
big 4 in marketing

big 4 in marketing refers to the four dominant firms or strategies that have shaped the landscape of
modern marketing. These entities or concepts are often regarded as the pillars of effective marketing,
encompassing a wide range of services from brand strategy to digital advertising and analytics.
Understanding the big 4 in marketing is crucial for businesses aiming to enhance their market
presence, optimize campaigns, and achieve sustainable growth. This article explores the big 4 in
marketing, detailing their roles, significance, and how they influence the marketing industry.
Additionally, it covers the impact of the big four consulting firms on marketing services and sheds
light on the essential marketing channels that define the big 4 in digital marketing. Readers will gain
a comprehensive overview of how these top players and strategies integrate to drive marketing
success.

The Big 4 Consulting Firms and Their Role in Marketing

Core Components of the Big 4 in Marketing Strategies

Big 4 Digital Marketing Channels

Impact of the Big 4 in Marketing on Business Growth

The Big 4 Consulting Firms and Their Role in Marketing
The term "big 4 in marketing" often relates to the four largest professional services networks globally,
known primarily for their auditing and consulting expertise but increasingly recognized for their
marketing consulting prowess. These firms—Deloitte, PwC, EY, and KPMG—have expanded their
services to include marketing strategy, digital transformation, customer insights, and analytics. Their
ability to integrate marketing solutions with broader business advisory services positions them as key
players in shaping corporate marketing strategies.

Deloitte’s Marketing Services
Deloitte leverages its extensive data analytics and technology consulting capabilities to offer
comprehensive marketing solutions. Their services include customer experience design, digital
marketing transformation, and marketing performance measurement. Deloitte’s marketing consulting
focuses on harnessing big data to create personalized marketing campaigns and improve customer
engagement, making it a leader among the big 4 in marketing consulting.

PwC’s Marketing Strategy Integration
PwC merges strategic business consulting with marketing expertise to help organizations align their
marketing efforts with overall business objectives. Their approach emphasizes brand strategy, digital
innovation, and customer-centric marketing. PwC also offers marketing analytics and technology



implementation, supporting clients in optimizing marketing ROI and enhancing market
competitiveness.

EY’s Customer and Marketing Advisory
EY provides marketing advisory services that focus on customer insights, digital marketing
transformation, and brand management. They assist businesses in developing data-driven marketing
strategies that improve customer acquisition and retention. EY’s strength lies in its ability to combine
marketing intelligence with operational efficiency, contributing significantly to the big 4 in marketing
consulting landscape.

KPMG’s Marketing Transformation Services
KPMG specializes in marketing transformation, including digital marketing strategy, customer
experience optimization, and marketing technology enablement. Their consulting services help
companies adapt to rapidly changing market conditions by implementing innovative marketing
solutions. KPMG’s expertise in risk management and compliance also ensures that marketing
initiatives align with regulatory standards.

Core Components of the Big 4 in Marketing Strategies
The big 4 in marketing can also refer to the four critical components or pillars that constitute effective
modern marketing strategies. These pillars encompass a blend of traditional and digital marketing
tactics designed to maximize brand visibility, customer engagement, and conversion rates.
Understanding these components is essential for marketers aiming to build robust and scalable
marketing plans.

Brand Strategy and Positioning
Brand strategy is the foundation of any successful marketing effort. It involves defining the brand’s
unique value proposition, target audience, and market positioning. Effective brand strategy ensures
consistency across all marketing channels and creates a strong brand identity that resonates with
consumers. Positioning the brand correctly in the market helps differentiate it from competitors and
drives customer loyalty.

Content Marketing and Storytelling
Content marketing focuses on creating and distributing valuable, relevant, and consistent content to
attract and engage a clearly defined audience. Storytelling plays a crucial role in this component, as it
helps humanize the brand and foster emotional connections with customers. This approach supports
lead generation, customer education, and brand awareness.



Data-Driven Marketing and Analytics
Data-driven marketing utilizes customer data and analytics tools to inform decision-making and
optimize marketing campaigns. This component involves tracking key performance indicators (KPIs),
customer behavior, and market trends to deliver personalized marketing messages. Leveraging data
insights enables marketers to improve targeting, increase conversion rates, and enhance marketing
ROI.

Digital Marketing and Technology Integration
Digital marketing encompasses a variety of online channels and technologies used to promote
products and services. This component includes search engine optimization (SEO), pay-per-click (PPC)
advertising, social media marketing, email marketing, and marketing automation. Integrating
technology into marketing processes streamlines campaign management, improves customer
engagement, and facilitates real-time performance monitoring.
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Big 4 Digital Marketing Channels
In the context of digital marketing, the big 4 channels refer to the primary platforms and methods
marketers use to reach and engage their audiences. These channels are essential components of any
comprehensive digital marketing strategy and are instrumental in driving traffic, generating leads,
and increasing sales.

Search Engine Optimization (SEO)
SEO involves optimizing website content and structure to improve visibility on search engine results
pages (SERPs). It focuses on organic traffic acquisition through keyword research, on-page
optimization, link building, and technical SEO. As one of the big 4 in marketing channels, SEO is
critical for long-term brand visibility and attracting high-quality traffic.

Pay-Per-Click Advertising (PPC)
PPC advertising allows marketers to place ads on search engines and social media platforms, paying
only when users click on the ads. This channel provides immediate visibility and precise targeting
options, making it a powerful tool for driving conversions and supporting product launches or



promotions.

Social Media Marketing
Social media marketing leverages platforms like Facebook, Instagram, LinkedIn, and Twitter to build
brand awareness, engage with customers, and foster community. This channel includes paid
advertising, organic content, influencer collaborations, and social listening, making it an integral part
of the big 4 in marketing channels.

Email Marketing
Email marketing remains a highly effective channel for nurturing leads, retaining customers, and
promoting products or services. It involves personalized communication, segmented lists, and
automated campaigns that deliver relevant messages directly to the audience’s inbox, enhancing
customer loyalty and driving repeat business.
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Impact of the Big 4 in Marketing on Business Growth
The influence of the big 4 in marketing extends beyond individual campaigns, significantly impacting
overall business growth and competitive advantage. Whether referring to the leading consulting firms
or the essential marketing strategies and channels, the big 4 collectively contribute to shaping market
dynamics and driving organizational success.

Enhancing Brand Authority and Market Presence
Implementing the big 4 marketing strategies enables businesses to build strong brand authority and
establish a prominent market presence. Consistent brand messaging, effective storytelling, and
optimized digital channels ensure that companies remain top-of-mind among target audiences,
fostering trust and credibility.

Driving Customer Acquisition and Retention
By leveraging data-driven insights and targeted marketing channels, the big 4 in marketing facilitate
efficient customer acquisition and retention. Personalized campaigns and customer experience



optimization lead to higher engagement, improved conversion rates, and long-term customer loyalty.

Maximizing Marketing ROI
The integration of analytics and technology within the big 4 marketing framework allows businesses
to measure performance accurately and adjust strategies in real-time. This agility maximizes return
on investment by allocating resources to the most effective marketing activities and minimizing
waste.

Supporting Digital Transformation
The big 4 consulting firms play a vital role in guiding businesses through digital transformation
initiatives that include marketing modernization. Their expertise helps organizations adopt innovative
technologies, streamline marketing operations, and stay competitive in an evolving digital landscape.
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Frequently Asked Questions

What are the Big 4 in marketing?
The Big 4 in marketing typically refer to the four largest and most influential marketing agencies or
firms that dominate the global marketing industry.

Which companies are considered the Big 4 in marketing?
The Big 4 in marketing are generally recognized as WPP, Omnicom Group, Publicis Groupe, and
Interpublic Group (IPG).

Why are the Big 4 marketing agencies important?
The Big 4 marketing agencies are important because they manage a significant portion of global
advertising budgets, influence marketing trends, and provide comprehensive services across various
sectors.



How do the Big 4 marketing firms differ from smaller
agencies?
The Big 4 firms offer extensive global reach, a wide range of integrated services, large client
portfolios, and significant resources compared to smaller, specialized agencies.

What services do the Big 4 marketing agencies provide?
They provide services including advertising, digital marketing, public relations, media buying, data
analytics, branding, and consulting.

How has digital transformation affected the Big 4 marketing
agencies?
Digital transformation has pushed the Big 4 to heavily invest in technology, data analytics, digital
media, and innovation to stay competitive and meet evolving client needs.

Are the Big 4 marketing agencies involved in influencer
marketing?
Yes, the Big 4 agencies actively manage influencer marketing campaigns as part of their integrated
marketing strategies to reach targeted audiences effectively.

How do the Big 4 marketing firms impact global advertising
trends?
They shape global advertising trends by setting industry standards, pioneering new marketing
technologies, and driving creative innovations across markets.

What career opportunities exist within the Big 4 marketing
agencies?
Career opportunities include roles in account management, creative development, digital strategy,
data analytics, media planning, public relations, and consulting.

Additional Resources
1. Influence: The Psychology of Persuasion
This classic book by Robert Cialdini explores the key principles that drive people to say "yes." It
delves into the psychology behind persuasion, making it a vital read for marketers aiming to
understand consumer behavior. The insights in the book help marketers craft campaigns that
effectively influence decision-making.

2. Positioning: The Battle for Your Mind
Authored by Al Ries and Jack Trout, this book introduces the concept of positioning in marketing. It
explains how brands can carve out a unique place in the consumer’s mind amidst intense



competition. The strategies shared help marketers develop clear messaging that resonates and
distinguishes their brand.

3. Made to Stick: Why Some Ideas Survive and Others Die
Chip Heath and Dan Heath reveal what makes ideas memorable and impactful in this engaging book.
They outline six principles that help marketers create messages that stick with audiences. This is
essential for anyone in marketing looking to craft compelling and enduring campaigns.

4. Contagious: How to Build Word of Mouth in the Digital Age
Jonah Berger examines why certain products and ideas become popular through word of mouth. The
book offers practical techniques for creating contagious content and marketing messages. Marketers
learn how to leverage social influence to amplify their brand reach.

5. Marketing Management
Philip Kotler’s comprehensive textbook is considered the cornerstone of marketing education. It
covers fundamental concepts, strategies, and case studies relevant to the big 4 marketing firms and
beyond. The book is invaluable for both students and professionals seeking a deep understanding of
marketing principles.

6. The 22 Immutable Laws of Marketing
Al Ries and Jack Trout present 22 essential rules that govern successful marketing strategies. The
book is filled with examples that demonstrate what works—and what doesn’t—in the marketplace. It’s
a must-read for marketers aiming to avoid common pitfalls and build strong brands.

7. Building Strong Brands
David A. Aaker explores how to create and sustain brand equity in this authoritative book. He
discusses brand identity, equity measurement, and strategic brand management. Marketers can
apply these concepts to build powerful brands that stand the test of time.

8. Blue Ocean Strategy
W. Chan Kim and Renée Mauborgne introduce a framework for creating uncontested market space, or
"blue oceans." The book encourages marketers to innovate and differentiate rather than compete in
saturated markets. It provides tools and case studies to help companies discover new growth
opportunities.

9. Digital Marketing Excellence
Dave Chaffey and PR Smith provide a practical guide to mastering digital marketing channels and
tactics. The book covers SEO, social media, content marketing, and analytics, essential for the
modern marketer. It equips readers with strategies to execute effective digital campaigns aligned
with business goals.
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  big 4 in marketing: Marketing Planning & Strategy John Dawes, 2021-08-11 We know how
eager you are to learn practical workplace skills at university so that you are job ready following
graduation. In marketing, one of the most practical things you can learn how to do is create a sound
marketing plan. This new book guides you concisely through the marketing planning process from
start to finish, drawing on examples from large brands like Ikea and Krispy Kreme to digital
start-ups like Starling Bank. Features a running case study about a small services business that
breaks the marketing plan down into easy to digestible chunks. A dedicated chapter on marketing
strategy concepts to help you understand how they link to market, firm or decision-related factors.
Self-test questions and scenarios with tasks throughout make for an active learning experience.
Practical in its step-by-step approach and inclusion of activities and scenarios and written simply
whilst still underpinned by marketing strategy scholarship, this book will help you to develop your
marketing decision-making throughout by learning key skills such as how to do a SWOT analysis and
how to budget and forecast correctly. Supported by online resources for lecturers including
PowerPoint slides, an instructor’s manual and a suggested syllabus. Suitable reading for marketing
planning and marketing strategy courses.
  big 4 in marketing: Principles of Marketing Philip Kotler, Gary Armstrong, Lloyd C. Harris,
Hongwei He, 2019 Philip Kotler is S. C. Johnson & Son Distinguished Professor of International
Marketing at the Kellogg Graduate School of Management, Northwestern University. Gary
Armstrong is Crist W. Blackwell Distinguished Professor Emeritus of Undergraduate Education in
the Kenan-Flagler Business School at the University of North Carolina at Chapel Hill. Lloyd C. Harris
is Head of the Marketing Department and Professor of Marketing at Birmingham Business School,
University of Birmingham. His research has been widely disseminated via a range of marketing,
strategy, retailing and general management journals. Hongwei He is Professor of Marketing at
Alliance Manchester Business School, University of Manchester, and as Associate Editor for Journal
of Business Research
  big 4 in marketing: Search Engine Marketing, Inc. Mike Moran, Bill Hunt, 2014-12-09 The #1
Step-by-Step Guide to Search Marketing Success...Now Updated and Reorganized to Help You Drive
Even More Value For years, Search Engine Marketing, Inc. has been the definitive practical guide to
driving value from search. Now, Mike Moran and Bill Hunt have completely rewritten their
best-seller to present valuable new strategies, best practices, and lessons from experience. Their
revamped and reorganized Third Edition introduces a holistic approach that integrates organic and
paid search, and complements them both with social media. This new approach can transform the
way you think about search, plan it, and profit from it. Moran and Hunt address every business,
writing, and technical element of successful search engine marketing. Whatever your background,
they help you fill your skills gaps and leverage the experience you already have. You’ll learn how
search engines and search marketing work today, and how to segment searchers based on their
behavior, successfully anticipating what they’re looking for. You’ll walk through formulating your
custom program: identifying goals, assessing where you stand, estimating costs, choosing strategy,
and gaining buy-in. Next, you’ll focus on execution: identifying challenges, diagnosing and fixing
problems, measuring performance, and continually improving your program. You’ll learn how to
Focus relentlessly on business value, not tactics Overcome the obstacles that make search
marketing so challenging Get into your searcher’s mind, and discover how her behavior may change
based on situation or device Understand what happens technically when a user searches—and make
the most of that knowledge Create a focused program that can earn the support it will need to
succeed Clarify your goals and link them to specific measurements Craft search terms and copy that
attracts your best prospects and customers Optimize content by getting writers and tech people
working together Address the critical challenges of quality in both paid and organic search Avoid
overly clever tricks that can destroy your effectiveness Identify and resolve problems as soon as they
emerge Redesign day-to-day operating procedures to optimize search performance Whether you’re a
marketer, tech professional, product manager, or content specialist, this guide will help you define



realistic goals, craft a best-practices program for achieving them, and implement it flawlessly. NEW
COMPANION WEBSITE PACKED WITH TOOLS AND RESOURCES SEMincBook.com includes
exclusive tools, deeper explorations of key search management techniques, and updates on
emerging trends in the field mikemoran.com whunt.com SEMincBook.com
  big 4 in marketing: Effective Auditing For Corporates Joe Oringel, 2012-03-29 In the wake
of the recent financial crisis, increasing the effectiveness of auditing has weighed heavily on the
minds of those responsible for governance. When a business is profitable and paying healthy
dividends to its stockholders, fraudulent activities and accounting irregularities can go unnoticed.
However, when revenue and cash flow decline, internal costs and operations may be scrutinized
more diligently, and discrepancies can emerge as a result. Effective Auditing for Corporates
provides you with proactive advice-to help you safeguard core value within a corporation and to
ensure that auditing processes and key personnel meet the expectations of management,
compliance, and stockholders alike. Aimed primarily at auditors (both external and internal), risk
managers, accountants, CFOs, and consultants, Effective Auditing for Corporates covers: *
Compliance and the corporate audit * Fraud detection * Risk-based auditing * The development of
Sarbanes-Oxley * Cultural changes in external auditing * Auditing management information systems
  big 4 in marketing: Bull's-Eye! The Ultimate How-To Marketing and Sales Guide for
CPAs Tracy C. Warren, 2016-11-21 Sponsored by PCPS and the Association for Accounting
Marketing Whether your firm is getting back into the full swing of marketing and you are looking for
some new ideas to jumpstart your sales efforts, or you are getting serious about business
development for the first time, this book is designed for you. Its purpose is to inspire, teach, and
provide you with practical insight to help build results-oriented marketing and sales programs in
your organization. Bull’s-Eye is a collaboration of 37 of the industry’s most successful marketing and
sales minds. Collectively these gifted professionals have served as pioneering practitioners inside
the profession, and as outside advisors and thought leaders for hundreds, even thousands of CPAs
and their firms. They give you an insider’s view of what it takes to build marketing initiatives that
produce results. Through the principles, best practices and case studies shared in the book, you can
see success doesn’t happen by chance, but through careful planning, development, and
implementation of well-designed processes, systems, and tools. This compendium of marketing
know-how shows you how to build your marketing team, implement marketing techniques that get
you noticed, connect the dots between marketing and sales, measure results, and much, much more.
  big 4 in marketing: Marketing Research Report , 1973
  big 4 in marketing: Small business problems in the marketing of meat and other commodities
United States. Congress. House. Committee on Small Business. Subcommittee on SBA and SBIC
Authority and General Small Business Problems, 1978
  big 4 in marketing: Small Business Problems in the Marketing of Meat and Other
Commodities: Concentration trends in the Meat Industry United States. Congress. House.
Committee on Small Business. Subcommittee on SBA and SBIC Authority and General Small
Business Problems, 1978
  big 4 in marketing: Marketing Research Report United States. Department of Agriculture,
1973
  big 4 in marketing: Small business problems in the marketing of meat and other
commodities , 1980
  big 4 in marketing: Data Engineering for Data-Driven Marketing Balamurugan Baluswamy,
Veena Grover, M. K. Nallakaruppan, Vijay Anand Rajasekaran, Mariofanna Milanova, 2025-03-10
Offering a thorough exploration of the symbiotic relationship between data engineering and modern
marketing strategies, Data Engineering for Data-Driven Marketing uses a strategic lens to delve into
methodologies of collecting, transforming, and storing diverse data sources.
  big 4 in marketing: Principles of Marketing for a Digital Age Tracy L. Tuten, 2019-12-28
Student-led in its design and development, the book incorporates digital marketing as central to
what marketers do, and combines quality examples, assessment and online resources to support the



teaching and learning of introductory marketing in a digital age. The author integrates digital and
social media marketing throughout the chapters and through student involvement in the
development of it, the text has been made to be approachable and to appeal to students, with
infographics, numerous images, and an engaging writing style. It facilitates the flipped approach to
classroom teaching and is supported by a number of features and activities in every chapter,
encouraging students to undertake course reading, class participation and revision. It includes case
studies from global companies such as Airbnb, Amazon, Apple, Burberry, eBay, Etsy, Google, IKEA,
Nespresso, Netflix, Nike and Uber. It also takes a social view of marketing, featuring cases tied to
the UN’s PRME initiative to aid students in becoming sustainably-minded individuals. The book is
complemented by online instructor resources, including chapter-specific PowerPoint slides, an
instructor manual, flipped classroom activities, as well as open access multiple choice questions
(with solutions), videos, case studies, web links, a glossary and American Marketing Association
(AMA) journal articles for students.
  big 4 in marketing: Handbook of Service Business John R. Bryson, Peter W. Daniels,
2015-04-30 Service business accounts for more than 75 per cent of the wealth and employment
created in most developed market economies. The management and economics of service business is
based around selling expertise, knowledge and experiences. This Handbook co
  big 4 in marketing: The International Business Environment Leslie Hamilton, Philip Webster,
2012-01-19 The International Business Environment, Second Edition, prepares students for the
realities of global twenty-first-century business. Building on the success of the previous edition, it
employs a wide range of examples from BRIC and CIVETS economies and offers chapters on CSR,
the ecological environment, and corporate social responsibility. Authors Leslie Hamilton and Philip
Webster discuss the process of globalization, the global economy, and the impact of that economy on
international business organizations. Using a PESTLE framework, they analyze the economic,
political, legal, financial, technological, socio-cultural, and ecological environments, clearly outlining
the factors that affect the everyday business of organizations. Adopting a truly international
approach, this full-color, visually engaging text features a wealth of examples and case studies. Each
chapter begins and ends with a one-page case study, and fifty additional mini-cases address such
compelling issues as civil unrest in North Africa, the Japanese earthquake and tsunami, Wikileaks,
and Google in China. Organizations including BP, Dell, Domino's Pizza, Apple, and Procter & Gamble
are featured throughout the book. A Companion Website offers numerous resources for students and
instructors.
  big 4 in marketing: Marketing Accountability for Marketing and Non-Marketing Outcomes V.
Kumar, David W. Stewart, 2021-09-27 Review of Marketing Research pushes the boundaries of
marketing—broadening the marketing concept to make the world a better place.
  big 4 in marketing: Accounting and Auditing in China Mark A. Clatworthy, Juan Manuel García
Lara, Edward Lee, 2025-02-12 This book is a curated compilation of research articles exploring
compelling issues associated with accounting and auditing in China. China is one of the leading
emerging countries in the world. It has experienced rapid growth over the past few decades and
plays a key role in the global economy. Accounting information contributes to China’s economic
development by facilitating the engagement of firms with investors, governmental agencies and
other stakeholders. Given the changing regulatory and economic landscape in China, the
experiences and challenges of Chinese accounting and auditing offer useful insights to academics,
practitioners, and policymakers around the world. Against this backdrop, there is an increasingly
large and continuously growing academic literature on China-related accounting and auditing. The
chapters in this volume showcase how accounting information relates to a wide spectrum of
important issues, including carbon emissions, international trade and the supply chain. It also
considers the development of the audit market in China and highlights important future directions
for accounting researchers interested in China-related studies. This book will be relevant for
students and professionals of accounting, auditing, finance, and international business. It will be
particularly useful for researchers, policymakers, and practitioners seeking to understand the



nuances of China's financial practices and their broader implications. The chapters in this book were
originally published in Accounting and Business Research.
  big 4 in marketing: EBOOK: Principles and Practice of Marketing JOBBER, DAVID, 2009-12-16
EBOOK: Principles and Practice of Marketing
  big 4 in marketing: OCR GCSE (9–1) Business, Fourth Edition Mike Schofield, Alan Williams,
2022-04-29 With up-to-date case studies of real-world businesses, this fully updated OCR GCSE (9-1)
Business Student Textbook will help your students respond to exam questions with confidence,
demonstrating how they can structure their answers for maximum impact. This Student Textbook
includes: - Fully up-to-date exam questions, with 25% more practice questions and increased
practical support for tackling different question types - More exam tips and advice, with examiner
commentary showing how students should approach exam questions - Real-world case studies, new
and updated, to reflect the developments in e-commerce and the impact of recent global and
political developments - Quick knowledge-recall questions throughout the book to help students
check understanding, and for teachers to use in assessment
  big 4 in marketing: Proceedings of the 1983 Academy of Marketing Science (AMS)
Annual Conference John C. Rogers III, William A. Dempsey, Charles W. Lamb, Jr., Dale M.
Lewison, Patrick L. Shul, Saraswati P. Singh, 2015-06-26 This volume includes the full proceedings
from the 1983 Academy of Marketing Science (AMS) Annual Conference held in Miami, Florida. It
provides a variety of quality research in the fields of marketing theory and practice in areas such as
consumer behaviour, marketing history marketing management, marketing education, industrial
marketing and international marketing, among others. Founded in 1971, the Academy of Marketing
Science is an international organization dedicated to promoting timely explorations of phenomena
related to the science of marketing in theory, research, and practice. Among its services to members
and the community at large, the Academy offers conferences, congresses and symposia that attract
delegates from around the world. Presentations from these events are published in this Proceedings
series, which offers a comprehensive archive of volumes reflecting the evolution of the field.
Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship journals,
the Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are edited by
leading scholars and practitioners across a wide range of subject areas in marketing science.
  big 4 in marketing: Market failure? Great Britain: Parliament: House of Commons:
Communities and Local Government Committee, 2009-07-23 Market Failure? : Can the traditional
market survive?, ninth report of session 2008-09, Vol. 2: Oral and written Evidence
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A plethora of in-house perspectives allows us to see what
Superkilen | BIG | Bjarke Ingels Group The park started construction in 2009 and opened to the
public in June 2012. A result of the collaboration between BIG + Berlin-based landscape architect
firm TOPOTEK 1 and the
Yongsan Hashtag Tower | BIG | Bjarke Ingels Group BIG’s design ensures that the tower
apartments have optimal conditions towards sun and views. The bar units are given value through
their spectacular views and direct access to the
Manresa Wilds | BIG | Bjarke Ingels Group BIG has grown organically over the last two decades
from a founder, to a family, to a force of 700. Our latest transformation is the BIG LEAP: Bjarke
Ingels Group of Landscape, Engineering,
Serpentine Pavilion | BIG | Bjarke Ingels Group When invited to design the 2016 Serpentine
Pavilion, BIG decided to work with one of the most basic elements of architecture: the brick wall.
Rather than clay bricks or stone blocks – the wall
301 Moved Permanently 301 Moved Permanently301 Moved Permanently cloudflare
big.dk
The Twist | BIG | Bjarke Ingels Group After a careful study of the site, BIG proposed a raw and
simple sculptural building across the Randselva river to tie the area together and create a natural
circulation for a continuous art tour
VIA 57 West | BIG | Bjarke Ingels Group BIG essentially proposed a courtyard building that is on
the architectural scale – what Central Park is at the urban scale – an oasis in the heart of the city
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