MOST PEOPLE

DON’T CARE

THAT MUCH

ABOUT BRANDS



INSIDE THE MIND OF THE CONSUMER

| DON'T SEE OUR
BRAND OF PICKLE
RELISH ANYWHERE.

/ / INCONCEIVABLE,

THIS IS A 'BRAND
LOYALIST.”

® marketoonist.com
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DIGITAL TOUCHPOINTS

Search
Digital billboard
g o @.. 0 PRI Newsletter _
’ Mobile |
Viral email Blog ' Email '

/ : IM/Chat
Online alds 3rd party sites : .

awareness consideration Mm

Blog

2 , ~ Word-of-mouth ’ Call center IVR . ’ Promotion
PR.'%, Yrraenss®’ on invoice
Radio
. PHYSICAL TOUCHPOINTS
Outdoor

. Managed touchpoint Unmanaged touchpoint



MAI News Creative Works Awards

The Drum Irope v Q' Subscribe

NEWS IN DEPTH OPINION INTERVIEWS CASE STUDIES RESOURCES WEBINARS VIDEO TOPICS =

“Everyone is talking about digital, but we could have the most personalised
website, chocolate fountains at the boarding gate and Ed Sheeran playing
live on our flights...but if your flight is delayed you don't give a shit.




Priorotise
Reach




Be Distinctive, Not
Ditferent



Effectiveness
First
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PHYSICAL AvAlLA BiLITY




MAKE IT EASY

FOR THE
BUYERTO
PURCHASE







FIRST
PRIORITY



Know your

biggest

source of growth






THIS IS

FRUCTIS

000’s of HHs buying
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JOURCE: NIELSEN



QUESTIONS
and
METRICS



What's my customer base ?

Light and heavy split
80/20 or more 50/20 2



What competitive brands customers
purchase in the category ¢

what is their * brand reportouire’ <¢



What is the annual
brand penetration ?

(percentage of customers in the category who bought you at least once)



Figure 2: Six years of buying Dove

Nearly half of the category buyers did not buy the brand

87% of the brand's buyers
25 bought once a year - or less
20

o 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 20+

% of buyers

Number of purchases

Source: https://mumbrella.com.au/the-unbearable-lightness-of-buying-as-told-by-an-old-jar-of-pesto-550525 °
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What is next years
peneiration challenge ?



What are our penefration
three big bets ?



SECOND
PRIORITY



reach with

product

and

message
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‘Coke Refreshment’
Sy TASTETHEFEELING Different Occasions’
locations, people







More than a simple option Simply a new choice
for your McCombo

McDonald's




QUESTIONS
and
METRICS



Is our portfolio opfimised to appeal to
ALL category buyers ¢

Across the key consumption need states,
occasions, but also partitions ¢

(product / format / flavour/ price)



What's stopping them from
purchasing us ¢

(barrier to penetration)



s our Media strategy optimised to
regularly reach the light category
buyers ¢

(reach & consistency)



brand distinctive assets

Know them

and

bulld them
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QUESTIONS
and
METRICS



Distinctive Asset Measurement

Do you know the value
of your brand elements?

Distinctive assets play an important role in building a
brand’'s Mental and Physical Availability. These elements
should be developed and protected over the long-term
and not left to chance or intuition.

The Ehrenberg-Bass Institute has an empirically validated
approach to assessing the strength of potential distinctive
assets.

Take guesswork out of the equation and let our team

svom mmel adiiien am e bheanmadle o) LR |

Distinctive Assets Grid

High
100%

Avoid Solo Use Use or Lose

Investment
Potential

Fame
(% of consumers linking brand 1o element)

Ignore or Test

Low
0%

Llow

0% .
Uniqueness

H

High
100%

Source: https://www.marketingscience.info/research-services/distinctive-assets/




Do you know the number and strength
of your distinctive assets ?



Can a ‘distinctive asset grid’ research study
help you identify your strongest brand assets
for communication ?



Are you consistently deploying the
brand assets across
all communications channels ?






READ
and
PRACTICE
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OXFORD

BUILDING

DISTINCTIVE
BRAND
ASSETS

JENNI ROMANIUK

‘ Brand Management 2019 Okonferenci ~ Program  Partnefi ~ Materialy ~ Aktuality — Kontakt  Registrace cs

MANAGEMENT
2019

JAKRUST V NOVYCH PODMINKACH

2.10.2019 - Cubex Centrum, Praha

Hot news Registrujte se za nejvyhodnéjsi cenu do 28. éervna 2019!



+420 724 213 955

marklcichon@gmail.com

Penetration strategies
Brand growth drivers
Brand Distinctiveness
Distinctive Asset Grid
Evidence Marketing
Ehrenberg Bass
Agency opportunities



