A powerhouse of insight, creativity
and brand marketing expertise to



Why Bother?

Fragmenting
and
demanding
audiences

Harder to
achieve audience

cut-through,
stand-out
and appeal

New and
increasing
competition
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Digital
convergence
and media
substitution

More
demanding
shareholders




Benefits of Branding

w Not a programme, magazine, logo or name, but a perception
to win the hearts and minds of audiences and advertisers

w A recognised value proposition
I Attracts and retains attention and interest

I Adds audience, advertiser and
shareholder value

w Extendable
w Enduring

Disney is awesome. For 75 years,
its fantasies and larger than life
experiences have swept away kids
and adults, producing winner after

Vanother -
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The challenge is to optimise the range of variables ie.

O2yuUSyiuz 221

NATIONAL
GEOGRAPHIC
CHANNEL

Evening
AL 6.00pm Mad Labs
AL 6.30pm I DidIn't Know That
A, 7.00pm Big Cat Crisis

Ay g.00pm 4+ Warplanes: The Age OF Stealth
Ay 0.00pm Outbreak Investigation: The Phi...

Seconds From Disaster

Aircraft Carrier Explosion

Is It Real?
Sunday at 1.00am
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YR FSStsx O
@ MATCH OF THE DAY

WHAT'S uP |

CARLOS? 40N



Three principles guide how we work

1. Work collaboratively to think from
an audience point of view and
unlock insights and ideas where your
brandis nowand could go

A vital as your audience is the
ultimate arbiter of choice

2. Create very rich stimulus to bring to 3. Use audiences as @weators to

life and explore where your brand determine where your branghould

could go goandwhy

Atypically covers content, format, Acreate strategic and executional
settings, style and tone and blue-print to inform production,
characters/personalities, features communication and extension

and benefits
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Our approach is collaborative, creative and rigorous

A

Insight Direction
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Via collaborative working we unearth insights on where
your brand imowandO2 dzf R I 2 X DD

What are audience needs What are brand strengths,
and wants? weaknesses, features and benefits?

PRICE SOCIALISATION p \

STIMULATION/ SELF
IMPROVEMENT

CONFIDENCE

IDENTIFICATION
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Then build and visualise ideas to express where your
brandcould goO2 GSNA Y I O2y U Syl X

Rural / anywhere

Setting
1. Famous Five 2. The New
Myvsteries Adventures of
Y the Famous
-more Five
dramatic
- more modern
ot < Age of characters —» old
existing 9 or
4. The Famous
Ciogdos 22NIR 27F 3-'|_'h8Famou3
Five¢ New
Adventures :
-lots of Generation
. George and her
overseas _
i grandchildren
travelling

\ 4

Global / exotic
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2. The New Adventures of the
Famous Five

Jules, Rick, Anne, George and
Timmy are three years older.
They are taller, wiser and even
more derring do. Jules is still
leader of the pack, Rick is
more of a joker, Anne is
prettier and George is as
2LIAYA2YIFGSR | a
could it be she has a crush on
Jules?
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Mock-up ads or
brandcepts help
explore the mos
compelling and
differentiating
rational and |

emotional
benefits

Escape to the big outdoors

- -
L S——— a3
o Look and feel
; 93 can also be
_ £ ; \é explored using
& o R - setting and

character visuals
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Alternative brand

logos, hames, | =
copylines and ; _ )\”

layouts help S - “/?2
explore detailed l VSIS virni SRR WALKING WITH

DINOSAURS DINOSAURS

execution




Using creative qualitative and semi quantitative
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Creative Audience Workshops
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provide clear, practical and robust strategic and executic
direction to maximise brand starél dzt | Y R | LJL

NI} YR Wa dza Of

Promise- define
what the brand is as
well aswhat to say

NATURE NATURE
EXPERTS REVELATIONS
i BRAND Fascinating
Admired as the ( tir
worl doés PROMISE andr:gtsuprlenng
trustelcjiiggture The most expariences
9 breathtaking
and involving
nature
adventures

NATURE DRAMA
Passionate and engaging
stories about the earth, its

flora, fauna and human
challenges and tribulations
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I Y R Brand Personality

- defineshow to
communicate with
audiences

STYLE/ TONE
(How |
communicate)
Rich character You are never
interplay and sure what will
emotions happen next

CORE CHARACTERISTICS
(Things that never change)

An emotional Confident, brave, se?ﬁﬁggf:rgd
roller coaster empowerin
ride P 9 Nolfor scenery

Gripping  Enduring MYStery

) Classic and
Socially adventure,

relevant Real life
Heroes |

A little bit scary
tense / keeps me
on the edge of

Always a happy
ending

admire
my seat
Vivid, Relevant and
detailed, aspirational to
real-life me
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Implementation

Style and Tone Guidelines
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S/
THINGS ARE NOT QUITE
WHAT THEY SEEM
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LORD EGEWARE DIEs

GOTHIC

A

SLAUGHTER |



BBC Match of the Day Success Story

Challenge:

w To understand the market for football news and
gossip with a view to identifying gaps in the
market for a new multmedia football offer

Approach:

w Collaborative working to hypothesise issues and
opportunities and create stimulus

w Insight programme: Pretasked groups and depths
I Investigative Journalists
I Football and Football Media Diaries
I Father and Son Magazine Reviews

w Debrief/Working Session

Results:

w Identified space and bluprint for BBC Match of
the Daymagazine and website. Launched in
Spring 2008 this is generating sales of c.£8.5m p
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