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BRANDING

Value

Product Proposition
Benefits
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What is the role of a brand?

e Provide a unigue identifier

e Create barriers to entry

e Serve as a
competitive
advantage
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A good brand is ...
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A good brand creates a...
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A good brand creates a ...
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“YOUR BRAND IS
WHAT OTHER PEOPLE
SAY ABOUT YOU
WHEN YOU’'RE NOT
IN THE ROOM”

Jeff Bezos — Addicted2Success.com
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Let’s practice....
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a vision for meat

If you know us, what words come to mind?
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What we would want to hear...
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Parallel paths no longer works

CONSUMER NEEDS

PRODUCTION CAPABILITIES
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Cconsumers are
more food-centric
than ever before

MARKETING



Each red circle =
possible branding
opportunity

© 2016 Midan Marketing, LLC
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Research consumer needs

What are
consumers
looking for

What is
happening

How are they
behaving
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Overlay production capabilities

What are

Produce Profitably

How are they
behaving




Discover the “sweet spot”
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Branding
Opportunity!
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Research and Evaluation Process

Consider the
overall Evaluate the

business competition
strategy

Understand
consumers’
needs & wants

Overlay
consumer
needs with

company’s core
competencies

Develop brand Tell the brand
positioning & story: create
foundational the visual

elements language
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Research and Evaluation Process

Consider the
overall

business 1 New markets
strategy

1 New consumers
d Timing
1 New customers

Research to validate

© 2016 Midan Marketing, LLC
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Research and Evaluation Process

Evaluate the

competition

] Strategies/Tactics
d Strengths/Weaknesses
J Who to go after, avoid

© 2016 Midan Marketing, LLC
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Research and Evaluation Process

Research target’s Understand
consumers
needs & wants
1 Needs
d Gaps
1 Attitudes, beliefs and values

© 2016 Midan Marketing, LLC
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Research and Evaluation Process

 Supply/Specifications
 Distribution capabilities
Sl 0 Human capital
MUSNOIIN () Profitable

competencies
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Research and Evaluation Process

 Positioning

d Key benefits

] Character, personality & tone
J Packaging

Develop brand
positioning &

foundational
elements

ResearCh to Vallda—te © 2016 Midan Marketing, LLC
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Research and Evaluation Process

_] Brand Name

d Logo
] Tagline Tell the brand
_ story: create
J Story/Messaging the visual
language
ResearCh to Validate © 2016 Midan Marketing, LLC
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Research and Evaluation Process

Consider the
overall Evaluate the

business competition
strategy

Understand
consumers’
needs & wants

Overlay
consumer
needs with

company’s core
competencies

Develop brand Tell the brand
positioning & story: create
foundational the visual

elements language
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A Case in Point: The Story of Tyson®
Crafted Creations™
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Tyson® Crafted Creations™ is a registered trademark of Tyson Foods, Inc.
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Consider the

overall

business
strategy

fted Step 1

J New markets
1 New consumers
d Timing

1 New customers

Research to validate
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+ CREATIONS -

Quantitative Online Survey
 Potential size of market
e Consumer habits &
attitudes
Potential drivers

i
midan

MARKETING



)
crafted Step 2

A

Evaluate the
competition

] Strategies/Tactics
d Strengths/Weaknesses
J Who to go after, avoid
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craf‘ted Step 2

CREATIONS

Competitor Analysis Example

Brand Positioning | Product Flavors Key Marketing
Offerings messaging | tactics

5% _-.|

- Pixelated on purpose to
' keep confidential info
Smlthfleld - confidential!
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crafted _ Step 3

Research target’s Understand
consumers
needs & wants
1 Needs
Jd Gaps
1 Attitudes, beliefs and values
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crafted Step 3 — Focus Groups
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Erfted\ Step 3 — Online survey
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crafted Step 4

 Supply/Specifications
 Distribution capabilities
Sl 0 Human capital
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Tc;fa@fted\ Step 4 Decisions

+ CREATIONS -

v'Undervalued cuts across 3 proteins
v Existing underutilized plant capacity

v'Focus on a consumer who is about
unique flavors
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crafted Step 5

 Positioning

 Key benefits

1 Character, personality & tone
J Packaging/Labeling

Develop brand
positioning &
foundational

elements
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Erfted\ Step 5 — 2 rounds of consumer research
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Erfted\ Step 5 - Brand key development

Brand Essence:

Competitive Context -

sl as ulE AN S

Consumer Target and Insights -

Pixelated on purpose to keep confidential

info confidential!
H N N |

Brand Character -

Brand Benefits and Reasons to Believe -

. Brand Properties -
Brand Personality

Positioning Statement:
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# N
crafted Step 6

] Brand Name

J Logo

:l Tagline Tell the brand
story: create

H Story the visual

language
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ed Step 6

Name testing | Logo testing Message testing
IVI/AIN 1,

MANY,
MANY
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crafted Case Study

+ CREATIONS -

. BOLDFLAVORS -
[ < MORECUTS

£~ DIVERSE MEAL
~SOLUTIONS

/&= CUSTOMERS ARE READY TO TRY SOMETHING DIFFERENT._ARE YOU?

2014: Brand development

2015: Launch &
B2B marketing support

2016: B2C marketing support

should their chaices atthe meat case be?

| dedde what dud:hﬁ!ﬁtmsa'need

v i Mare than a n ame,thu s is a brand thatwas
i [ crafted to make adifference inyour

meat case—and to your bottom line.
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Erfted\ Case Study
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Brand Building:
Finding the Sweet Spot

http://bit.ly/namimidan to download
process checklist

Danette Amstein
d.amstein@midanmarketing.com
704.664.MEAT
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