship projects
like Breitling Orbiter, it’s no wonder the
name “Morres” has become the Bandaid,
the Kleenex, of the Necherlands furnicure
communiry. What berter testament to brand
awareness than to become an actual parc

huls,
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of the language. Yes, the Morres Meubel
showrooms are so vast and captivating that
to spend the day shopping there is “to
morres.” Ads now say, “Come and morre-
size for a day in Hulst,” and every Dutch
citizen thinks furnicure...che furnishings of
Morres Meubel. Ever humble, Etienne
Morres responds to the accomplishment

by expressing his respect for the creative
use of sports, sponsorship and entertain-
ment in this country.

“This combination has been invented
in the Srates. It’s simply a golden formula.
W still can learn a lot from you here in

Europe.” @

E -\

AL o

NEED MORE INFORMATION?

E3 Corporation

Phone: 1-800-945-4117
Executive Events Contact:
Judy Andersen

22 WINTER 1997 EXECUTIVE EVENTS




	1
	2
	3
	4

