


5TH CORNER

Wij zijn 5th Corner (voorheen

bekend als CreaBea),

een full-service

communicatiebureau.

We bestaan sinds 2000 en

zijn gevestigd in Amersfoort.



HET TEAM

Een stel van creatieve  

vakidioten die jouw  

zintuigen en die van je 

klanten wil prikkelen. 



ONZE MISSIE

Het behalen van jouw doelstellingen 

als opdrachtgever.

Wie je wil bereiken, met welke

boodschap en vooral waarom.

Altijd transparant en denkend vanuit de

samenwerking met jou – jij kent

tenslotte jouw business het beste.

Samen bekijken hoe we van idee naar

resultaat kunnen.

Onderscheidend, scherp en met

respect voor jouw budget.
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ONZE SERVICES CONCEPT&
      STRATEGY

ONLINE MARKETING
BRANDING

DEVELOPMENT

UX&UI
DESIGN

Ons pallet van diensten is breed.

Als pragmatisch full service

bureau leveren wij naast 

online-, offline- en real-life

producten – of een combinatie

hiervan. Alles om jou optimaal 

met je doelgroep te verbinden.



ONZE OPDRACHTGEVERS

Elke vraag verdient een passend antwoord. Wat is jouw vraag? 

Of het nu om een nieuw strategisch concept, een mindblowing 

design of hulp met je online customer journey gaat: wij gaan 

graag voor je aan de slag. Bij jou op kantoor, als tijdelijk  

onderdeel van je team, of op ons eigen kantoor in Amersfoort.

Dare us! Deze klanten gingen je voor.

N E D E R L A N D

C 2016 BJÖRN BORG, ALL RIGHTS RESERVED



CASES

Wat we maken is afhankelijk

van de ambities en doelstelling

van jouw organisatie. Iedere

opdrachtgever is tenslotte

uniek. Of je nu behoefte hebt

aan een creatief concept,

het ontwikkelen van je

merkidentiteit, een campagne,

een nieuwe site of zelfs een

UIX’er die tijdelijk je team

komt versterkten: wij zijn jouw

sparringspartner voor de totale

breedte van het 

communicatieveld.
Voor de beeldvorming volgen nu een aantal cases 

van projecten die we recentelijk hebben gedaan



MADAME
COCOS
Brand Identity • Graphic Design 
Webdesign • Webdevelopment
Photography



Graphic Design



Campaign • Graphic Design • Social



Campaign • Commercial • Edit

https://youtu.be/WLwm94JT5Es


CENTRAAL BEHEER
Rebranding • Graphic Design • UX Design



CENTRAAL BEHEER
Animaties

https://youtu.be/nynh3ZAaNtI


SMAECKVOL
Brand Identity • Graphic Design



TIP TRAILER SERVICES
Brand Identity • Graphic Design



Campaign • Graphic Design •  
Social • Photography



ALMERE CITY FC
Campaign • Graphic Design



WORD JIJ ONZE NIEUWEE-SPORTERVOORRONDES STARTEN 12 JUNI

WORD JIJ ONZE NIEUWEE-SPORTERVOORRONDES STARTEN 12 JUNI
VOORRONDES STARTEN 12 JUNI?

ALMERE CITY FC
Campaign • Graphic Design



Graphic Design • Case Studies

CUSTOMER 
SUCCESS STORY

Key Takeaways

• Delivering real-time user feedback to the 
development team has made user feedback an 
integral part of the development and design 
process, removing the friction between UX, 
Design, and Development.

• The Usabilla and Jira integration means 
feedback is automatically routed to the right 
team member ensuring action is taken quickly 
and efficiently.

• Closing the user feedback loop ensures 
continued user engagement throughout 
processes.

The Challenge

The CSU Web Office is responsible for the design and 
development of CSU’s numerous web environments 
spread across a range of user communities including 
internal faculty, learning environments, student 
recruitment sites, research portals and staff websites. 

From attracting new students to better engaging 
with existing students and faculty, user feedback is a 
vital component of CSU’s web strategy.  

In order to remain competitive in a rapidly evolving 
digital world, CSU needed to find a better way of 
collecting user feedback and making it an integral 
part of the development cycle.

Charles Sturt 
University 

usabilla.com |  support@usabilla.com
Industry: Education 
Website: csu.edu.au

Overview

Established in 1989 Charles Sturt University is #1 for graduate employment and Australia's leading regional university.

With approximately 44,000 students, including more than 25,000 studying online, CSU delivers over 400 courses each 
year supported by around 2000 full-time equivalent staff. 

With so many different 
websites, supporting 
the needs of such a vast 
array of different types of 
website visitors, finding a 
time and cost efficient way 
of gathering user feedback 
across all our stakeholder 
communities was key.

Paula Woodhouse 
User Experience and Design Manager, 
CSU 

WEBSITESEDUCATION

CX PROFESSIONALS

CUSTOMER
SUCCESS STORY

Auf einen Blick

•  Lufthansa möchte Probleme auf der Webseite 
schnell identifi zieren und zufriedene Kunden 
schaff en, indem sie ihnen kontinuierlich zuhören 
und Bedürfnisse erkennen.

•  Die Verfügbarkeit von Leistungs-metriken 
innerhalb Usabilla  für Websites, ist 
ausschlaggebend für Lufthansa. Dies erlaubt das 
Messen der Kundenzufriedenheit und ebnet den 
Weg für loyale Kunden!

•  Website User erledigen die Arbeit für Lufthansa, 
indem sie gezielt aufzeigen an welchen Stellen 
Verbesserungen vorgenommen werden sollten. 
Ihre Kunden helfen aktiv dabei, ihren eigenen 
Zufriedenheitsstatus zu steigern.

Lufthansa

usabilla.com |  support@usabilla.com
Industrie: Fluggesellschaft 
Website: lufthansa.com

Kundenzufriedenheit Online Tracken und Verbessern 

Lufthansa Passenger Airlines ist Teil der Lufthansa Group und besteht aus 5 Geschäftssegmenten, welche den Transport 
von Passagieren, Luftfracht, und Flugdienste abdecken. 

TRAVEL, TOURISM & AVIATION

WEBSITE

CSAT

CX PROFESSIONALS

Die Screenshot Funktion ist 
von unschätzbarem Wert. 
Sie macht es wesentlich 
einfacher, Bedenken der 
Kunden nachzuvollziehen 
und zu verstehen.

Corinna Birkhofer
Online Sales & Analysis 
bei Lufthansa

CUSTOMER 
SUCCESS STORY

The Project

If a customer is particularly happy at any moment, 
the company wants to understand why, but this is 
even more the case if somewhere along the journey 
a customer is unhappy. 

In order for AkzoNobel to act upon the feedback 
data from Usabilla in the best way, the company 
needed to combine customer feedback with 
quantitative data collected, i.e. web analytics and 
e-commerce data. 

The Challenge

On top of that, organizations are comprised of 
different roles and areas of expertise. For instance, if 
you are not in a data-oriented role, it can be difficult 
to categorize and prioritize the data received. This 
brings another challenge: making data relevant for 
everyone within the organization. With the amount 
of feedback AkzoNobel receives as well as the need 
to create relevancy for the entire organization, it 
became essential to report on customer feedback in 
a different way. 

AkzoNobel 

usabilla.com |  support@usabilla.com
Industry: E-tail 
Website: akzonobel.com

How AkzoNobel Keeps Customers at the Heart of their Strategy with 
Usabilla’s Reporting Service: a Success Story

Overview

AkzoNobel is a Dutch multinational company that creates paints and performance coatings for both industry customers 
and consumers worldwide. Headquartered in Amsterdam, the company has activities in more than 80 countries, and 
employs approximately 46,000 people. 

For AkzoNobel, customer feedback is very important. As a traditional manufacturing company, the majority of customer 
feedback comes in through traditional channels. As the importance of digital channels grows, AkzoNobel needs to collect 
customer feedback everywhere to maintain their customer-first approach.

CSAT REPORTING SERVICES

E-COMMERCE & RETAIL MARKETING TEAMS

Data means many things to 
different people, but from a 
digital marketing perspective, 
we are very much interested in 
understanding our customers 
better, in understanding their 
needs better.

Lewis Alderson 
Global Digital Traffic
Manager, AkzoNobel

The Project

Since the foundation of the company, Coolblue has 
measured and tracked all the activity on its digital 
channels. This quantitative data has been and will 
continue to be essential to see trends in the channel 
usage, allowing the company to understand what 
is happening on their channels. Unfortunately, 
quantitative data comes with a limitation:  it does 
not show you “why” people act a certain way on 
your digital channels i.e. why do they drop off or 
why didn't they finish their journey on the website. 
Coolblue needed a solution that would go beyond 
quantitative data to provide them insights into the 
Voice of their Customer.

The Challenge

 To achieve this, Coolblue was looking for a solution 
that would:

• Provide the company with deeper 
understanding of the customer and their needs

• Validate internal assumptions to ensure the 
right decisions are made at all times

• Identify bugs and customers’ frustrations to 
instantly resolve them

CUSTOMER 
SUCCESS STORY

  
Coolblue 

usabilla.com |  support@usabilla.com
Industry: e-commerce 
Website: coolblue.nl

Usabilla helps Coolblue to continuously optimize its digital channels by 
understanding the why behind data

Coolblue is a Dutch e-commerce company that was founded in 1999. The company operates over 300 individual 
webshops and 9 physical shops under the Coolblue brand. Being one of the largest e-commerce companies in the 
Netherlands and Belguim, an excellent customer experience is crucial for Coolblue.

Usabilla enables us  
to find the missing piece  
of the puzzle.

shariar khalili 
Senior Landing Page Specialist  
at Coolblue 

CONVERSION OPTIMIZATION

MARKETING TEAMS

CART-ABANDONMENT

E-COMMERCE & RETAIL

CUSTOMER 
SUCCESS STORY

The Opportunity

For WE Fashion, it is important to stay close to the 
identity and style of their customers. This holds for 
their store and online philosophy. The WE Fashion 
website was developed by an external web agency 
and launched in 2010.

The website’s goal is to inspire customers whilst 
offering a convenient way to acquire the newest 
fashion. Therefore it’s very important for WE 
Fashion to stay connected with their target group 
and know what their customers want.

Matthijs Bionda is an Online Marketer at WE 
Fashion. His goal is to continuously optimize the 
company website, ensuring it remains ahead of 
customers’ expectations. To make sure he can reach 
this goal, Matthijs needs to know all about their 
customers - and their goals - when visiting the WE 
Fashion website.

The Solution

As it turned out, Usabilla Live was the perfect tool 
for WE Fashion. When the company initially installed 
the Live Feedback button on their website in early 
2013, they immediately started collecting valuable 
feedback from their customers. Whilst the number 
of feedback items were lower than expected at first, 
with the introduction of targeted slide-out messages 
Matthijs was able to multiple incoming feedback by 
a factor of 10.

Over time, the amount of feedback can vary. 
Matthijs explains that “especially when we’ve just 
released a new update of our site or a new feature, 
the tool is very helpful.” This is also when he and his 
team get the most feedback. “We get very diverse 
feedback - from compliments and suggestions, to 
complaints and checkout issues.”

WE Fashion 

usabilla.com |  support@usabilla.com
Industry: Fashion 
Website: wefashion.nl  

Creating an amazing customer experience with Usabilla Live for Websites

WE Fashion is an international fashion retailer founded in Amsterdam in 1962. In 2014 We Fashion had about 250 stores 
and 3000 employees in seven different countries across Europe. The key values that bring the company to life are 
pureness and simplicity, inspiration and surprise. The company extended these values to the launch of their online 
platform in 2010. 

Matthijs Bionda 
Online Marketer at  WE Fashion

WEBSITES

NPS FINANCE & INSURANCE

MARKETING TEAMS

We get very diverse feedback - from compliments and suggestions, to 
complaints and checkout issues.”



Edit • Animations

https://youtu.be/Mc7GS3rgjRI


JAN ZANDBERGEN
Packaging • Graphic Design



Brand Identity • Graphic Design



Webdesign • UI/UX • Merchandising



TEXTILE EUROPE
WebDesign • UX/UI




