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Quotes & Ideas

“To design is to discover relationships and to
make arrangements and rearrangements among
these ingredients.” - Paul Rand
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“A designer is an emerging synthesis of artist, inventor,
mechanic, objective economist, and evolutionary strategist.”
- Buckminster Fuller


https://www.wired.com/2016/03/buckminster-fuller-brilliant-crank-lot-teach-silicon-valley/
https://www.wired.com/2016/03/buckminster-fuller-brilliant-crank-lot-teach-silicon-valley/
https://www.wired.com/2016/03/buckminster-fuller-brilliant-crank-lot-teach-silicon-valley/
https://www.wired.com/2016/03/buckminster-fuller-brilliant-crank-lot-teach-silicon-valley/

« Good design effectively listens toan audience, makes

observations, then plans and arranges stylistic elements and subject matter in the
best way to accomplish a particular purpose.

e Think of design asaprocessofmaking the invisible visible.

e Designis an Ongoing research project that continually adapts

to culture and marketplace.

Design Goals




Branding &

e Great branding is about ideas, uses imagination and €N gJagesS pPpeop le
with personality.

e Branding and design are da@ta-gathering processes, not just

making things look nice.

e Design and brand interaction is about U nderstandi ng customers

and audiences over multiple devices.

Connectivity
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Overview From Brian O’Grady’s Presentation warran%{

i . ) online marketing
* You never get a second chance to make a first impression

* In a crowded market you have to stand out

« Buying is emotional

« A picture is worth a thousand words

« Appearances matter

 On average it takes 7-9 touches to provoke an action

» ‘Good will’ is a recognized accounting concept

 How much brand is in your bank account?

* What enables loyalty? Is loyalty dead?

* Most branding is boring and the same as everyone else

« If you're relying on your design (font choice, palette and logo) you’ll soon be
out of work

« Good design is only one part of branding and marketing to make money
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Question: Who’s missing? online marketing
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Touch Points

/-9 touches to provoke an action

e Branding is about CONNECtIVIty.

e Branding is collecting, testing and dll alyzi ng ldeas for best practice
optimization.

e Brandingisa CO llaborative group effort, it is not done in isolation.



Omni Channel Marketing - Buzzword

Evolution of Customer-Retailer Touch Points




Omni Channel Marketing - Buzzword

e Marketing has undergone rapid and major changes.
We've moved away from mass, “push”-based marketing,
and towards more personalized, 1:1 communication with
consumers, through the many channels and on the many
devices they use.

e The effectiveness and ROAS (return on ad spend) of print
media, television ads, and batch and blast emall
campaigns are on the decline.

Evolution of Customer-Retailer Touch Points



Omni Channel Marketing - Buzzword

The term “omnichannel” has been a buzzword in the retail industry for the last several
years, and with good reason. Retailers came to the table with a strategy that allowed
them to connect with shoppers across channels and follow them along their path to
purchase, ensuring higher probability of a sale, online or off. But today, if your brand is
still thinking in those same terms, then you’re about to be left behind (or you already
have been).

Online, offline, mobile. E-commerce, m-commerce, brick and mortar. These things are
beginning to blur more and more, because, really, only one thing matters: Your
customers, and your customers are digital. It doesn’t matter if they’re in your store with
phone in hand or browsing on a tablet from their couch. They want one seamless
experience, and they don’t care what you call it.

Evolution of Customer-Retailer Touch Points


https://www.forbes.com/sites/michaeljones/2015/10/29/omnichannel-is-dead/#28215d9ac7c1
https://www.forbes.com/sites/michaeljones/2015/10/29/omnichannel-is-dead/#28215d9ac7c1
https://www.forbes.com/sites/michaeljones/2015/10/29/omnichannel-is-dead/#28215d9ac7c1
https://www.forbes.com/sites/michaeljones/2015/10/29/omnichannel-is-dead/#28215d9ac7c1

Brand

Refer to Key Buzzwords & Terms Document Reporting Structures Section

e Brand Management is linked to Performance

e Data & Analytics= Brand Malntenance & Health

e Measuring Socilal Media ROI (Return On Investment)

e Measure your B rand Awareness- Impressions, Customer

Engagement, Reach & Frequency

Management
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Overview From Brian O’Grady’s P tati search
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online marketing

« SEO - Search Engine Optimization
« SEM - Search Engine Marketing

« Keywords & Meta Tags

« Title tag on your webpage

» Google search engine ads
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Overview From Brian O’Grady’s P tati search
verview rrom porian ra ys resentation warran%z

Note the similarities of the next 2 slides to the AIDA Analysis Model online marketing
Deal Cycle Tactics
SEOQO/SEM
Awareness Social media
Newsletter/emails
. Trailer
Whitepapers . SEO/SEM
Videos Email
q q Lead scoring/nurturing
Consideration Content syndication
Advertising
Case Studies Webinars Sponsorships

o q Demos Advertising
Decision - Content syndication

Sales call down




Overview From Brian O’Grady’s P tati search
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online marketing

Response

MQL

SAL

SQL

80%

SQL+
ACV $11,312

Pipeline 17.1M




Other Examples of a Marketing Funnel

CBA - Cost-Benefit Analysis

THE AIDA MODEL

Awareness Bave ; A
' T AVARENESS
B ]Ni?fure H INTEREST
Intent | - < DESIRE

|
Evaluation

ACTION



Brand Ladder

A marketing tool used to communicate the benefits of a brand to the end customer.

Coca-Cola example:

Bloom Brand Ladder
What is the meaning of your brand in the life of the target group?

Societal
Benefit  § How does it change society? Higher—Order
Benefits . 1 An emotional feeling that binds
Emotiona .
the brand and target typically

Benefit via shared values & beliefs.

ransformational

Benefit How does it change my life?

Emotional 1 . snefit’s re
Benefit t How does it make me feel? Consumer The Pmdu?: bcncﬁt‘s reward...
d How does it make him feel? or
Rewards What does it enable her to do?

Product An implicit or explicit

Functional
What will I get?
claim of superiority ...

Benefit
Benefits

Attributes What are your unique product or
service features? Af it detail
cature, quality, detai
Features Refreshing
or function of a brand

Functional
Benefits

Bloom®© 2013 - www.tobloom.nl - Al rights reserved
Peter Heshof
© www.brucebradley.com All rights reserved. All logos and trademarks are the property of the respective trademark ownets.



https://www.entrepreneur.com/encyclopedia/unique-selling-proposition-usp

Branding Tools

Cost Effective Tips for Small Business Start-Ups

SEO - Search Engine Optimization
e Search Engine Optimization- “Organic Ranking”
e Advanced Step-By-Step SEO Tutorial
e Search Engine Land - Website about search engine technology and trends
e SEO Explained by Common Craft- YouTube

TMS - Tag Management System / Keyword Optimization



https://marketingtechblog.com/increase-organic-search-performance/
https://marketingtechblog.com/increase-organic-search-performance/
https://marketingtechblog.com/increase-organic-search-performance/
https://marketingtechblog.com/increase-organic-search-performance/
https://www.youtube.com/watch?v=B9x3IkU8eaw
https://www.youtube.com/watch?v=B9x3IkU8eaw
https://www.youtube.com/watch?v=B9x3IkU8eaw
https://www.youtube.com/watch?v=B9x3IkU8eaw
https://www.youtube.com/watch?v=B9x3IkU8eaw
http://searchengineland.com/guide/what-is-seo
https://www.youtube.com/watch?v=hF515-0Tduk
https://www.youtube.com/watch?v=hF515-0Tduk
https://www.youtube.com/watch?v=hF515-0Tduk
https://www.youtube.com/watch?v=hF515-0Tduk
https://moz.com/blog/what-is-tag-management
https://support.google.com/tagmanager/answer/6102821?hl=en
https://adwords.google.com/intl/en_ca/home/tools/keyword-planner/
https://www.wordstream.com/blogs/ws/2010/04/14/keyword-optimization
http://www.adobe.com/ca/marketing-cloud/web-analytics.html

Branding Tools

Developing Business Strategies for Brand / Market Performance

Reporting Structures
e Scenario Analysis/ Planning
Predictive Analytics
Success Metrics
Measuring Brand Awareness (Impressions, Customer Engagement, Reach & Frequency)
5 Tools to Measure Social Media ROI

Website / Webpage Testing

A/B Testing (Can be Expensive) -



http://www.economist.com/node/12000755
http://searchbusinessanalytics.techtarget.com/definition/predictive-analytics
http://www.huffingtonpost.com/young-entrepreneur-council/12-success-metrics-your-s_b_3728052.html
https://support.google.com/partners/answer/1722064?hl=en
http://www.socialmediaexaminer.com/5-tools-to-measure-social-media-roi/
https://www.lightsky.com/our-services/heat-click-mapping
http://a/B Testing + Clickmaps = Awesomeness
https://medium.com/@chasecottle/is-a-b-testing-useful-just-for-digital-marketing-720c4045f830
https://vwo.com/ab-testing/
http://www.adweek.com/socialtimes/10-tips-for-monetizing-social-traffic-through-virtual-currency/215030
https://www.marketingsherpa.com/article/chart/ab-testing-positive-roi
https://blog.optimizely.com/2014/03/04/why-youre-crazy-to-spend-on-sem-but-not-ab-testing/

What For?

« Branc
« Branc
« Branc
« Branc
« Branc
« Branc
« Branc

e Brano

Management
|dentity
Recognition
Awareness
Personality & Voice
Equity

Loyalty

Health & Sales

Brand Success

Building




Personal Brand

Design IS one of the tools to gain attention, create

an impression, and to draw people to your brand (marketing funnel).

You need other toolsin your marketing (or business)

plan, for your brand to succeed.

Be resilient- consider touch points when marketing yourself.

Think about 0ddS and Pro babil Ity when approaching
leads and entering competitions.

usea 20 t0 1 rule- each “no” as one step closer to a “yes”

Connection
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Local

_ Hugo & Nate Confections

e Quality Product

e Strong Word of Mouth

e Behind the Biz- Ep 9. Amede
Lamarche, Owner of Hugo and
Nate Confections shares one of a
kind Artisan Caramels

Astrodog Media
e Quality Product
e Creative Branding &
Marketing Ideas
e Demo Reel

Case Studies



https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://behindthebiz.org/ep-9-amede-lamarche-owner-of-hugo-and-nate-confections-shares-the-true-story-behind-their-one-of-a-kind-artisan-caramels/
https://vimeo.com/202938104

Abﬂut us Hugo & Nate Confections

Grown up candy for the kid in all of us.

Made one small batch at a time with nothing more than a copper pot and a
wooden spoon, each caramel is two bites of buttery bliss. Named after our boys,
we started the company as a fun summer project to teach the boys about
running a business. Soon the caramels developed a passionate following of
caramel lovers everywhere. Melt in your mouth flavours include: fleur de sel,
chocolate, coffee, harvest apple, and vanilla/bourbon.

Hugo & Nate Confections are Canadian caramels made in the French tradition.
If you want the best caramel, you just found it.

Produced exclusively in Kitchener-Waterloo, Ontario, Canada.

https://www.hugoandnate.ca/



https://www.hugoandnate.ca/

Prmﬂlcts

by the jar In bulk

Artisan Caramels, in bulk — $24+

Our retail partners

Vincenzo's, Waterloo, ON
Whole Foods, Ottawa, Yorkville, Oakville, ON
Legacy Greens, Kitchener, ON
McEwan's, Toronto, ON
Pusateri's, Toronto, ON
Bailey's Local Foods, Waterloo, ON
Ambrosia Pastry Co., Waterloo, ON
Sparrowbox Gifting Studio, Calgary, AB, Toronto, ON
Black & Smith Country General, Ancaster, ON
Duchess Provisions, Edmonton, AB
Bradshaws and Kitchen Detail, Stratford, ON
G. I. Andrews, Winnipeg, MB
The Dover Cheese Shop, Port Dover, ON

Farmhouse Artisan Cheese, Oakville, ON

Relish Cooking Studio, Waterloo, O}

Edible Canada, Vancouver, BC

Maker's Crate, Mount Pearl, NL




ﬂstrodoq HOME ABOUT VIDEOS SERVICES BLOG CONTACTUS  RUFFGALAXY 0O

ASTRODOG MEDIA IS A KITCHENER VIDEO PRODUCTION COMPANY.

: .
1}

- -~

CLICK TO WATCH OUR DEMO REEL

https://www.astrodogmedia.com/



https://www.astrodogmedia.com/

Creative Branding & Marketing

Video game based on
brand logo

Beer can rocket based
on brand theme & — ——>
personality

YT a1
UNLEASHED

TEN _CONTESTANTS COMPETE FOR
$#10K FROM ASTRODOG MEDIA

S Your



GOoGLE

Google Search I'm Feeling Lucky

Google offered in: Francais



