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.- w27 Marketing Birectors

A powerhouse of insight, creativity
and brand marketing expertise to



A robust and practical brand positioning Is vital to focu:
marketing in product launch and decline phases

A

Launch Growth Mature Decline
phase phase phase phase
Repositioning
needed to
attract new or
lapsed
customers
Sales 8 |

Positioning
needed to focus
product and
communications
to attract
interest and trial
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Great brands offer a unigue combination of rational,
emotional and personality traits that win hearts and
YAYRAX

. en th —
increasing brand str g

| | Awareness Consistent delivery Personality

MEREEN% Distinctive value Communications Strong and enduring

measures = proposition aligned with delivery relationship
Incremental ‘ | Choice Loyalty Increased leverage

benefits 1 Purchase Premium prices opportunities
\ Traffic
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The challenge is also to deliver consistently via all
customer encounters ...

5=+ | Organisation/ \l
Process

\ e 4 Visual Identity ..o
Communication
/Promotion
9 .
?®ISNEP - k&!gg;&
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Brand frameworks act as a lens to ensure consistent
communications

Before

Business .

Business

Customer

Business

Business

Brand framework
as a lens

After

Business >< —_—
Business

Business - Customer

Business
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Three principles guide how we work

1. Work collaboratively to think from a

consumer point of view (or via
research) to uncover insights and
ideas where your brang nowand
could gain the future

A vital as your customer is the
ultimate arbiter of choice

2. Create very rich stimulus to bring to

life and explordhe positioning
territory your brandcouldoccupy

Aiie therational and emotional
benefits, supports, character
/personality traitscoveringwhat to
say anchowto say it

The

Marketing Directors

3.

Use customers as emeators to
determine where your branghould
goandwhy.

Acreate strategic and executional
blue-print to inform brand
development and communication



Our approach is collaborative, creative and rigorous

A

Insight Direction
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By working collaboratively or via research we unearth
insights on where your brandim®wandO 2 dzf R 3 2

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

(RELAXATION)

ON SEVEN HINDRED & ¢ q3

THO! ."\‘.‘1‘ ONI

REWARD PICK ME I J';; REDE THIRT  ONE FOUNDS

(GIFT/TREAT) UP/BOOST

C9!'w hC W[ h{LbDQ PASS TIME

ESCAPE/ ENHANCED
DREAM EXPERIENCE

Z ITVIhearketing Directors



In more competitivemarkets, original consumer
research i;ieededto reveal true and useful insights on
O2yadzYSNEQ YySSRA | YR 0 NIy

Summary of profound understanding on a consumer or his/her
circumstances.
Has to be expressed as a consumer need, want or belief
ensure that it is something that genuinely matters to consumers.

N
.
\
N
-
b

Relevance / Application of Insight

How this consumer need, want or belief articulated by this
insight could be acted upon or applied to benefit the branc

Z ITVIhearketing Directors



In turn they inspire creativity texpresswhere your
brandcould goX

At a8 =
Up to a hundred The essence of Soft and gentle? Any time
mOCk-Up ads or femininity Or with extra attitude? Any place
brandceptsare |

createdto
provoke, engage,
excite and explore
rich new emotional l
territory to set
your brand apart e w2 =

AlG Ats

Escape to wherever

you want to To break free

be care free
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Using creative qualitative and semi quantitative
research and rigorous analygswerful new
LIZaAAGAZ2YAY3I RAYSyYyaiAzya |

A6 Als
Creative Audience Workshops Escape to wherever To break free
you want to be care free
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Brand Differentiators Brand Personality
and Promise i - defines how to
defines what the communicate with
brand is as well as consumers
what to say
Style / tone

Essence
The best a girl can do

Core characteristics Determined
(Things that never change)

Personality
Active, confident,
friendly, full of life

On the go

Emotional benefits
| want to be mentally confident
and full of life at all times

The best a girl can do Consistent:

Integrity/
reliable

quality

Unswerving confidence Full of life

Rational benefits

I want to be physically at my best (demonstrably dry and odour free
underarms) no matter what the situation, where or when

100% Feminine

Engaging Modest

Target consumer Consumer instg
| worry that people will
notice my wet and smelly underarms in social and
close up situations

Ladies and girls who sweat and realise Relevant to today (timeless)

they need extra protection/care

The

% Marketing Directors




X so theycan be acted upoto ensure successful
brand development and communication

Brand Personality / Style and Tone

The Targeting Sweet Spot

Key:

=

Secondary target I:I

Tettiary target |:| Boys Sex
‘ A
lge
v1 \M 7 vs v1
Girls

Brand Communication Brief

Primary target

Brand Objectives
Summary of the desired business outcomes eg brand switching, increasing purchase, changing attitudes

Brand Challenge
Description of the challenge or problem that communication must address

Insight Summary (and Relevance / Application of Insight)

Insight Summary: Summary of new understanding on a consumer or his / her circumstances. Has to be expressed
asa consumer need, wantor belief to ensure that itis something that genuinely matters to consumers.
Application of Consumer Insight: hows could this consumer insight be successfully applied to consumer lives to
meet the need, wantor belief articulated by this insight

Target
Market

Description of target consumer. Occasion Description of when the consumer
could use the brand

Consumer Proposition / Promise

Summary of what the brand offers consumers and why itis differentand appealing

Rational and Emotional Benefits

Summary of the key rational and emotional or self image benefits delivered by the brand

Personality / Style and Tone Features/ Supports
Description of how the brand talks to consumers. Summary of the key features, supports or reasons why
Some times helpfully described in terms of dos and the benefits can be delivered
don’ts

The

Marketing Directors

Modern,
Forward
Looking

Energetic

§:l

OIL CHANGE =

1 want s clary what | ot o
P

A roacs s 1o abrgher b

Plain
Speaking

Promotion
objective

The goal or
purpose to be
achieved. Should
be SMART

Too high tech,

aloof

Static, dull

Buddy
buddy,

Cheesev

Brand Marketing Plans

Promotion
strategy

( Statementofhow '\

to reach the
objective.
Shouldbe
unambiguous and
partof the brand’s

\_narketing strategy /

Broad action plan

(Priority project)

The overall method
for achieving the
goal

(Specific)
action plan

)

The individual
steps that make up
the broad action
plan

\ <

Our vopties o our cusomers.

A car service tht st you st

Responsibility

Whois

responsible for
implementation

Timing

)

When the
plan will
be
enacted

\

To increase Brand
Xever tried-levels
among target
customers
(men >30) from
20t

be

Deliver stronger
trial incentives to
consumers

- J

To devise a 3 event
campaign of
targeted trial events

( Coupons in N

men’s magazines

\_ size price pack J

Brand Manager

/Agency

Targeted Brand Manager
mailed coupons /Agency
Deep cut small Brand Manager

/Production

<
( Feb )
April

June

—/
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GSK Success Starpral Care

Challenge :

w To understand consumer issues and provide
direction for new communications to
increase penetration and growth of oral
hygiene products in Central & Eastern Europe

Approach:

w Collaborative working to develdpypotheses
and create stimulus

w Research in 3 countries: Videoednome
observation and depths, ifacility depths
YR 3ANRdzLJAT ft 6A0GK COREGA

w Debrief and working session with client team

Results:

w Insights identified and strategy developed to
direct marketing and communications. New
advertising copy created and aired. Sales
have increased bgine foldin three years

The

Marketing Directors

COREGA

-nic nie trzyma lepiej!




What sets us apart

Insight, Innovation and Brand
Marketing Consultancy

Leading edge brand expertise

Pioneering research and
creative technigques

Superior analysis and
marketing/commercial skills

Collaborative way of working
Global capability

Clear and practical deliverables

Z ITVIhearketing Directors
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Call Guy Tomlinson tiscuss howve could help you:

The Marketing Directors
The Old Barrel Store
Brewery Courtyard
Draymand._ane

Marlow Bucks SL7 2FF

Tel: +44 (0) 1628 400 699 (Main)
www.themarketingdirectors.co.uk



