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Connect: Painfully Independent

_ HEY FRANCE,
BCC  KISS MY

=== LMERICAN ASS!
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Connect: Blissfully Interdependent
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Connect: Servant Leadership
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How to Connect: Annual PulseCheck™

A great opportunity to focus

The beginnings of a strategy are there — and this is a great leap

But more can be done to create alignment

e are some strategic thrusts in

Make roles & responsibilities clearer Py Sbun soves hbow

“Rolas and rsponsibilias overap -
> Satween global and regional, between
Lack of definition leaves people misaligned and disempowered regional and the MU's .. Who does what,
when? Who's responsible, who leads?”

Wide belief that global approach within Marketing “Everyone at every stage is

will reduce duplication wanting 10 create value, but the
d articie can nover reflect
30 many POVS.*

There is a real opportunity to re-connect

.T’.”re.s :oim’fab. A rve the resourcm 1o xct and
Butorg b decinions ¥ ordes o Rl my
High calibre people, poorly connected results in a lack of trust misalignment means we don't Tk in the marketing or ganton

work effectively..."

What will it take to win?
PulseCheck™ dashboard measured a:;;li:;:%;:mmm i
Sony Ericsson’s performance versus i
benchmarks of EffectiveBrands’ Gz o

CONNECr Drivers of Global Marketing

Effectiveness I I I

World Class
Average
B Critical
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How to Measure Connect: Servant Leadership

The XXX Global Team understands the market reality and needs of the local team.

1ot .
90%
80%
70% EStrongly disagree
BDisagree
60% ONeither agree nor disagree
= oAgree
S0 IE' EStrongly agree
40%
30%
20%
10%
0% ;
Top Markets Brand Brand Building Top Markets Brand Brand Building

2008 Development 2008 2010 Development 2010
2008 2010
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How to Connect: Top Ten Market Listening Summits
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Connect: Looking for Differences
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VIRGIN GALACTIC
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Connect: Looking for Similarities
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How to Measure Connect: Looking for Similarities

100%
80%
60%
40%
20%

0%

Local looks for similarities vs. reinventing

programs

Local

- m

| 1-4 Poor
0O 5-7 Average
® 8-10 Very Good

Regional Global
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Connect: Global Mindset Leadership Competency

Commitment to Global Growth
e Strategic Influencing

¢ Global Mindset
e Team Leadership

Drives for Growth

e Seizing the Future
e Developing Self & Ot
e Empowering Others

Creates a Growth Vision

e Passion for Growth

e Breakthrough Thinking

e Organizational Awareness



(@ EffectiveBrands

Inspire: Tapping into Latent Energy




We think... that big companies are trying to rip us off

We feel... tfaken advantage of by faceless, soul-less
organizations

We behave... independently: we go our own way and break
rules

We believe... that the best things in life can be free
We never... take things at face value
We always... challenge the status quo

We love... people that break rules

We hate... being taken advantage off




Global Brand Immersions
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sense and simplicicy

Chak & tapes Tram the list Sedom.

What = 3 brand!

Hinasatable

Brand inaght

Unavadod e

Brand promise constituerns

Resine

Brand promise
linasadatle

Bugness doman and sacton
Unavalahis

Imeracive exertise and taseaway

Unavadasile

The Promize Pro

Hnavatahis



Global Brand Newsletters
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Oobal brand boOOKS

Why have a brand book?

* To aliow us to speak with one voice. The voice of a leader
To define what dirt is good is. What itisn't. What we want it to be

To mspire us 1o produce work that has edge and relevance -
allowing it to leverage functional cleaning credentials and product
innovation through the visceral, emative world of chidhood and family

To guide us as we take dirt is good to the next level and into
new markets via the Every Child Has The Right creative framework
dirt i guod | e




Global Brand Purpose Books

Contents
Mission and philosophy

The DiG brand key
Root strengths
Competitive environment
Target
Insight
Benaefits
Values and personality
Reasons to believe
Discriminator
Essence
The Every Child Has The Right
creative framework
Why have a creative framework?
Guidance for using the ECHTR framework

Examples of how functionality may be
delivered within the ECHTR framework

29




BrandLive! Team Sessions
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Tapping into Latent Energy
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Focus: Aligned Key Performance Indicators




Unihversad Trath

N Purpeehd Pouitioning




Focus
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Unihversad Trath
| Pupceefid Positioning

D RANGE

|
ARCHITECTURE




(© EffectiveBrands

Focus: Market Segmentation by Development Stage

THE EB PROGRESSION MAP

SOCIETAL

EMOTIONAL

FUNCTIONAL

BRAND PROMISE: MESSAGING FOCUS

LAYING THE EXPANDING CREATING BUILDING
FOUNDATION THE BRAND BRAND BONDING AN ICON

MARKET: STAGES OF DEVELOPMENT —M>
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Organize: The Role of Global Marketing
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Organize: The Role of Global Marketing

THE EB ROLE MATRIX

HIGH A

N

BUILDER : CHAMPION
HOW ( ......................... ......................... )

SUPPORTER . DRIVER

LOW > HIGH

N
N

WHAT
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Organize: Marketing Organization Design

Design principles for the new
Marketing organization
Bupports our straiegy

Foomsod 0 dulives 0 O w0 QY

Local relevance
Tully o asacution af MU vl

s~
oo ity of resporatilen, W] scouurtatsily

Equipped to win

a3 NocoEEary NG\ 1 ki U a1 shares bes! practos

Flt to compets

COR: MarComms Centre
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Organize: Marketing Operating Model

Leadership & Strategy

1. Set Corporate Strategy 2. Direct & Monitor 3. Manage expectations of Investors, Community & People

Brand
Development
& Innovation

5. Brand & Category Visions 6. Brand Planning 7 B. Communicate

" 428. Shopper
Market Insight
Operations

9. Customner &

Channed insight

10. Customer Portfolio 11 Demand Planning 1 13. Customer Service 14 Local marketing
Management (consumer & customer)

15. S3les & Operations Panning +

=

16 Supply Planning 17. Source 18. Make 19, Dellver

Support
Functions 20. Manage Finance 21. Manage information 22.Manage People  23. Manage Communication
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Build: The Art of Letting Go
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Building Marketing, Category and Brand Excellence




Marketing frameworks (GME)

METRICS

Targeting

Segmentation (with and without

databases)

Buyer insight
(buyer personas,
win/loss, buyer funnel)

'

SOCIaL MEDIA:
| Budd reputation
OCatabase desgn and Owract marketng
usage (for direct l_. (hrect mad — Lead nurturing Marketing
markebng) | & emad)
- ™
Wwebsnte
SOCIAL MEDIA SOCIAL MEDIA
Website traffic ey —{ Find/use nfluencers Find/source content
(to a lead) L ]
Marketing/Sales || | Selang tools -
algnment Lead Scorning Pﬂ {e.5. references) E-commercs
At-risk customers [~} :n":m "'1 L“::'n".’ s
|
| | )
Leverage | | SOCIAL MEDIA
© nurturing }——- o imdier el ~—] User groups & CAB"s —| ry bullding

Lead funnel

Lgommumvm !q A/B testing
| | |

sSOoCiaL mEDIA
Matncs




Marketing Academies

(@ EffectiveBrands®

®» Overall Content Overview

® Theory Overview

University

BEEEuilding Winning Brands

e
The ABC’s — T T
of Building i
Winning Brands =y 1 -1 -1

Startivy with Uinderstanding ey Category

=2 TN

WORKBOOK

- - =

D EffectiveBrands'

Definitions 4m

Exercises 4@

J ﬁ

a’i’;ﬁu’w(awgory Aganst sue of the Prize
Ability to win

P —

PR Tearm Exercise #1 - Review What
C y Your Srand C: tes in?
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Online Marketing Training Modules

Brand Latest Brand Essential Ir Al tools & Guidance

About this page )

Develop your skills & your career. Learn
about marketing in Unilever, best
practices, and enrol in courses.

Latest developments in
marketing training, learning &
development, courses, and
Marketing Academy Publica-
tions.

Content name goes here
Content description goes here
Content name goes here
Content description goes here

Portier ownsr: Aestname surnameaun fiever.com

< G - Content name goes here

Did you know? ) | Marketin ERGAMY DISOIIAW -:. Content description goes here
Find an overview and information about marketing academy e RO oy e =

Test your knowledge about... programmes, 3 breakdown of modules, joining instructions, & collabora- PR Sy SOOhARRI SIS !

= Marketing tion

= Advertisin Work Level 1 - Foundation

- a | Programmes for graduate recruits who are new the business,

Activation

providing 2 basic understanding of Unilever activities

More training & developmeant Work Level 2 - Skill Bullding

Portiet For brand buliders and brand developers to imrove their Unilever marketing glossary
ortiet awner: firstname sumame®uniiever com
marketing skills
a 9 A to Z of marketing terms in
= Work Level 3 - Mastery 6 Unilever

LOCE c oA Y trainin mat:
| | < rses & tr 3 m 4 m | For senior marketing managers/directors to further develop their 2 Click Here

Access to local training courses & knowledge, and to be ieading edge

material 2 ; :

Pordet owner; flestname sumamedun feve ‘rtiet owner fikatname surmameSuniever oom

7 Course name 1
Brief description of local course goes

here work Caveaass | Online ordering |

= Course name 2 Specialist ad hoc workshops to help build skills in specific areas Order your own Marketing

Brief description of local course goes of markating, for all work levels. Academy publication(s) or
here & Insight Activator “ download them now on pdf
~ Course name 3 b Click Here
Brief description of jocal course goes owner: firstnsme nrnamedundevercom
hera
Fortlet owner firltnams wrrame@®unicver.com
POt cwee: Nrstnamme sUmamedunieves com

Your development =
To sites/portals outside of the marksting
hub, that will help you with training and
development.
LGP
S0P
@ Peoplelink
& HR Portal

Portiet ownar! Hitsname samamedon bevercom

empowering people
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Universal Truth
Purposeful Positioning !

Total Experience
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Purpose

@ - There is an athlete in every body

- Selling Tins of Optimism

> - Joy for the belly and soul
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Creative idea

- Let’s color

bilkay,

@ - Justdoiit

- |ce cream that’s as good as it tastes




PURPOSE has the power to inspire BIG INNOVATION

LIFE IS

A SPORT.
MAKE
IT COUNT.

&+

Shared with client permission



And propel locally powerful activation

Living NYC #counts ‘ 1 RUNNING

TO THE L
#COUNTS

LONDON

London is your gameboard
Nike Fuel+ installation
Run Paris

CHINA

Make life a sport

Shared with client permission



http://www.google.com/url?sa=i&rct=j&q=nike+new+york+subway&source=images&cd=&cad=rja&docid=ONbFldIjXVFzMM&tbnid=fZc-WcpSi2QD-M:&ved=0CAUQjRw&url=http://suiteshoppe.wordpress.com/2012/08/01/nike-makesitcount-even-in-the-subway/&ei=gyNvUdL-C8LB0gHY-YGwDw&bvm=bv.45368065,d.dmg&psig=AFQjCNHZEOhdVDLVGvD7etmvPy5zCxrxAw&ust=1366324459934807
https://plus.google.com/u/0/photos/118200767022936178058/albums/5750923901845907985
http://www.google.com/url?sa=i&rct=j&q=nike+london+fuel++ad&source=images&cd=&cad=rja&docid=evklT2jjrz6ZaM&tbnid=2Gl17YVXWq9zfM:&ved=0CAUQjRw&url=http://www.fastcompany.com/1698729/nike-turns-london-game-board-get-people-running&ei=XSRvUbrGE4PB0gGd3oCYDw&psig=AFQjCNHK0SXmavTaZx2LouQ-1nyjJ9Hzuw&ust=1366324626015776
http://www.google.com/url?sa=i&rct=j&q=nike+japan+fuel++ad&source=images&cd=&cad=rja&docid=FZMezmmbnxr83M&tbnid=LygDuBt6q9SdPM:&ved=0CAUQjRw&url=http://www.behance.net/thegurr/frame/6902363&ei=KiVvUe22EcWy0AH91IDYCw&psig=AFQjCNFvs3QPV5uYIbb81HiAcqNRhObzdQ&ust=1366324762330954
http://www.google.com/url?sa=i&rct=j&q=nike+paris+fuel++ad&source=images&cd=&cad=rja&docid=ZS4t4KVB0z4_sM&tbnid=nO1RayfQGi3xeM:&ved=0CAUQjRw&url=http://www.advertolog.com/nike/print-outdoor/port-de-solferino-13197905/&ei=syZvUemnLen54APG3oDAAg&psig=AFQjCNGEq4D2PoSLDat80f8x2rSaojJFsg&ust=1366325293693337
http://www.google.com/url?sa=i&rct=j&q=nike+fuel+&source=images&cd=&cad=rja&docid=bsSzlGnJYlfXzM&tbnid=RW5-RGP4AuZbNM:&ved=0CAUQjRw&url=http://fuelbandnike.com/fuelband-on-sale-tomorrow-222-but-can-you-get-your-hands-on-one/&ei=jydvUcj-EpSt4APpiYDQBA&psig=AFQjCNFF4MMrR4gEA5SIgHy_LYUbvYUNKQ&ust=1366325495531636

It gets people talking about the brand

Shared with client permission


http://www.google.com/url?sa=i&rct=j&q=nike+brand+manifesto&source=images&cd=&cad=rja&docid=ufV7M141CBiV6M&tbnid=Vczl7K9XQ2ddEM:&ved=0CAUQjRw&url=http://pinterest.com/pin/448600812852627160/&ei=5ypvUY6YDK-44AO9ooCQBw&bvm=bv.45368065,d.dmg&psig=AFQjCNEHXesdBImdXr516cliSaSKVnSjyw&ust=1366326362785644
http://www.google.com/url?sa=i&rct=j&q=facebook+symbol&source=images&cd=&cad=rja&docid=4gK3zuhvCCi0iM&tbnid=PHncZ8wIVJt5jM:&ved=0CAUQjRw&url=http://www.understandingminds.com.au/blog/dyslexia-reading-difficulties-gold-coast/facebook-symbol-2-3/&ei=hitvUZ_-BdXG4AOzuYCAAg&bvm=bv.45368065,d.dmg&psig=AFQjCNHkUNzFgsYQ2uXZcdfDgIDOBBCH3g&ust=1366326529809369
http://www.google.com/url?sa=i&rct=j&q=twitter+symbol&source=images&cd=&cad=rja&docid=q-c6Pcw84zS_0M&tbnid=TN4vauwxEOyeaM:&ved=0CAUQjRw&url=http://www.mcneese.edu/marketing&ei=1StvUaf_BeTC4APR7YDQBA&bvm=bv.45368065,d.dmg&psig=AFQjCNEDU4EP6pyKwUnbunFJgHa8GaLYVQ&ust=1366326594410264

It fuels innovation and communication

Shared with client approval


http://www.google.com/url?sa=i&rct=j&q=nike+fuel+&source=images&cd=&cad=rja&docid=W38JY5qgOoDzPM&tbnid=bcayMYCi70OxFM:&ved=0CAUQjRw&url=http://louisville.styleblueprint.com/featured/fitbit-nike-fuel-band/&ei=0ChvUZOMGovk4APVz4Aw&psig=AFQjCNFF4MMrR4gEA5SIgHy_LYUbvYUNKQ&ust=1366325495531636

Resulting in measurable business success

BILLIONS OF DOLLARS NIKE SCORES ADIDAS SCORES

Shared with client permission



B

§ —————)

— This is justiun BEJG!‘NNING




fszsliﬂilﬁilﬂ]{m‘lil“a‘-:.
i

\
b

! g'{tz
I
i
i

LA




