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what does and does not matter in marketing

we will share this deck
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Get a Camay Complexion and
You’'ll be Admired Wherever You Go l

¥, wrnee a1 girl froem Wish

s 2 il 4 kively skin"

the Soap of
Beautiful Women..

CAMA

e 8.
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THE SATURDAY EVENING POST November 14, 195

Advertising Men

REACH FOR THE FLOATER®
INSTEAD

wich deepsea diving after

nker soups-

A»\lhll«’m. men would walf  We ssked them, "What bath soup
: Most men don't wane to smell like the

you prefer?” And they rolled up more

or the Bath- Soap-That-Floats

Advertising men reach for « foater in votes for Ivory than for any other

sead of a sinker." Advertising men vore for Ivory—
Even our best friends told us this! Bue simply because that's the way most men
we wanted to be sure feel about bath soups
We wrote the 349 advertising mansg Most V't want €0 serain their Ivory bathwich &

szed cake of Ivory, floating in easy reach

">~ 'IVORY SOAP

99 44/,53% Pure . It lloats

ers of America’s 49 largest companies.  muscles of impaie their good humor

IS5 A N TOUCHES
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Study the past —in order to find out the trouble diagnosis

After uncovering weakness, develop a plan that
can be applied to this local sore spot

Outline this plan in detail

Prepare sales help and all other necessary material
for carrying out the plan.

tactics

. | Keep whatever records are necessary, and make
field studies, to determine whether the plan has worked

diagnosis

Kampanje



How to Manage a Brand

Diagnosis

33.3% % 33.3%

Kampanje



Tactification

Diagnosis

100%

Kampanje



How to Manage a Brand

Diagnosis

33.3% % 33.3%

Kampanje
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Unloner

13 Billion Euro Brands 22 Billion Dollar Brands
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« What customers will be targeted?

Kampanje
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Bruce McColl

6 . .
I’m not a great believer in

targeting. Our target is about
seven billion people sitting on
this planet. Our task is to reach as
many people as we can; to get
them to notice us and remember
us; to nudge them; and,
hopefully, get them to buy us

once more this year.
yy



Marc Pritchard

““We targeted too much, and
we went too narrow, and
now we’re looking at what is
the best way to get the most
reach but also the right

precision? 7



A Growth in Mass Marketing

Proportion of award winners

n=5,835

2011 2012 2013 2014 2015 2016 2017



Sophisticated Mass Marketing

OXFORD

4

Byrﬂ

“n Sharp

§6

..textbooks have
condemned mass marketing
to a premature grave

€ Rather than trying to hem
their brands into niches,
[brand managers] are always
looking for broad reach »
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Who do you think won today's debate?

/,

Mark Ritson
59%

Byron Sharp | ‘
27% <

More than 2Xx

Join at 13%
slido.com
#FOM17




So Who is Right?

7.7, Festival
/¢ ° Marketing

TARGET

About Attend Agenda Sponsor Help The Masters in

g Professors:
itson Go Hes




These Two

The Long and the
Short of It

f — : 7 Balancing Short and Long-Term Marketing Strategies
R - | I p Les Binet, Head of Effectiveness, adam&eve DDB
W - Poter Field, Marketing Consultant

In assooiation with

lhmkbox'



Sales Uplift over Base

>

Sales activation -¥&) ‘ )
Short term sales upliSass®
but no long term grogEit -

IPA

N
wn
xR

Profit effect
G N
R

2

wn
X

0%

w
2

Brand + Activation = Max Profit

|
i i
| I|
i T - . ]

Brand buiding

MRV

Both
Campaign objectives

Sales activation

Time

— N\
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Optimum Budget Split %

100

Financial
Services

The 60/40 Rule

Prescription Practice

Retail FMCG  B2B Other NFpP Actual
Services

Source Peter Field / IPA Databank

B Activation

Bl Brand




The Growth in Short Termism

H

Global i FT -~

FINANCIAL
TIMES

AVAV#VAV#
vy

0%

UK
. Longer

15%
CEMEA
Americas
APAC
Marketers

Would you say that your reporting cycles for marketing performance are
getting longer or shorter in your organisation? Why is that?



Why is there Such a Difference?

Brand building
Long term sales growth
Sales activation Reduced price sensitivity

Short term sales uplifts,
but no long term growth

Sub 12 Month !

3% RO

Sales Uplift over Base

Time



Groundhog

Peter Drucker

B
Sub 12 Month | Sub 12 Month | Sub 12 Month | Sub 12 Month | Sub 12 Month |
Window 1 Window 1 Window 1 Window 1 Window 1
3X ROI 3X ROl 3X ROI | 3X ROI 3X ROl

l I I I

| | | | |

| | | | |

| | | | |

| | | |

Day

i M




Three CMOs




Three CMOs




Three CMOs

60% Short
0% Long




Targeting vs. Reach
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A Two Speed Brand Plan

Kampanje



A Two Speed Approach
s TESENEN

Shorter Term Activation Longer Term Activation

* More granular segments * Mass Marketing

* Targeted * Target the Category

* Product based * Brand based / Emotion
* Digital Comms lead * TV/OOH

* Changing approach

* Multi-year consistency




A Two Speed Brand Plan
DIAGNOSIS

SEGMENTATION




- What is our position to those targets?

Kampanje



Relative Differentiation | Different Names
* Availability
* In mysize
* Inred

Simon Sinek

Rosser Reeves Ries & Trout Byron Sharp

N
7

Own a Single Idea Relative Differentiation?
to...
e Salience
* Competitors
e Other Brand Associations

Purpose
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- What are the brand codes?

Kampanje



EWSVIUKERS)

Differentiation?

The Two D’s

Distinctiveness?

EWSVILKERS)




Positioning
Differentiation?

& Effortful

C\\Q;? Complex decisions

Codes
Distinctiveness?

— -

Unconscious

Automatic #.9
Everyday decisions

Error prone




Differentiation?

&) Erortiul
C'\\Q/'? Complex decisions

G Reliable

System 2

Distinctiveness?

Fast

3
[ r—

MARK RITsoN: CORONA BEER’S BAD PRESS ﬂ
WiLL “PROPEL IT To ToP-0OF-MIND A
STATUS FOR MILLIONS” LEADINCH

Unconscious

Automatic
Everyday decisions

Error prone

| System 1




codes = distinctive brand assets = distinctive assets

* Logo 123
* Shapes/Patterns 194
 Colours 97
 Founders 111
© Font 110
* Packaging 109
 Characters 102
* Product Cues 100
* Locations 97

e Celebrities Q7




Three Challenges of Codifcation

1. Analysis

2. Palette articulation
I

SEPHORA ‘

3. Big Stick Application
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e
e
Toronto upset after Sephora promotion .. Toronto's New Sephora Store Is Opening Sephora, Toronto, Ontario review fresh face in Canadian makeup retail . Sephora Toronto Eaton Centre - Home .. pop-up coming to Yonge-Dundas
blogto.com narcity.com chickadvisar.com thestar.com facebook.com dailyhive.com

77 Bloor Street West, Toronto ... Sephora Expands Operations with ...

yellowpages.ca retail-insider.com

i A s

Cosmetics & Beauty Supply ... Sephora, Toronto, Ontario reviews in ... SEPHORA at Yonge and Eglinton is Now ... Sephora - 2019 All You Need to...

Sephora Expanding Canadian Operalions
yelp.ca chickadvisor.com styleblog.ca

yelp.ca retail-insider.com

SEPHORA

} R

—— TR R m——

Shopper Innovation + Activation Awards ...

shopperinnovaticnawards.strategyonline.ca

Canada |s Having A Huge Holiday Sale ... Bloor Street, Toronto, Sephora, night .. Sephora 34th Street: How to Shop the ...

narcity.com

alamy stock photo

Sephora | Quadrangle Sephora redefines beauty retail in ...

alamy.com allure.com Quadrangle.ca drugslorenews.com

Related searches

sephr~-

T§acs

. Big Stick Application



What Do Codes Do?

1. Maintain Salience




What Do Codes Do?

1. Maintain Salience
2. Shorten the last 2 feet

on your left

= e e RN ——

[TH
on your right , .

iy

TN
4y
1158

: i
 — f A

¥
% | e\

4|

= -

just missed us



What Do Codes Do?

1. Maintain Salience
2. Shorten the last 2 feet
3. Advertising Linkage



How You How The

Make Your Ads Experience Your

N By

-
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Impact of Codes on Branded Attention

Characters x6.01

x2.84
x2.09

x1.67

Celebrities

Package Shape

Creative Visual Style -

Colour x1.44

B
Font - x1.41
—

Logo with Slogan x1.41

Slogan - x1.19

Logo

VISUAL (ANY) x1.15

x8.53
Musi x1.20
1 l ‘ --------------- AUDIO (ANY) x3.44
o 2 4 6 8 10
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What Do Codes Do?

Maintain Salience
Shorten the last 2 feet
Advertising Linkage
Bolster Brand Image




What Do Codes Do?

Maintain Salience
Shorten the last 2 feet
Advertising Linkage
Bolster Brand Image
Brand Revitalisation

Al S A







o Uk wheE

What Do Codes Do?

Maintain Salience
Shorten the last 2 feet
Advertising Linkage
Bolster Brand Image
Brand Revitalisation
Bridge the Long & Short

Brand Building

Sales Activation




7

: % @n




- What are the strategic objectives?

Kampanje
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Shit Strategy Good Strategy




Strategic Objectives

Business Tactical
Aspirations Goals
Reverse sales Get 400,000

decline ocial mentions




Strategic Objectives

STRATEGIC AGILITY
e e

Turn Strategy R
Into Results ?

How can Jeaders translate the complexaty of strategy into
guidelines that are simple and flexible enough to execute?
Rather than trying to boil down the strategy to a pithy statement,
is better to develop a small set of prioritics that everyone gets
behind to produce results.

AND. YooIR

STRATEGY, AT TS HEART, s show chowce
Foow compunies ssccoed by making « sighe g bet.
Mot wnning srateghes e bussd 20 ¢ hndeof
chatcen sheut, ammang otber things, the cumers
10 serve, the sespe of the Barines, prochct offee-
Tags. and cogabiities that interact with one
wnathertohelp s company makemeoey. Cooshder
Trader ) the U.S. procary retaler bused in
Monravis, Califsrnia. It focmes on oducated,
healrh -coracions custamers, which infloences
where i bocrtes ita oo, which prosdnces i slecks,
and the type uf ampleyres it b, The sumgan s
chiioes rinfice (¢ M0CT 10 iToest costim
s’ willmgnem 10, redace costs, and thereby

drrve profilabBay. The dowe aterdepenkoacio
[ ] sy the chees provent rivds v isilating

Trader 3oe's winndg siratey, Phecemel Imtation
af & fow chements — for exangbe, the swore ormat
O the facus 08 privits labels — weuldat work.
Lavacad, 4 ctval ool 6 1 replicate the ull et
of tmereonaecied chotce.

Stratngy tsniserenely comphex. We see this In the
KK reperts nd Camgies (ramewoeks it Grgs-
s e 10 descride thek srategh: Aok wnd Bow
these contect with ene aorher, Doscribisga srat:

D

effectiveness

n=5,645

# of strategic objectives






Real Strategy

“There are roads which must not be followed, “The essence f strategy IS

armies which must not be attacked, towns which _

must not be besieged, positions which must not ChOOSlng What not to do_ §
be contested, commands of the sovereign which

must not be obeyed.”



Brand Strategy

- Which Brands will we operate?

« What customers will be targeted?

- What is our position to those targets?
» What are the brand codes?

- What are the strategic objectives?

Kampanje



How to Manage a Brand

Kampanje



Digital Media ?



Traditional Media ?



UK Campaign of the Year, 2018

Technology Sclence Culture Gear Buslness Politles More ~

nch absorbs

#NoCapitulation: How one Against a torrent of digital As Putin’s reelection looms,
on as 275 hashtag saved the UK sbuse, women are taking online propaganda wars rage

university strike back control in Russia

1day ago ldayago 2days ago

Marketin

g Week @Markesi

.@markn'tSOn ponders 'r;‘:;’t',gWeekEd -Mar 3
s 's

. ld t fth t KF they may spell oyt 1 in three Jittjg |
he best bit of etters? Wel h, v
3Insiae Story o1tne grea markeing or2grg: 'O e
8 S that
cken Shﬂl’tage of 2018 —

C fried chicken shortage has rumbled on for almost a week. And it'sac
in logistics management

|D PRIDAY

21 February
WE'RE SORRY

A chicken restaurant without any chicken. It's not ideal. Huge apologies to
our customers, especially those who travelled out of their way 1o find we
were closed. And endless thanks 10 our KFC team members and our franchise
partners for working tirelessly to improve the situation. It's been a hell of
aweek, but we're making progress, and every day more and more fresh
chicken is being delivered o our restaurants. Thank you for bearing with us

Visit kfe.co.uk/crossed-the-road for details about your Jocal restaurant

Crecit Matt Cardy/Getty Images






Multi-Channel Communication

1 Channel 2 Channels 3 Channels 4 Channels 5 Channels
29% 31% 24% 8% 8%
ANALYTIC

SARTNERS 3,200 Campaigns 2010 - 2015



Multi-Channel Communication



Some channels massively boost the effects of others

Key:

Source: ‘Demand Generation’, Nov 2019, MediaCom/Wavemaker/Gain Theory

thinkbox'.



THEN: NOW:
TRADITIONAL MARKETING DIGITAL MARKETING




what doesn’t matter what does matter

« Tactification « D-S-T Approach
» Just Communications - Total Tactical Approach
» Creating More Brands = Killing Brands
- ROI - Long & Short
- Targeting vs Mass Marketing - Two Speed Planning
» Brand Purpose - Relative Differentiation
- Differentiation - Distinctiveness
» Agility and Cleverness - Codification
- Complicated Strategy » 3 or 4 SMART Objectives
- Digital Marketing « Multi-channel



- Takk skal du ha

Kampanje



