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A powerhouse of insight, creativity 
and brand marketing expertise to 
Position and Communicate Brands



A robust and practical brand positioning is vital to focus 
marketing in product launch and decline phases
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Great brands offer a unique combination of rational, 
emotional and personality traits that win hearts and 
ƳƛƴŘǎΧ



The challenge is also to deliver consistently via all 
customer encounters ... 
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Brand frameworks act as a lens to ensure consistent 
communications
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Three principles guide how we work

2. Create very rich stimulus to bring to 

life and explore the positioning 

territory your brand could occupy

Åie the rational and emotional 

benefits, supports, character 

/personality traits covering what to 

say and how to say it 

3. Use customers as co-creators to 

determine where your brand should

go and why.

Åcreate strategic and executional 

blue-print to inform brand 

development and communication 

1. Work collaboratively to think from a 

consumer point of view (or via 

research) to uncover insights and 

ideas where your brand is nowand 

could goin the future

Åvital as your customer is the 

ultimate arbiter of choice



Our approach is collaborative, creative and rigorous

Insight Ideas Direction



By working collaboratively or via research we unearth 
insights on where your brand is nowand ŎƻǳƭŘ ƎƻΧΦΦ

What are audience needs, 
wants and brand beliefs?

What are brand strengths, 
weaknesses, features and benefits?
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MAKE 
MONEY



Insight Summary

Summary of profound understanding on a consumer or his/her 
circumstances.

Has to be expressed as a consumer need, want or belief to 
ensure that it is something that genuinely matters to consumers. 

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

Relevance / Application of Insight

In more competitive markets, original consumer 
research is needed to reveal true and useful insights on 
ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎ ŀƴŘ ōǊŀƴŘ ōŜƭƛŜŦǎΧΦ



In turn they inspire creativity to express where your 
brand could go Χ

Up to a hundred 
mock-up ads or 
brandcepts are 

created to 
provoke, engage, 
excite and explore 
rich new emotional 

territory to set 
your brand apart



Using creative qualitative and semi quantitative 
research and rigorous analysis powerful new 
ǇƻǎƛǘƛƻƴƛƴƎ ŘƛƳŜƴǎƛƻƴǎ ŀǊŜ ǊŜǾŜŀƭŜŘΧ
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Creative Audience Workshops
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¢ƘŜƴ ŘŜŦƛƴŜŘ ƛƴ ōƻǘƘ ǎǘǊŀǘŜƎƛŎ ŀƴŘ ŜȄŜŎǳǘƛƻƴŀƭ ǘŜǊƳǎΧ

Brand Differentiators 

and Promise ï

defines what the 

brand is as well as 

what to say

Brand Personality

- defines how to 

communicate with 

consumers

Essence

Personality

Emotional benefits

Rational benefits

Target consumer

The best a girl can do

I want to be mentally confident 
and full of life at all times

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

Active, confident, 
friendly, full of life

Consumer insight

I worry that people will
notice my wet and smelly underarms in social and 

close up situations

Ladies and girls who sweat and realise 
they need extra protection/care

Agatha Christie Ltd (A Chorion company)

Integrity/ 
quality

Relevant to today (timeless) 

The best a girl can do 

Style / tone

Core characteristics
(Things that never change)

Unswerving confidence

100% Feminine 

Full of life

Consistent, 
reliable

Engaging Modest

On the go Determined



Χ so they can be acted upon to ensure successful 
brand development and communication



GSK Success Story ςOral Care

Challenge :

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

Approach:

ω Collaborative working to develop hypotheses 
and create stimulus

ω Research in 3 countries: Videoed in-home 
observation and depths, in-facility depths 
ŀƴŘ ƎǊƻǳǇǎΤ ŀƭƭ ǿƛǘƘ ΨƛƴŦƭŀǘƛƻƴΩ ǇǊŜǘŀǎƪǎ 

ω Debrief and working session with client team

Results:

ω Insights identified  and strategy developed to 
direct marketing and communications. New 
advertising copy created and aired. Sales 
have increased by nine fold in three years



What sets us apart

ω Insight, Innovation and Brand 

Marketing Consultancy

ω Leading edge brand expertise

ω Pioneering research and 

creative techniques

ω Superior analysis and 

marketing/commercial skills 

ω Collaborative way of working

ω Global capability

ω Clear and practical deliverables



Call Guy Tomlinson to discuss how we could help you:

The Marketing Directors
The Old Barrel Store
Brewery Courtyard
DraymansLane
Marlow Bucks SL7 2FF

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


