Total Brand Experience : Concept to Consumer

Marketing Your Food Product
Colorado Department of Agriculture
April 12, 2007
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“Any damn fool can put on a deal, but it
takes genius, faith and perseverance to
create a brand.”

— David Ogilvy, Legendary Adman
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g Total Brand Experience : Concept to Consumer

Topics

1/ The Brand Concept
2/ Building the Brand
3/ The Consumer Brand
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s 1/ The Brand Concept

“What other company has such
devoted followers that they
tattoo the company's logo on
their bodies?”

— Jeffrey L. Bleustein, Chairman of
the Board, Harley-Davidson



A Simple Definition

Chiquital e

A Brand is a distinguishing identity and
promise which benefits the customer.
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Successful Brands...

Mkt.
Rank

1

2

3

4+

ROI
31%

21%

16%

12%

Source: PIMS Database

Usually dominate their
segment, category, or industry

Are more recognizable
Are more profitable
Constantly innovate and evolve

And own a space in the
consumer’s mind



Brand
BMW

Ferrari
Volvo
Mercedes
Jaguar
Honda

Toyota

Strenqgth

Driving
Speed
Safety
Engineering
Styling
Reliability

Innovation

Source: Jack Trout, “Differentiate or Die”
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Look Under Your Hood

ldentify your real strengths.
These are your brand
features

Look for, and accentuate
differences versus your
competitors

Focus on the end benefit, or
promise and what'’s driving it

Make sure you can deliver
the promise
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s Positioning

Brands are determined by their
Unique Selling Proposition (USP):

e Different, Interesting

e Important Features

* Meaningful Benefit(s)
e Sustainable

Think of positioning as the “space” a product
occupies in the consumer’s mind
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Positioning Statement

“Tabiyat is Afghanistan. It is our water, our way
of our life. From rugged Afghanistan mountains
our clean, and healthy water travels far, purifying
naturally. It is worth the journey, because
Tabiyat will refresh and free your spirit.”
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Maslow's Hierarchy of Needs
(original five-stage model)

/\

Self-actualisation
personal growth and fulfilment

/ \
Esteem needs
achievement, status, responsibility, reputation

\

Belongingness and Love needs
family, affection, relationships, work group, etc

Safety needs
protection, security, order, law, limits, stability, ete

/ A\

Biological and Physiological needs
basic life needs - air, food, drink, shelter, warmth, sex, sleep, etc.

L \

Brand

STRRTEGY (%) DESIES
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a2 Fulfilling Higher Needs: The Brand Benefit

Brand Laddering

A simple technique that “ladders”
brand features into meaningful
benefits

* What does your brand do best?
* Why is that important?
e ...and why is that important?

Here’s an example...



Brand Laddering (an example)

Q. What does your brand do
best?

A. Quality. We use only the best
iIngredients.

Why is that important?
Our cookie is more flavorful
than others.

>0

And, why is that important?
Because it provides a fresh,

>0

LAY L ly lively, fruity taste.
Rocky Mountain Cookies: In search
of a more “important” cookie

And, why is that important?
I's more energizing. Flavors
kind of burst in your mouth.

>0

Try it...it works!
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“It’'s more energizing.
Flavors kind of burst in
your mouth.”
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2/ Building the Brand
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Branding Bottled Water
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"This above all — to thine
ownself be true"

B
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— Hamlet, William Shakespeare
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First: Who Are You?

Focus on your real strengths
and capabilities

These are your brand
features that can be
leveraged into meaningful
benefits

You are a big part of the
equation. You must be
comfortable. Your brand is
youl.
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High er State
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Brand Building Blocks

Brand Drivers

true, truth, spiritual,
awake, awakening, faith,
awareness, enlightenment

Brand Difference
simple, pure, true water
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4 An Enlightening New Brand

Hlumem™

Communicates enlightenment
Positioning:

“lllume™ |s pristine and simple,
created only by nature. It
comes from an ancient,
mystical spring high and deep
In the Rockies, a special
source of true refreshment that
will awaken your senses and
Inner being.”
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Brand Essence

LLUME

‘e g
Cele 0O
eo® ©

The essence of the brand is
a single, simple value

Brand essence is the
personality of the brand and
IS distinctive within its market

Brand essence creates a
relationship with the
consumer, making an
emotional connection
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=l Branding Gourmet Food

“Our shelf space is limited.
For us to take on another
gourmet item, your product
must be different. It must
give our shoppers a
reason to buy.”

— Grocery Buyer, Kroger
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Ml Example: Gourmet Chocolate Sauce

Small local company

Current branding: Marie’s
Fine Foods

— Generic-sounding hame
— Uninspiring
— Trademark issues

Owner’s name: Frasché

Owner, and product recipe
originate from Provence,
France

Recipes are traditional, but
artistic creations



Brand Direction

i o , BrandBrief™

TARGET AUDIENCE Primanly v BrandBrief™

[HH $75K4
jentad, £

super-prer ~ wn e ] Vd Vd
BACKGROUND /NEED Frasche' Gourmet is a startup food products company. Formerly
BRAND POSITIONING F"'Eichgr known as Marie’s Fine Foods, Frasche’ currently produces a gourmet ®
more vibr chocolate sauce, contract packed in 12-oz. glass jars, which is
stimulate: marketed to select specialty retail stores {e.g., Marczyck, Tony's,
moments etc.). The company’s product has limited diskribution at this stage.

¥ - -
Existing inventory is packaged under the Marie's brand. .
BRAND DIFFERENCE Tradition n ’ e al e C re a IVe

The company vision is to extend the line to include chocolate bitter
arange and chocolate mint sauces. These two additional flavor

_ extensions are scheduled for 2 Christmas, 2005 launch. Additicnally,
DESIRED A freshier Frasche' Gourmet plans other gourmet food products in the future. S ra e
PERCEPTIONS
The company need is to establish the Frasche” brand and bagin
SINGLE KEY CONSUMER | Azt (11 mackeBogseales

.
MESSAGE ASSIGNMENT 1. Create Frasche'brand ID/logo Y
2. Create business package (business card, letterhead stationery, y

BEMEFIT SUPPORT = Eur envelope and note card)

= Fin 3. Create label packaging (one size for three flavars) .
* "Ch OBIECTIVES 1. Establish brand identity
2. Communicate the brand story and brand essence through labsl
[Chocolats packaging
BRAND IMAGE Simple, bol 3. Other (TBD}

. . .
authenticly " ESTOMER INSIGHTS | Fine chocolates are rich In heritage, authenticity and traditien. There is Y e ( E
guality an a strong European image association {Godiva, Parugina, ebc.) I rI g I rS

BRAND CHARACTER Feminina,

hist with = Faor rr.olst CONSUMErs, gourmet cl‘\locc:a:e SaUCce i5 not one .c-r Ilfe.'s -
versatile necessities. It's rich, highly caloric, and indulgent. Usage is limited and t
- genarally tied to desserts, toppings, and sauce creations. Purchasa I m e
EXECUTIONAL 1. Wis frequency is also limited.
CONSIDERATIONS -

Special occasion, however, (e.g., entertainment} and gifting are

- important factors in purchasing. Impulse sales drive purchasas, which .
. means packaging must work "overtime”, communicating unigueness [ ) aVeS I I I l e I I l 0 I l e
and qguality. Overall, the brand must “pop” on the shelf, standing out 3

and stimulating consumer interest and impulse sales.

2. Cof
1 he Frasche’ story, with chocolatier signature (Robey
Frasche'). This stary must contain:
= Frasche' family heritage (Franch)
= Finest ingradients, why/how it's made differently
= "Freshness" (fresh approach/style)
CREATIVE/LEGAL Branding/Packaging:
MANDATORIES = Prominent "Frasche” branding
»  UPC symbal
s Product story copy area




Brand Positioning
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“Frasche Gourmet takes
timeless European quality and
makes it more vibrant and
youthful. Our fresh, artistic
creations stimulate the senses
to extend the joy of life’s
special moments.”



Image:

Simple, bold, but not too fancy.
French heritage, old-world
authenticity, but with
contemporary, artistic/creative flair.
Timeless quality and class.

Character:

Feminine, sensual. Youthful, fresh,
vibrant, colorful and fashionable,
but with substance, intelligence.
Worldly/international, confident
and versatile.
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Brand Communication: Website

eee Frasché Gourmet...Live and Eat Creatively! (=]

/J;} http: / fwww.fraschegourmet.com/about.html| vy © @*

...LIVE AND EAT CREATIVELY!

HOME ABOUT PRODUCTS BUY CONTACT

WHO Wt ARE

Our roots originate from southern
European soils, an ancestry that
gives Frasché Gourmet deep
respect for gastronemic tradition
and guality. Our metheds are slow
and patient to capture the
expressive and individualistic

"1';, aH
MEoiTERT flavors of our cultural identity.

ART OF CHOCOLAT

Like Post-impressionistic art, our
chocolat sauces exhibit a sensual
harmony with nature. The zest of
fresh orange. Expansive scents of
mint. At Frasché Gourmet, our
artistic style seeks to achieve

930 HUMBOLDT STREET, NUMBER 5 - DENVER, CO 80218 - 303-813-9265 OFC - 303-832-7925 FAX

STRRTEGY (%) DESIES



EVROPEAN ROOTS

Frasché Gourmat has & deep respect
for gastronomic tradition and quality.
Owr methods patiently capiure the
exprassive and individualistic flavors
of our cultural identity.

WELCOME : BIENVENUE

At Frasché Gourmet, our passion is mak-
ing timaless European guality more vibrant
and youthful. Owr fresh, artistic creations
stimulata the senses to extend the joy of
ife's special moments. Bon Appe&tit!

Robay Frasché, Chocolatiére

THE ART OF CHOCOLAT

Like Post-Impressionistic art, our chocolat
sauces axhibit a sensual harmaorny with na-
tura. Flavors manry. Aromas play togather.
Mothing overwhelms, but everthing delighis!

FROM OUR. PALETTE...TO YDUR!_._F_.—-""

OURI CHOCOLAT SAUCES

FRAJCHE COURMET
PO MBOLDT STREET, MO, §
DENVER, CO BD218

I03-B13-926F OFFICE
720:-939-4460F CELL
I03-BIL-THLF FAX

CHOCOLAT

Crur origingl recipe perfacted gensrations
ago. Subbe scants of burgundian musk
grounded with deep, earthy undertones.
Its full creamy tasta will simply defight you.
Auvailable in four ounce and twalve cuncs
sizes.

BITTER ORANCGE
CHOCOLAT

Like tha wind-swapt coast of Meditermranean
France, citrus aromas abound. Made with
res! orange peel and exotic axtracts for
additional texture and flavor intensity. Four
and twalva ounce sizes.

MINT CHOCOLAT

From Cézanne's palatte of pastels, we
brush lightty with fresh aromas and soft fla-
vors of mint. Tha resuit is & [asting impras-
sion that dances on the tip of your tongue.
Four and tweha ounce sizes.

ORDER TODAY!

INFORBFRASCHEQOURMET.COM
WA FRASCHECOURMET.COM




Brand Communication: Packaging
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Brand Communication: Tag Line

“Carly’s Gold brings life to
food. That’s because our
Original Gourmet Mustard
Sauce is made only with
natural, healthy ingredients We Bring Life To Food
like olive oil, herbs and
mustard seed. It's the
perfect companion to any
meal. Experience the fresh
aroma and flavor of the
open West and expand
your horizons.” f

ARLY'S
JOLD

-
B
i
“

Think of the tag line as a
“Mini Positioning Statement”
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Brand Communication: Brand Emphasis

Wer Bring Life oo Food! Lowr ttreonn 25 Daly by e beroing 5 Bty Tk

n'.\n:lwem:t'l (ol high in e munkaing s All Natural Nutrition Totl Fat 2 5 4% Tolal Corbobycrainzy 1%
O e | Aspen, Cotrada. Life Is haalthier and frssher 1 Facts Saualed Fie 0 % Dutary Fiber Og T

toarw, s s oar Al-naftral Originad Gaourmet Saning e 1 Thep {91 Trans Fai 0g Sugars 19

Wustied Sade That's because we wse oily B "n:;":'l‘;‘-""*"'-"’ Choleatensd Crmyg 0% Protein 0g

Sossium 210mg %
it A [Fh + Vitanin GO« Caloum(fe = bon 0%
Pacard Dy Viskiat ate Badid 6 7,000 thieria el

Ingrediemts: Mhustard (Destiied Vinsg, Waler, Mustand Seed, Sl containg less Ban 2% of
Turnianiz, Paprika, Spice, Matueal Pliwgr, Garfic Poveden), (hred (81, Keichug (Tomata Concentrale,

begt ingeesdiants Jie pore virgin obive ol aad real
mazstard teed 1o Capfure The spitd and aroma of
e Witk Open Wesl. Carlys Gokd b5 The perleci
CORpANIon 10 army meal

I ieveite o o fry soane fislery!

Caabeid heorn Fa 559

i

M Citillad Wieger, Kigh Freeices Com Syrug, Com Syug, Sal, Spice, Onice Poweler, lishral
,?" GOURMET Flavoringj, Apple Cater Vineqar, Semsoténg (Sugar, Sal, Garkc, Oeion, Spices, Red Bell Peppar,
Carty's, LLE Mustard Sauce Carvat, Ciiri: Acwd, Guear and Yanhan Gume, Nalural Flasoring), Worcestershire Sauce (Vimegar
Carbandale, €0 Molersse, High Fruciase Com Syrup, Anchovies, Water, Onions, Sall. Garkic, Temaried Exract, ©
F17-545.853 Joves. Natural Fiavoriogs, 00 Pepper Eract, Hygmvzed Soy and Corm Proten )
. Carlysgold.com Net W, 16 oz. (454 q) Ploxss Refrigarats After Dpaning. Mads in Colorado,
SARLY'S
x 4

Brand

STRRTEGY (%) DESIES
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Brand Communication: Messaging

We Bring Life to Food!

We create Carly’s Gold high in the mountains above
Aspen, Colorado. Life is healthier and fresher up
here. Just like our all-natural Original Gourmet
Mustard Sauce.That’s because we use only the
best ingredients,like pure virgin olive oil and real
mustard seed to capture the spirit and aroma of

the Wide Open West. Carly’s Gold is the perfect
companion to any meal.

I invite you to try some today!

s

HERREE

Carly’s, LLC
Carbondale, CO
917-945-8533 "

rks www.carlysgold.com =
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JARLY'S
GOLD

Exatie (41, 200017

Rocapoenr M
1235 Svect Aahibress
Caty Mame, 5T 124567689

T whiom it may conoem:

This better is an sxample of how the compaiy block ki g sty ic appliad taall 81027
x 11" kettorhemie Yommr lelt imsagrm shawihd be set sl X" anel the right s X" The firt
charmcter of th dalg ling showkd rest at X7 frem the top of the pape. This prefomed
alignmess will add & sense

off arder and simplicity o the relabionship of typed md preprinicd e lements

Theve arg theee hlask Lises B weon S date snd oulpeoig sidess, Pacpraphs shoukd be
dunhle-spoend, sl indenbid, Ao o feast four spanes or the sign s bebween the
chosing anil meme. Dunhle.space for mitinls md enclosres.

B is bpowtont i ol croveding i the borom of the page; hesckine, o secod shees dhosbd
b s, Wien addiricral pedes are regqained, Uk ey apoved oo poay sooomd shedls
wehich ane hlimlk sbocts af The same papir sbock. Trping shoubd bigan al the sare painl as
om the first sheet and established margins shoull be maintined.

Fimgerely,

Emisliny ez Masm:
Empliy ee Title
Emprliy re Dieparnzmeni

o, carlysgohd, e

Carlys. LLE
10 o 1250
Lartsahile. 061
Bla2A

T FRE LT il

UTI-MRETENT gl

H Brand Communication: Business

{_}8{}[{){ L‘.r *S Carly’s, LLG

Carl Hayiden
carlv@earlvsgold. com

P Box 15506
Carbondale, OO 81023
TIN5 55533 ofe

OT0- M- TEUT well

www_carysdold.com

‘Il ‘e bring [i,

CARLY'S
OLD
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Know Your Market

\ariable 7
W ariable 3
BRAND A

Variable 2

BRAND nﬁ\
Varigble ¢ Fl'"'"/r |
Variable 8 i\
BRAN
G

BRANDC
Variable 1

Variable §

Look for “gaps”, market
opportunities

...0r competitive
vulnerabilities

Benchmark ideas. Learn
from other industries,
categories, segments

Research the market.
Make sure needs exists



Know Your Customers

e Getinside their heads
and know what really
motivates them

* Not just demographics
(like age, sex, income,
education, etc.)...

e ...Buttheir attitudes,
preferences, and
purchase behavior
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Create A Relationship

On average...

20% of a brand’s volume iIs
new trial

80% are repeat purchases

e SoO...

— Get customers into the brand

— Nurture the relationship and
revenue stream, because...

— It's costly to lose them!
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Be Different

...........

HE CU n%o STRONE MINTS"
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Altoids: Different in every way

iz

i

You've got to stand out.
You've got to be on the
lunatic fringe.”

— Jack Welch, former CEOQO,
General Electric



“The label said, "Good
Beer. No Sh*t. "Well,
that's quite a claim! |
was intrigued...”

“Bloody hell! It's good.
No. It's really good. It's
'oh, my!" good.”

Flying Dog: Loud bark, award-winning bite — Website testimonials

B
_
i
_
-

...But be “quality in all you do”

i
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Stay Different

Starbucks: Back to the bean

“Let's get back to the
core. Push for innovation
and do the things
necessary to once again
differentiate Starbucks
from all others.”

— Howard Schultz, Chairman,
Starbucks Corporation, in a
recent memo to Starbucks’
employees
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s Make an Emotional Connection

. ==

A <= \ "People need to escape

through their experiences.
Tea is a social
experience. Brands are
always taking advantage
of the emotional need for
a social experience.”

— Marc Gobe, author of
Emotional Branding




Really Connect
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Jones Soda: A brand for all

i
iz

b

"There's been a shift;
people don't want to just
keep up with the
Joneses. They'd really
rather be their own
unique selves"

— Robyn Waters
President, RW Trend



Be Engaging

i — ,_. e 1 y g
”E“E COLD AR WILL STAY WEATHER
4:27  4F THRACUGH THE WEEKEND HEADLINES

Mix 1 Beverages: Visually unigue and good for you

_BERRERE

BrandWeerks

STRATERY @ EL3IGN qroup




Brand
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Have Passion and Commitment

Sales of Larabars nearly hit $20 million
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H Be Prepared to Change...

THE WALL STREET JOURNAL.

JOURNALF

THE INFORMED READER

 Insights and Jtems of Interest From Other Sources

rants, farmers’ markets
and stores where the or-
ganic ethos once ruled the
day, John Cloud reports
that the debate is intensi-
fying among consumers
and activists over which
type of food is healthier
and more environmen-
tally friendly.

Proponents of locally
grown food championits
freshness, and say the en-
ergy used to ship organic produets long dis-
tances harms the environment, Columbia Uni-
yersity nutritionist Joan Dye Gussow famously
caleulated that it takes 435 calories of fogsil
fuel to deliver a five-calorie strawberry from
California to NMew York. Advocates of organic
food, meanwhile, say local produce grown with
chemicals poses a threat to both farmers and
CONSUMErs,

The local movement is gaining ground.
Whaole Foods Market Inc., which made its name

from organic produce,
says It is raising the per-
centage of locally grown
food in its stores—it in-
creased slightly to 16.4%
in 2006 from 14.9% in
2005, But some adherents
of natural foods remain
critical of the chakn, say-
ing it favors large, distant
distributors over local
growers, Whole Foods
Chief Executive John
Mackey says the organic
va. local issue isn't easy to
resalve. "Some Customers
want toeat apples year-round,” he says, “When [
was a little boy—Tm 53 years old—being able to
set oranges From Florida or another state was a
big deal.”

Supporting local food at the expense of or-
ganic has some people in the organic ravement
worried, "I don’t know what local means,” says
Joseph Mendelson I, who works for the Center
for Food Safety, agroup that promotes strong or-
ganic standards, “Do they use loeal pesticides?
Does that mean the food is better because they
produce local cancers?™

LETTERS TO
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...And Reposition Yourself

Whole Foods Market:
o Shifting to Fresh & Local

 Added value. More than
just “cost-of-entry”, natural
and organic

 One step ahead of
Safeway, Kroger, and
Wal*Mart
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WHOLE
FOODS

Learn more about Whole Foods:

Free 21-page white paper on doing
business with the chain’s Rocky
Mountain Region

Visit:
www.brandwerksgroup.com/CO.html
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The first of many shipments

Founded: 2002
Based in Boulder, CO

Product: 70% fruit juice,
30% sparkling water. All
natural; 8 flavors

Sold to PepsiCo: 2006
Sale Price: $75M
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Success Factors

L

e Qutstanding product

« Unique positioning: Spritzy,
fizzy, well...“izze”

e Simple, fun brand logo/icon

e Packaging has “thirst-appeal”

e Consistent brand messaging

e “Connected” to community

 Management experience

 Distribution reach; marketing

 Ability to find funding
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Consumer Opportunities
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Total Brand Experience: Sales & Distribution

* Independent distributors

 National distribution

— Starbucks, Target,Cost Plus,
Wild Oats, Whole Foods,
and others

— restaurants and delis
— Convenience stores

e International

— Canada, select European
and Asian countries.
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Total Brand Experience:

Barrel Coolers T-Shirts

nd ?rks
STRRTEGY (%) DESEN gradup

Merchandising

WE STHY TRUE T0 THE FRUIT.

IT'5 JST MATRIRAL
FRUIE JUCE WITH A SPLASH OF
EFREELING WATER.

Posters, Stickers, Temporary
Tattoos, Buttons, Pens, etc.




Total Brand Experience: Consumer Lifestyle

|1ZZE

MUSIC

Support musicians that 1ZZE

loves. Click here for bios, ]
Imusic downloads and more:

ToOVRS ANY eESTIVALS

Check out some of the tours and
festivals that 1ZZE supports.

> 7 € SONG CONTEST

Youcanbea winner! Click h_e_a'e
for 1ZZE contest rules and details.
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Natural Selection
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Total Brand Experience: Part of the Community

NCLOBAL

‘IZZE encourages an
environment of learning,
both internally and
through philanthropic
actions that invite
cultural discovery.”

FABRET-I-% ’ — |ZZE Mission Statement

children’s foundation

WORLD OF WONDER

Eﬂ"‘{?f‘" ks CHILDREN'S MUSEUM
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Total Brand Experience: IZZE
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For more information about IZZE Beverage:
WWW.iZzze.com
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Another Total Brand Experience that Works

Colorado Proud® is a
ol r brand that provides
o o tremendous benefits.

©
PR OUD N Becoming a member will

Better for you. Better for Colorado. help you generate brand
www.coloradoproud.org awareness, sales and

brand success!

For more information about Colorado Proud:
www.coloradoproud.org
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For a copy of this presentation and other resources:
www.brandwerksgroup.com/CO.html

(=] BrandWirics Croup = Brasd Salitioss
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BEARD SOLUTIONS

The Bronderks Growp (s @ brard

@veiopment compony shat WIMMI
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Wi RNOw whal we'ne Saing and Aow [ meat

Contact Info:

John Recca
BrandWerks Group
2195 Foothills Dr. S.
Golden, CO 80401

Ph. 720.300.9955

John@brandwerksgroup.com




