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Welcome to the tenth issue  
of Runway.
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Asda gets ready for Christmas
Christmas is the busiest trading period in the 
�U�H�W�D�L�O���F�D�O�H�Q�G�D�U�����7�K�L�V���\�H�D�U���Z�H�·�Y�H���K�H�O�S�H�G���$�V�G�D��
�J�H�W���U�H�D�G�\���I�R�U���W�K�H���E�L�J���H�Y�H�Q�W���Z�L�W�K���W�K�H���O�D�X�Q�F�K���R�I��
their 2014 Christmas Gift Guide. 

The 212 page Gift Guide is packed full of  
great gifts and useful tips for all the family, 
making choosing and buying the perfect 
present simple and easy. The Guide includes 
�R�Y�H�U�����������Q�H�Z���S�U�R�G�X�F�W���V�K�R�W�V���D�Q�G�����������O�L�I�H�V�W�\�O�H��
�D�Q�G���P�D�L�Q���L�P�D�J�H�V�����7�K�H���+�D�Q�J�D�U���6�H�Y�H�Q���W�H�D�P��
�Z�D�V���U�H�V�S�R�Q�V�L�E�O�H���I�R�U���S�U�R�Y�L�G�L�Q�J���H�Y�H�U�\���H�O�H�P�H�Q�W�� 
�R�I���W�K�H���S�U�R�G�X�F�W�L�R�Q�����I�U�R�P���F�U�H�D�W�L�Y�H���F�R�Q�F�H�S�W�V���W�R��
�S�U�L�Q�W���U�H�D�G�\���À�O�H�V����
 
�+�D�Q�J�D�U���6�H�Y�H�Q�·�V���5�H�W�D�L�O���0�D�U�N�H�W�L�Q�J���W�H�D�P���Z�D�V��
chosen for the project following the success 
of their work on the George Home Spring/
�6�X�P�P�H�U���D�Q�G���$�X�W�X�P�Q���:�L�Q�W�H�U���F�D�W�D�O�R�J�X�H�V���� 
�Z�K�L�F�K���K�D�Y�H���K�H�O�S�H�G���U�D�L�V�H���F�X�V�W�R�P�H�U���S�H�U�F�H�S�W�L�R�Q��
of the range and increased sales. Commenting 
�R�Q���W�K�H���*�L�I�W���*�X�L�G�H�����+�D�Q�Q�D�K���0�F�'�H�U�P�R�W�W�����$�V�G�D��
�3�X�E�O�L�F�D�W�L�R�Q�V���0�D�Q�D�J�H�U���V�D�L�G�����´�+�D�Q�J�D�U���6�H�Y�H�Q��

BHS - Famous for Lighting
 
�$�V���S�D�U�W���R�I���%�+�6�·�V���V�W�U�D�W�H�J�\���W�R���D�W�W�U�D�F�W���D��
younger audience the retailer approached 
�+�D�Q�J�D�U���6�H�Y�H�Q���W�R���S�U�R�G�X�F�H���D���������S�D�J�H��
inspirational brochure to accompany the 
�¶�)�D�P�R�X�V���I�R�U���/�L�J�K�W�L�Q�J�·���S�U�R�P�R�W�L�R�Q�D�O���F�D�P�S�D�L�J�Q����
�:�R�U�N�L�Q�J���Z�L�W�K���D�Z�D�U�G���Z�L�Q�Q�L�Q�J���L�Q�W�H�U�L�R�U�V���V�W�\�O�L�V�W����
Portland Mitchell, and shot on location at  
The Master Shipwrights in London, the  
result is a stunning and inspirational 
�V�K�R�Z�F�D�V�H���I�R�U���%�+�6�·�V���E�H�D�X�W�L�I�X�O���D�Q�G�� 
affordable lighting range.  
 
�$�V���Z�H�O�O���D�V���E�H�L�Q�J���D�Y�D�L�O�D�E�O�H���L�Q���V�W�R�U�H�����W�K�H��
brochure was inserted in selected print 
�W�L�W�O�H�V���L�Q�F�O�X�G�L�Q�J���/�L�Y�L�Q�J���(�W�F�����,�G�H�D�O���+�R�P�H�����2�.��
magazine and the Sunday supplements.

Burton Menswear appoints 
�+�D�Q�J�D�U���6�H�Y�H�Q�·�V���I�D�V�K�L�R�Q���W�H�D�P
�%�X�U�W�R�Q���0�H�Q�V�Z�H�D�U�����R�Q�H���R�I���W�K�H���8�.�·�V���O�H�D�G�L�Q�J��
�P�H�Q�·�V���F�O�R�W�K�L�Q�J���D�Q�G���I�D�V�K�L�R�Q���U�H�W�D�L�O�H�U�V����
�K�D�V���F�K�R�V�H�Q���+�D�Q�J�D�U���6�H�Y�H�Q���W�R���P�D�Q�D�J�H��
the creation and production of all its 
photographic imagery for ecommerce 
applications.

�0�L�F�K�D�H�O���.�Hating, founding partner at  
�+�D�Q�J�D�U���6�H�Y�H�Q�����V�D�L�G�����´�:�L�Q�Q�L�Q�J���W�K�H��
�R�S�S�R�U�W�X�Q�L�W�\���W�R���Z�R�U�N���Z�L�W�K���%�X�U�W�R�Q���0�H�Q�V�Z�H�D�U��
is really great news for our London fashion 
�W�H�D�P�����%�X�U�W�R�Q���L�V���R�Q�H���R�I���W�K�H���P�R�V�W���Z�L�G�H�O�\��
known brands on the high street and needs 
�W�R���E�H���D�E�O�H���W�R���G�H�O�L�Y�H�U���K�L�J�K���Y�R�O�X�P�H�V���R�I���T�X�D�O�L�W�\��
�L�P�D�J�H�U�\���W�R���L�W�V���Z�H�E���V�L�W�H���H�Y�H�U�\���Z�H�H�N�����7�K�L�V���L�V��
just the sort of challenge at which  
�+�D�Q�J�D�U���6�H�Y�H�Q���H�[�F�H�O�V�µ��

�K�D�Y�H���F�R�P�S�O�H�W�H�O�\���V�W�H�S���F�K�D�Q�J�H�G���W�K�H���F�U�H�D�W�L�Y�H��
�G�L�U�H�F�W�L�R�Q���R�I���W�K�H���J�X�L�G�H�����7�K�H�\�·�Y�H���E�U�R�X�J�K�W���R�X�U�� 
full offering together showcasing gifts,  
George Home and fashion in a beautiful 
�Q�D�U�U�D�W�L�Y�H���W�K�D�W���S�X�W�V���I�R�U���U�H�F�L�S�L�H�Q�W�V���D�W���L�W�V���K�H�D�U�W����
�7�K�H���R�I�Á�L�Q�H���J�X�L�G�H���D�Q�G���W�K�H���F�R�Q�W�H�Q�W���L�W���J�H�Q�H�U�D�W�H�V��
for our online channels will be a major part  
�R�I���R�X�U���&�K�U�L�V�W�P�D�V���V�D�O�H�V���G�U�L�Y�H�µ��

�:�R�U�N�L�Q�J���F�O�R�V�H�O�\���Z�L�W�K���W�K�H���$�V�G�D���W�H�D�P�����R�X�U�� 
�5�H�W�D�L�O���0�D�U�N�H�W�L�Q�J���W�H�D�P���Z�D�V���D�O�Z�D�\�V���W�K�L�Q�N�L�Q�J��
about how we could amplify the content so  
that it could be used not only in the Gift 
�*�X�L�G�H���E�X�W���D�O�V�R���R�Q�O�L�Q�H���²���D���S�H�U�I�H�F�W���H�[�D�P�S�O�H���R�I��
integrating content to reduce cost and create  
a seamless customer journey. 
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The Pervasive Web
This is the logical next step of the evolution of the web; 
you could almost say web 3.0. The internet evolves,  
by way of mobile, the Internet of Things, wearables,  
iBeacons, mobile wallets and many other emerging 
technologies Ð to form a digital ÔlatticeÕ over our  
physical environment Ð every physical interaction  
we make in the world will be digitally enabled. 

�3�H�U�V�R�Q�D�O���G�H�Y�L�F�H�V���Z�L�O�O���E�H���F�R�Q�W�H�[�W�X�D�O�O�\���D�Z�D�U�H�����F�R�P�E�L�Q�L�Q�J��
�O�R�F�D�W�L�R�Q�����Z�H�D�W�K�H�U�����L�W�L�Q�H�U�D�U�L�H�V���D�Q�G���H�Y�H�Q���S�X�U�F�K�D�V�H���K�L�V�W�R�U�\��
to predict our needs. Meanwhile technologies like gesture 
�U�H�F�R�J�Q�L�W�L�R�Q�����Y�R�L�F�H���F�R�Q�W�U�R�O�����1�H�D�U���)�L�H�O�G���&�R�P�P�X�Q�L�F�D�W�L�R�Q��
�S�D�\�P�H�Q�W�V���D�Q�G���À�Q�J�H�U�S�U�L�Q�W���,�'���Z�L�O�O���F�R�P�E�L�Q�H���W�R���P�D�N�H���D�O�O��
�L�Q�W�H�U�D�F�W�L�R�Q�V���T�X�L�F�N���D�Q�G���V�H�D�P�O�H�V�V��

�2�X�U���F�O�L�H�Q�W�V���X�Q�G�H�U�V�W�D�Q�G���W�K�H���L�P�S�R�U�W�D�Q�F�H���R�I���K�D�Y�L�Q�J���F�R�Q�V�L�V�W�H�Q�W��
�D�X�G�L�R�����Y�L�V�X�D�O���D�Q�G���Z�U�L�W�W�H�Q���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����Z�K�H�W�K�H�U���W�K�U�R�X�J�K��
�W�K�H�L�U���R�Q�O�L�Q�H���R�U���R�I�Á�L�Q�H���F�K�D�Q�Q�H�O�V�����E�X�W���W�K�H���U�H�D�O���F�K�D�O�O�H�Q�J�H���O�L�H�V�� 
in ensuring that content across all channels is created in  
�D�Q���H�I�À�F�L�H�Q�W���Z�D�\�����E�R�W�K���L�Q���W�H�U�P�V���R�I���W�L�P�H���D�Q�G���E�X�G�J�H�W���� 
�:�K�\���R�U�J�D�Q�L�V�H���V�H�Y�H�U�D�O���S�K�R�W�R���V�K�R�R�W�V���R�U���E�U�L�H�I���P�X�O�W�L�S�O�H�� 
agencies if the content can all be created and captured  
at once, in a more structured way?

Data is crucial for consumers and companies  
alike, but the key to creating commercial value  
is analysis rather than collection. Many companies 
already store vast amounts of under-utilised data: 
working out what it all means enables them to 
understand consumer behaviour and respond to it.
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FIVE RETAIL MARKETING TRENDS  FOR 

Consumers increasingly hold the power. 
The rise of crowd funding has already 
demonstrated one aspect of consumer 
power. We have all seen how the rise 
in ÒshowroomingÓ and advances in 
technology give ever more power to the 
consumer, allowing them to compare 
prices in real time. 
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1,/S12&A95:1;-0G&A2905,74/07-/5,&7,:&>927-&
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U.<0/;74&0-5920&3/44&,22:&-5&82&?592&-.7,&
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2@2,&-.2&;5,@2,/2,;2&5=&82/,>&7842&-5
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�D�M�J�D�L�T�w���Q�S�P�Q�P�T�J�U�J�P�O���B�S�F���E�F�W�F�M�P�Q�J�O�H���T�Q�F�D�J�m�D��
;10-5?29&029@/;2&7,:&7=-29&07420&/,/-/7-/@20&&
-5&:/==292,-/7-2&-.2?024@20&=95?&-.2&\A192V
A47<]&2V-7/4290B&
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The influencing generations will be  
the Millennials and Generation Z Ð 
anyone born after the mid 1980Õs. 
Each diverse group has an attitude  
to adoption of new technologies  
and a multicultural mix that makes 
them unique. 
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7,:&:2@245A&7&>2,1/,2&:/745>12&
7,:&7&A95>9200/@2&9247-/5,0./A&3/-.&&
-.2/9&;10-5?290B

#.292&792&/,-2920-/,>&-/?20&7.27:B&&
C2&744&,22:&-5&-./,6&82<5,:&,2Q-&&
<279&7,:&A47,&=59&-.2&,2Q-&:2;7:2&
,53B&#.7-&37<G&32&.7@2&7&;.7,;2&&
5=&82/,>&5,&-.2&?5,2<&-5?59953B

4Optimisation
2015 is set to be the year that mobile becomes the key 
commercial format with an estimated quarter of all online 
sales taking place via mobile devices, and mobile acting 
as the hub for all other personal technologies. 
Websites not only need to be optimised for mobile, 
they should now be mobile-native. 

As the days get shorter and the holiday season approaches, the Hangar Seven Crew is thinking about the coming year. 
We believe 2015 is set to see some huge developments in technology, changing again and forever how consumers browse and buy.  

�.�H�H�S�L�Q�J���R�Q�H���H�\�H���R�Q���Z�K�D�W�·�V���F�R�P�L�Q�J���Z�L�O�O���K�H�O�S���E�U�D�Q�G�V���V�W�D�\���D�K�H�D�G���R�I���W�K�H���F�X�U�Y�H��

2015 

Z@29<&A/2;2&5=&;5,-2,-&-.7-&7&
;5,01?29&02-0&-.2/9&2<20&5,&0.514:&
82&;5,-2Q-1744<&7AA95A9/7-2&-5&-.2&
:2@/;2&-.7-&/-&/0&82/,>&@/232:&5,E&,5-&
P10-&920/_2:&=59&:/==292,-&0;922,0G&81-&
5A-/?/02:&/,&2@29<&920A2;-B&

�8�F���L�O�P�X���X�F�C���T�Q�F�D�J�m�D���W�J�E�F�P���D�P�O�U�F�O�U��
A29=59?0&82--29&5,4/,2&-.7,&92V@290/5,2:&
#[&7:0&^&05&3.<&102&:206-5A&328&;5A<&
=59&<519&?58/42&A47-=59?`&H9&7&A9/,-&45>5&
=59&<519&7AA&81--5,`&H9&<519&2?7/4&-5,2&
5=&@5/;2&=59&<519&#322-0`&

+0&<519&A7;67>/,>&5A-/?/02:&=59&5,4/,2&
0.5AA/,>&59&A.<0/;74&0.24@20`&
&
C2&1,:290-7,:&-.7-&;5?A244/,>&;5,-2,-&
-.7-&81/4:0&897,:0&7,:&:9/@20&;5,01?29&
/,-2920-&^&-.10&>2,297-/,>&07420&^&/0&
;927-2:&3/-.&-.2&2,:&;.7,,24&/,&?/,:B&&
H=-2,&-.2&;592&?2007>2&/0&-.2&07?2G&
81-&-.2&0-59<&81/4:/,>&1A&-5&/-&/0&018-4<&
�E�J�G�G�F�S�F�O�U���U�P���S�F�n�F�D�U���U�I�F���D�I�P�T�F�O���D�I�B�O�O�F�M���
01;.&70&7,&2:/-59/74&@0&7:@29-59/74&@0&
2_/,2&@0&845>>29&A50-B
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between retailers and manufacturers of 
nationally branded goods to produce products 
�W�K�D�W���D�U�H���R�Z�Q���O�D�E�H�O���E�D�G�J�H�G�����E�X�W���D�U�H���W�K�H���V�D�P�H��
�¶�R�Q���W�K�H���L�Q�V�L�G�H�·���D�V���R�W�K�H�U���E�U�D�Q�G�H�G���J�R�R�G�V���R�Q���V�D�O�H��

�2�Q�F�H���F�O�H�D�U�O�\���G�H�P�D�U�F�D�W�H�G�����W�K�H���E�R�X�Q�G�D�U�\��
�E�H�W�Z�H�H�Q���R�Z�Q���E�U�D�Q�G���D�Q�G���E�U�D�Q�G�V���K�D�V���Q�R�Z��
�H�U�R�G�H�G���W�R���W�K�H���S�R�L�Q�W���R�I���Q�R�Q���H�[�L�V�W�H�Q�F�H����
Closing the gap means increased competition 
�E�H�W�Z�H�H�Q���R�Z�Q���E�U�D�Q�G���D�Q�G���E�U�D�Q�G�V�����Z�K�L�F�K��
�P�H�D�Q�V���D���J�U�H�D�W�H�U���Q�H�H�G���W�K�D�Q���H�Y�H�U���I�R�U��
�G�L�I�I�H�U�H�Q�W�L�D�W�L�R�Q�����.�H�\���W�R���W�K�L�V���L�V���H�V�W�D�E�O�L�V�K�L�Q�J���D�� 
�U�H�D�O���F�R�Q�Q�H�F�W�L�R�Q���Z�L�W�K���F�R�Q�V�X�P�H�U�V�������Q�R�W���V�K�R�X�W�L�Q�J��
�D�Q�G���S�X�V�K�L�Q�J���S�U�R�G�X�F�W�V�������E�X�W���R�S�H�Q�L�Q�J���D�� 
�G�L�D�O�R�J�X�H�����F�R�P�P�X�Q�L�F�D�W�L�Q�J���R�Q���D���S�H�U�V�R�Q�D�O���O�H�Y�H�O�� 
�W�R���G�H�Y�H�O�R�S���D�Q���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���W�K�H�L�U���Q�H�H�G�V�� 
�D�Q�G���G�H�V�L�U�H�V�����$�P�R�Q�J���R�W�K�H�U���W�K�L�Q�J�V�����D���V�P�D�U�W��
�F�R�Q�W�H�Q�W���V�W�U�D�W�H�J�\���L�V���H�V�V�H�Q�W�L�D�O���W�R���W�K�L�V���H�Q�G�H�D�Y�R�X�U����

�,�Q���D���U�H�F�H�Q�W���L�Q�W�H�U�Y�L�H�Z���I�R�U���%�%�&���%�U�H�D�N�I�D�V�W���7�L�P�H����
�U�H�S�R�U�W�H�U���6�W�H�S�K���0�F�*�R�Y�H�U�Q���L�Q�W�H�U�Y�L�H�Z�H�G���8�.���D�Q�G��
German consumers about the rise of what, in 
�W�K�H���8�.���D�W���O�H�D�V�W�����L�V���W�H�U�P�H�G���¶�W�K�H���G�L�V�F�R�X�Q�W�H�U�V�·���²�� 
�E�\���Z�K�L�F�K���Z�H���F�R�P�P�R�Q�O�\���U�H�F�R�J�Q�L�V�H���$�O�G�L�����/�L�G�O�� 
�D�Q�G�����S�H�U�K�D�S�V���V�R�R�Q�����6�D�L�Q�V�E�X�U�\�·�V���M�R�L�Q�W���Y�H�Q�W�X�U�H�� 
�Z�L�W�K���1�H�W�W�R��

�,�Q���*�H�U�P�D�Q�\�����Z�K�D�W���Z�H���N�Q�R�Z���D�V���D���G�L�V�F�R�X�Q�W�H�U��
�L�V���P�R�U�H���F�R�P�P�R�Q�O�\���N�Q�R�Z�Q���D�V���D���F�R�Q�Y�H�Q�L�H�Q�F�H��
store. Somewhere to shop for a limited 
�U�D�Q�J�H���R�I���J�R�R�G���T�X�D�O�L�W�\���L�W�H�P�V���W�R���I�X�O�À�O���W�K�D�W���G�D�\�V��
shopping needs.

�6�W�H�S�K���0�F�*�R�Y�H�U�Q�·�V���L�Q�W�H�U�Y�L�H�Z�V���V�K�R�Z�H�G���W�K�D�W��
�L�Q�F�U�H�D�V�L�Q�J���Q�X�P�E�H�U�V���R�I���8�.���F�R�Q�V�X�P�H�U�V���F�K�R�V�H��
�W�K�H���G�L�V�F�R�X�Q�W�H�U���À�U�V�W���D�Q�G���W�K�D�W���L�Q���*�H�U�P�D�Q�\���W�K�H�\��
are the logical choice. She went on to  
�L�Q�W�H�U�Y�L�H�Z���D���S�U�R�P�L�Q�H�Q�W���5�H�W�D�L�O���$�Q�D�O�\�V�W���Z�K�R��
�V�W�D�W�H�G�����´�«���W�K�H���G�L�V�F�R�X�Q�W�H�U�V���D�S�S�U�R�D�F�K���W�R���E�U�D�Q�G�V��
has, for the most part, now rendered them 
�L�U�U�H�O�H�Y�D�Q�W���D�Q�G���W�K�H���E�U�D�Q�G���R�Z�Q�H�U�V���K�D�Y�H���\�H�W���W�R��
�Z�D�N�H���X�S���W�R���W�K�L�V���I�D�F�W�µ�����7�K�H���$�Q�D�O�\�V�W���F�R�Q�W�L�Q�X�H�G���W�R��
�H�[�S�O�D�L�Q���W�K�D�W���G�L�V�F�R�X�Q�W�H�U�V���R�Z�Q���E�U�D�Q�G�V���D�U�H���Q�R�Z��
�Z�L�G�H�O�\���U�H�J�D�U�G�H�G���D�V���H�Y�H�U�\���E�L�W���D�V���J�R�R�G���D�V���W�K�H��
�W�U�D�G�L�W�L�R�Q�D�O���*�R�O�L�D�W�K�V���R�I���W�K�H���)�0�&�*���Z�R�U�O�G���� 
�6�R�����L�Q���W�K�H���F�R�Q�V�X�P�H�U�·�V���P�L�Q�G���D�W���O�H�D�V�W�����W�K�H�L�U��
�U�H�O�H�Y�D�Q�F�H���F�D�Q���E�H���O�H�J�L�W�L�P�D�W�H�O�\���T�X�H�V�W�L�R�Q�H�G��

�%�X�W���W�K�H���R�S�S�R�U�W�X�Q�L�W�\���W�R���S�U�R�Y�L�G�H���W�K�H���F�R�Q�V�X�P�H�U��
�Z�L�W�K���J�U�H�D�W���E�U�D�Q�G���D�O�W�H�U�Q�D�W�L�Y�H�V���G�R�H�V���Q�R�W�� 
mean that either the discounters or the  
�P�D�M�R�U���P�X�O�W�L�S�O�H�V���Q�R�Z���K�D�Y�H���W�K�H���Z�K�L�S���K�D�Q�G���� 
Shopping habits are changing in what 

Over the past decade one sector has grown steadily in the  
face of doom-laden economic forecasts. By the end of 2013  
�R�Z�Q���E�U�D�Q�G���S�U�R�G�X�F�W�V�����D�O�V�R���N�Q�R�Z�Q���D�V���¶�S�U�L�Y�D�W�H���O�D�E�H�O�·���R�U���3�/����
accounted for 51.1% of UK FMCG sales by value. In the depths  
of the recession it made sense that consumers would reach  
for the cheaper alternative to expensive branded products,  
�E�X�W���D�V���W�K�H���U�H�F�H�V�V�L�R�Q���U�H�F�H�G�H�V���K�R�Z���G�R���Z�H���H�[�S�O�D�L�Q���R�Z�Q���E�U�D�Q�G�·�V�� 
enduring popularity?

�7�K�H���L�Q�F�R�Q�Y�H�Q�L�H�Q�W���W�U�X�W�K���I�R�U���Q�D�W�L�R�Q�D�O���E�U�D�Q�G�V��
�L�V���W�K�D�W���F�R�Q�V�X�P�H�U�V���D�U�H���Q�R�W���F�K�R�R�V�L�Q�J���R�Z�Q��
brand products based solely on price Ð in 
�I�D�F�W���E�\���W�K�H���H�Q�G���R�I���������������R�Z�Q���E�U�D�Q�G�·�V���V�K�D�U�H��
�R�I���X�Q�L�W���V�D�O�H�V���K�D�G���L�Q�F�U�H�D�V�H�G���D�F�U�R�V�V���)�0�&�*��
�F�D�W�H�J�R�U�L�H�V���L�Q���W�K�H���8�.���W�R���������������Z�K�L�O�V�W���D�W���W�K�H��
�V�D�P�H���W�L�P�H���U�H�G�X�F�L�Q�J���S�U�R�P�R�W�L�R�Q�D�O���V�D�O�H�V���E�\��������
(in the same period promotional support for 
national brands increased). 

�,�Q���W�K�H���S�D�V�W���G�H�F�D�G�H���U�H�W�D�L�O�H�U�V���K�D�Y�H���F�K�D�Q�J�H�G��
�W�K�H�L�U���D�S�S�U�R�D�F�K���W�R�Z�D�U�G�V���W�K�H���Z�D�\���R�Z�Q���E�U�D�Q�G��
goods are produced, with a greater focus 
�R�Q���U�H�V�H�D�U�F�K���D�Q�G���G�H�Y�H�O�R�S�P�H�Q�W�����P�D�U�N�H�W�L�Q�J��
�D�Q�G���T�X�D�O�L�W�\���²���D�Q�G���K�D�Y�H���P�D�G�H���V�L�J�Q�L�À�F�D�Q�W��
�D�G�Y�D�Q�F�H�V�����7�K�H�\���D�U�H���Q�R���O�R�Q�J�H�U���U�H�D�F�W�L�Q�J���W�R��
�Q�D�W�L�R�Q�D�O���E�U�D�Q�G�V���Z�L�W�K���¶�P�H���W�R�R�·���S�U�R�G�X�F�W�V�����E�X�W��
�D�U�H���Q�R�Z���S�U�R���D�F�W�L�Q�J�����Z�L�W�K���L�Q�Q�R�Y�D�W�L�Y�H���Q�H�Z��
categories that create demand rather than 
simply supplying. 

Such has been the success of certain 
�U�H�W�D�L�O�H�U�V�·���R�Z�Q���E�U�D�Q�G���O�L�Q�H�V���W�K�D�W���W�K�H�\���K�D�Y�H��
begun to market them internationally as 
�L�Q�G�H�S�H�Q�G�H�Q�W���E�U�D�Q�G�V�����$�W���W�K�H���V�D�P�H���W�L�P�H��
another trend has emerged Ð collaborations 

LANDSCAPE OF RETAIL

THE

���������U�H�J�D�U�G���¶�U�H�J�X�O�D�U�·���R�Z�Q���O�D�E�H�O���L�W�H�P�V�� 
as the same quality as branded 
alternatives compared to 23 per  
cent who feel they are lower quality  
Source: RS study

... of UK adults are happy  
to buy private label brands  
Source: Canadean Custom Solutions 2014
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�0�D�U�N���3�U�L�F�H�����&�(�2���R�I���:�D�L�W�U�R�V�H�����W�H�U�P�V���D�� 
�R�Q�F�H���L�Q���������\�H�D�U�V���V�K�L�I�W�����,�Q�W�H�U�Y�L�H�Z�H�G���E�\���W�K�H�� 
DailyTelegraph, Mr Price commented that  
�R�X�W���R�I���W�R�Z�Q���V�X�S�H�U�P�D�U�N�H�W�V���D�Q�G���W�K�H���Z�H�H�N�O�\�� 
shop were now a thing of the past. He went  
�R�Q���W�R���F�O�D�L�P�����´�3�H�R�S�O�H���D�U�H���E�X�\�L�Q�J���I�R�R�G���I�R�U���Q�R�Z����
The notion that you are going to go and push  
a trolley around for the week is a thing of the 
�S�D�V�W�����,�W���L�V���I�X�Q�G�D�P�H�Q�W�D�O�O�\���F�K�D�Q�J�L�Q�J���W�K�H���P�D�U�N�H�W���� 
�$�O�O���W�K�H�V�H���W�U�H�Q�G�V���D�U�H���H�I�I�H�F�W�L�Y�H�O�\���S�X�O�O�L�Q�J���S�H�R�S�O�H�� 
�R�X�W���R�I���E�L�J���E�R�[�����R�X�W���R�I���W�R�Z�Q���U�H�W�D�L�O�L�Q�J�����7�K�D�W���L�V��
�U�H�D�O�O�\���W�K�H���F�K�D�O�O�H�Q�J�H���W�K�D�W���W�K�H���¶�E�L�J���I�R�X�U�·���D�U�H�� 
�I�D�F�L�Q�J�����7�K�H�\���K�D�Y�H���D�Q���H�V�W�D�W�H���I�R�U���K�R�Z���S�H�R�S�O�H��
�V�K�R�S�S�H�G���W�Z�R���G�H�F�D�G�H�V���D�J�R�µ��

Speed of shopping is perhaps as much an  
issue for the traditional brands as the rise of 
�R�Z�Q���O�D�E�H�O���R�U���R�Z�Q���E�U�D�Q�G�����0�D�\�E�H���W�K�H�U�H���L�V���O�H�V�V��
time for brand consideration at the point of sale 
and, perhaps, consumers are content to trust 
the retailer as much, or more, than the brand  
on the product.

The copycat product and packaging style 
�H�P�S�O�R�\�H�G���E�\���$�O�G�L�����H�Y�L�G�H�Q�F�H�G���E�\���W�K�H���L�Q�M�X�Q�F�W�L�R�Q��
�Z�R�Q���E�\���W�K�H���6�D�X�F�\���)�L�V�K���&�R�P�S�D�Q�\���H�D�U�O�L�H�U�� 

�W�K�L�V���\�H�D�U�����P�L�J�K�W���M�X�V�W���J�L�Y�H���W�K�H���F�R�Q�V�X�P�H�U���D�O�O�� 
they need in terms of product and brand 
reassurance. Clearly strongly reinforced with 
price points that consumers widely accept to  
�E�H�����������R�U���P�R�U�H���E�H�O�R�Z���W�K�R�V�H���R�I���W�K�H���
�E�L�J���I�R�X�U�
��

�$�U�H���\�H�V�W�H�U�G�D�\�·�V���E�U�D�Q�G���V�W�U�D�W�H�J�L�H�V���U�H�O�H�Y�D�Q�W�"��
Does the consumer still really make more  
�W�K�D�Q�����������R�I���W�K�H�L�U���E�X�\�L�Q�J���G�H�F�L�V�L�R�Q�V���D�W���W�K�H�� 
�S�R�L�Q�W���R�I���V�D�O�H�"���'�R���E�U�D�Q�G�V���Q�R�Z���K�D�Y�H���P�R�U�H��
�U�H�V�R�Q�D�Q�F�H���R�Q�O�L�Q�H���Z�K�H�U�H���W�K�H�\���F�D�Q���D�F�K�L�H�Y�H�� 
�V�R�O�X�V���S�R�V�L�W�L�R�Q�L�Q�J�"���,�V���¶�E�L�J���E�R�[�·���U�H�W�D�L�O���U�H�D�O�O�\�� 
�G�H�D�G���R�U���G�\�L�Q�J�"���:�K�D�W���V�K�R�S�S�L�Q�J���K�D�E�L�W�V���D�U�H��
�W�R�G�D�\�·�V���W�Z�H�H�Q�D�J�H�U�V���O�H�D�U�Q�L�Q�J�"���7�K�H�U�H�·�V���F�O�H�D�U�O�\��
more to understand and more to learn, but  
�W�K�H���I�D�F�W�V���V�K�R�Z���W�K�D�W���E�U�D�Q�G�V���Z�L�O�O���K�D�Y�H���W�R���Z�R�U�N��
harder and just buying a gondola end in a 
�K�\�S�H�U�P�D�U�N�H�W���H�Y�H�U�\���Q�R�Z���D�Q�G���W�K�H�Q���Z�L�O�O���Q�R�� 
longer be a sustainable business model.  

�7�R���À�Q�G���R�X�W���P�R�U�H���F�D�O�O Simon Peers  
on 07775 432 450 or email him at  
simon.peers@hangarseven.co.uk

LANDSCAPE OF RETAIL

In Western European  
markets, own-label  
occupy a noticeable  
level of market share  

... of UK adults believe that the quality 
of private label food and drinks is just 
as good as branded alternatives  
Source: Canadean Custom Solutions 2014

... of respondents believed that branded 
and non-branded food and drink is 
produced in the same factory and it is 
only the packaging that is different  
Source: Canadean Custom Solutions 2014

Switzerland

United Kingdom

Germany

In the UK, the value share is  
 
51.1% of all FMCG products  
sold, compared to 18.4 % in Italy.  
�$�Q�G�����L�Q���W�K�H���8�6�$�����W�K�L�V���À�J�X�U�H���L�V�� 
just 18.5% 

Source: SymphonyIRI Group 2013



10

��    ISSUE 10 !"#"$%&'()*

 

HARD FACT 1 

Most brands are  
purchased infrequently  

�7�1�6���,�P�S�X�O�V�H���3�D�Q�H�O���G�D�W�D���V�K�R�Z�V���W�K�D�W���L�Q���P�R�V�W��
�F�D�W�H�J�R�U�L�H�V�����W�K�H���P�D�M�R�U�L�W�\���R�I���D�Q�\���J�L�Y�H�Q���E�U�D�Q�G�·�V��
�E�X�\�H�U�V���R�Q�O�\���E�X�\���L�W���R�F�F�D�V�L�R�Q�D�O�O�\�����)�R�U���H�[�D�P�S�O�H����
the typical Coke buyer in reality only buys it 
�R�Q�F�H���R�U���W�Z�L�F�H���D���\�H�D�U�����D���S�D�W�W�H�U�Q���W�K�D�W�·�V���W�U�X�H���R�I��
many brands and categories.

 HARD FACT 2 

Brand loyalty is fragile  

The data also shows tha�W���P�R�V�W���S�H�R�S�O�H���K�D�Y�H�� 
a few categories where they buy the same 
�E�U�D�Q�G���H�Y�H�U�\���W�L�P�H�����E�X�W���L�Q���P�R�V�W���F�D�W�H�J�R�U�L�H�V 
�W�K�H�\���V�Z�L�W�F�K���L�I���W�K�H�L�U���U�H�J�X�O�D�U���E�U�D�Q�G���L�V�Q�·�W���H�D�V�L�O�\��
�D�Y�D�L�O�D�E�O�H���R�U���D���F�R�P�S�H�W�L�W�R�U���R�I�I�H�U�V���D���E�H�W�W�H�U���V�H�U�Y�L�F�H��
�R�U���G�H�D�O�����,�Q���W�K�H���8�.�����������R�I���&�R�N�H���G�U�L�Q�N�H�U�V���D�O�V�R��
�E�X�\���3�H�S�V�L�����,�Q���V�K�R�U�W���W�R�G�D�\�·�V���F�R�Q�V�X�P�H�U�V���D�U�H�� 
�U�H�D�O�O�\���À�F�N�O�H����

So, how do you deal with this unpredictability 
and ensure you get picked up more often? 
The answers lie in the power of emotion at  
�W�K�H���D�O�O���L�P�S�R�U�W�D�Q�W���S�R�L�Q�W���R�I���G�H�F�L�V�L�R�Q��

High growth is a common ambition but, for most brands, getting 
�S�L�F�N�H�G���X�S���L�V�Q�·�W���D�V���V�W�U�D�L�J�K�W�I�R�U�Z�D�U�G���D�V���L�W���R�Q�F�H���Z�D�V�����)�D�V�W���F�K�D�Q�J�L�Q�J��
consumer habits combined with an array of choice including  
quality own brands have made brand loyalty a fragile concept.  

�$�V���D���E�U�D�Q�G���D�J�H�Q�F�\���Z�H���V�H�H���Q�H�Z���F�R�Q�V�X�P�H�U��
�K�D�E�L�W�V���G�U�L�Y�L�Q�J���P�D�Q�\���F�D�W�H�J�R�U�L�H�V�����3�H�R�S�O�H���D�U�H��
�E�H�F�R�P�L�Q�J���Y�H�U�\���V�D�Y�Y�\�����U�H�V�H�D�U�F�K�L�Q�J���W�K�H���E�H�V�W��
prices on comparison websites, cutting back 
�R�Q���J�U�R�F�H�U�L�H�V���E�\���V�K�R�S�S�L�Q�J���D�W���/�L�G�O���D�Q�G���$�O�G�L����
�$�Q�G���W�K�H�\�·�U�H���V�D�Y�L�Q�J���R�Q���W�L�P�H���D�Q�G���I�X�H�O���F�R�V�W�V���E�\��
walking to stores, shopping online, clicking 
�D�Q�G���F�R�O�O�H�F�W�L�Q�J���D�Q�G���K�D�Y�L�Q�J���P�R�U�H���K�R�P�H���D�Q�G��
�Z�R�U�N���G�H�O�L�Y�H�U�L�H�V�����3�H�R�S�O�H���D�U�H���E�D�O�D�Q�F�L�Q�J���W�K�H�L�U��
�H�[�S�H�Q�V�H�V���V�R���W�K�H�\���F�D�Q���D�I�I�R�U�G���Q�H�Z���W�H�F�K�Q�R�O�R�J�\����
�H�[�S�H�U�L�H�Q�F�H���D���V�K�R�U�W���E�U�H�D�N���R�U���K�D�Y�H���W�K�H���R�G�G��
�L�Q�G�X�O�J�H�Q�F�H���R�U���O�X�[�X�U�\���D�V���D���U�H�Z�D�U�G���I�R�U���O�L�Y�L�Q�J�� 
a busy life.

�,�Q���R�X�U���H�[�S�H�U�L�H�Q�F�H�����E�U�D�Q�G�V���W�K�D�W���D�F�K�L�H�Y�H���K�L�J�K��
growth in the face of these new habits share 
�W�K�U�H�H���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�����7�R���H�[�S�O�R�U�H���W�K�H�V�H�����O�H�W�·�V��
start with two hard facts about consumer 
�E�H�K�D�Y�L�R�X�U����

JHC&#Hget picked
up
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THREE WAYS TO GET 
PICKED UP
�Q  Be distinctive from th e   
   category competition to  
   get top of mind 

�Q  Build a range o f dist inctive  
   visual and sensory equities

�Q  Use thes e visua l equities    
   to speak to consumers  
  emotional needs at the  
   point of decision  

�7�K�H���À�U�V�W���F�K�D�U�D�F�W�H�U�L�V�W�L�F���R�I���K�L�J�K���J�U�R�Z�W�K���E�U�D�Q�G�V��
is their focus on being top of mind in the 
�S�X�U�F�K�D�V�H���V�L�W�X�D�W�L�R�Q�����7�K�L�V���L�V�Q�·�W���M�X�V�W���D�E�R�X�W��
standing out Ð any brand with a decent design 
�F�D�Q���Á�L�U�W���²���L�W�·�V���D�E�R�X�W���K�D�Y�L�Q�J���H�Q�R�X�J�K���V�W�U�R�Q�J��
associations and memory structures to be 
�W�R�S���R�I���P�L�Q�G�����%�H�L�Q�J���W�R�S���R�I���P�L�Q�G���F�R�P�H�V���I�U�R�P��
�V�S�H�D�N�L�Q�J���W�R���S�H�R�S�O�H�·�V���H�P�R�W�L�R�Q�D�O���Q�H�H�G�V�����D�Q�G��
�E�H�L�Q�J���P�H�D�Q�L�Q�J�I�X�O���D�Q�G���G�L�V�W�L�Q�F�W�L�Y�H���I�U�R�P���W�K�H��
�U�H�V�W���R�I���W�K�H���F�D�W�H�J�R�U�\�����,�I���\�R�X���P�H�H�W���W�K�H���V�D�P�H��
emotional needs in the same way as the rest 
�R�I���W�K�H���F�D�W�H�J�R�U�\�����\�R�X���Z�R�Q�·�W���E�H���W�R�S���R�I���P�L�Q�G�� 
�D�Q�G���\�R�X���Z�R�Q�·�W���E�H���G�L�V�W�L�Q�F�W�L�Y�H��

�%�H�H�U���L�V���D���F�D�W�H�J�R�U�\���Z�K�H�U�H���W�K�H�U�H�·�V���Y�H�U�\���O�L�W�W�O�H��
to distinguish between brands Ð all lagers 
are sociable, and all ales are reassuring. 
�&�R�Q�V�H�T�X�H�Q�W�O�\���W�K�H�U�H���L�V���Y�H�U�\���O�L�W�W�O�H���W�R���F�K�R�R�V�H��
�E�H�W�Z�H�H�Q���P�R�V�W���E�U�D�Q�G�V�����%�U�H�Z���'�R�J���K�R�Z�H�Y�H�U����
�R�Z�Q�V���D�Q���H�P�R�W�L�Y�H���¶�S�X�Q�N�·���D�W�W�L�W�X�G�H���W�K�D�W���V�W�D�Q�G�V��
�R�X�W���D�Q�G���P�H�D�Q�V���V�R�P�H�W�K�L�Q�J���G�L�V�W�L�Q�F�W�L�Y�H�����,�W���L�V����
�X�Q�V�X�U�S�U�L�V�L�Q�J�O�\�����W�K�H���8�.�·�V���I�D�V�W�H�V�W���J�U�R�Z�L�Q�J��
�D�O�W�H�U�Q�D�W�L�Y�H���E�H�H�U���E�U�D�Q�G��

�,�Q���W�K�H���Z�R�U�O�G���R�I���E�D�Q�N�L�Q�J���/�O�R�\�G�V���%�D�Q�N���U�H�F�R�J�Q�L�V�H�V��
that you are on a journey through life and 
�Z�L�O�O���E�H���Z�L�W�K���\�R�X���Z�K�H�U�H�Y�H�U���\�R�X���D�U�H���R�Q���W�K�D�W��
�M�R�X�U�Q�H�\���I�U�R�P���F�U�D�G�O�H���W�R���J�U�D�Y�H�����,�W���X�Q�G�H�U�V�W�D�Q�G�V��
�\�R�X�U���H�P�R�W�L�R�Q�D�O���D�Q�G���À�Q�D�Q�F�L�D�O���Q�H�H�G�V���D�Q�G��
�S�U�R�P�L�V�H�V���W�R���V�X�S�S�R�U�W���\�R�X���D�W���V�L�J�Q�L�À�F�D�Q�W���O�L�I�H��
changing moments. 

The second characteristic of successful brands 
�L�V���W�K�D�W���W�K�H�\���R�Z�Q���D���Z�K�R�O�H���U�D�Q�J�H���R�I���G�L�V�W�L�Q�F�W�L�Y�H��
�Y�L�V�X�D�O���H�T�X�L�W�L�H�V�����7�K�H�L�U���E�U�D�Q�G���L�G�H�Q�W�L�W�\���L�V���P�X�F�K��
more than just a logo and product depiction. 
�7�K�H�\���R�Z�Q���D���V�X�L�W�H���R�I���H�T�X�L�W�L�H�V���W�K�D�W���F�U�H�D�W�H��
�P�H�Q�W�D�O���D�V�V�R�F�L�D�W�L�R�Q�V�����-�R�K�Q�Q�L�H���:�D�O�N�H�U���L�V���H�D�V�\��
�W�R���L�P�D�J�L�Q�H���G�X�H���W�R���L�W�V���G�L�V�W�L�Q�F�W�L�Y�H���V�T�X�D�U�H���E�R�W�W�O�H����
slanted label that breaks the sightline, and 
walking man symbol representing personal 
progress that is central to all communications.

�/�L�N�H�Z�L�V�H�����%�H�U�U�\���%�U�R�V�·���1�R�������6�W�����-�D�P�H�V���J�L�Q��
�L�V���G�L�V�W�L�Q�F�W�L�Y�H���E�H�F�D�X�V�H���L�W���K�D�V���D���U�H�D�O���N�H�\���V�H�W��
�L�Q�W�R���W�K�H���E�R�W�W�O�H�·�V���I�U�R�Q�W���I�D�F�H���W�K�D�W���L�V���R�X�W�V�L�G�H���W�K�H��
�F�D�W�H�J�R�U�\�·�V���Y�L�V�X�D�O���Q�R�U�P�V�����D�Q�G���V�S�H�D�N�V���W�R���W�K�H��
�Q�H�H�G���I�R�U���D�X�W�K�H�Q�W�L�F�L�W�\�����7�K�L�V���G�L�V�W�L�Q�F�W�L�Y�H�Q�H�V�V��
�K�D�V���G�U�L�Y�H�Q���V�W�U�R�Q�J���L�Q�W�H�U�Q�D�W�L�R�Q�D�O���J�U�R�Z�W�K���L�Q���W�H�Q��
�P�D�U�N�H�W�V�����W�K�H���À�U�V�W���\�H�D�U�·�V���V�D�O�H�V���E�H�D�W���W�D�U�J�H�W�V���E�\��

���������D�Q�G���L�Q���:�D�L�W�U�R�V�H���L�W���F�R�P�P�D�Q�G�V���D 
���������S�U�H�P�L�X�P��

�7�K�H���P�R�U�H���G�L�V�W�L�Q�F�W�L�Y�H���Y�L�V�X�D�O���H�T�X�L�W�L�H�V���D���E�U�D�Q�G��
has, the more chance it has of being called to 
�P�L�Q�G�����*�H�W�W�L�Q�J���L�Q�W�R���F�R�Q�V�X�P�H�U�V�·���F�R�Q�V�L�G�H�U�D�W�L�R�Q��
sets comes down to the number of mental 
�D�V�V�R�F�L�D�W�L�R�Q�V���D�Q�G���P�H�P�R�U�L�H�V���W�K�H�\���K�D�Y�H���D�E�R�X�W��
the brand.  
 
�,�Q���W�K�L�V���D�U�H�D���)�0�&�*���E�U�D�Q�G�V���F�D�Q���O�H�D�U�Q���I�U�R�P��
�0�F�'�R�Q�D�O�G�·�V�����Z�K�L�F�K���K�D�V���D���U�D�Q�J�H���R�I���G�L�V�W�L�Q�F�W�L�Y�H��
�H�T�X�L�W�L�H�V���E�H�\�R�Q�G���L�W�V���J�R�O�G�H�Q���D�U�F�K���O�R�J�R���� 
�(�Y�H�Q���L�W�V���S�U�R�G�X�F�W�V���D�U�H���V�R���G�L�V�W�L�Q�F�W�L�Y�H���W�K�D�W���L�W���L�V�� 
�U�X�Q�Q�L�Q�J���X�Q�E�U�D�Q�G�H�G���D�G�V���W�K�D�W���D�U�H���M�X�V�W���F�O�R�V�H���X�S��
food images. 

�6�L�P�L�O�D�U�O�\���$�X�G�L���K�D�V���D���Y�H�U�\���G�L�V�W�L�Q�F�W�L�Y�H���Y�L�V�X�D�O��
language and brand world that depicts  
German engineering at its best. Clean lines 
�D�Q�G���D���G�U�L�Y�L�Q�J���H�[�S�H�U�L�H�Q�F�H���W�K�D�W���L�V���F�R�Q�V�L�V�W�H�Q�W�O�\��
�I�H�O�W���D�W���H�Y�H�U�\���W�R�X�F�K���S�R�L�Q�W����

The third characteristic of high growth brands 
is that they build emotional meaning into these 
�G�L�V�W�L�Q�F�W�L�Y�H���H�T�X�L�W�L�H�V�����6�R�F�L�D�O���S�V�\�F�K�R�O�R�J�\���V�K�R�Z�V��
�W�K�D�W���D�O�O���R�X�U���D�F�W�L�R�Q�V���D�Q�G���G�H�F�L�V�L�R�Q�V���D�U�H���G�U�L�Y�H�Q��
by doing things that either makes us feel good 
or less bad. People buy brands because they 
�Z�D�Q�W���W�K�H���E�U�D�Q�G���W�R���J�L�Y�H���W�K�H�P���S�O�H�D�V�X�U�H�����R�U���D�Y�R�L�G��
pain) at some point in the future. Promising to 
�P�D�N�H���S�H�R�S�O�H���I�H�H�O���J�R�R�G���E�X�L�O�G�V���H�P�R�W�L�R�Q�D�O���H�T�X�L�W�\��

�(�X�U�R�V�W�D�U���I�R�U���H�[�D�P�S�O�H���L�V���D�E�R�X�W���V�H�O�O�L�Q�J���W�K�H��
dream at the end of the journey and not about 
�W�U�D�Y�H�O�����,�W�·�V���D���F�R�P�S�O�H�W�H���H�[�S�H�U�L�H�Q�F�H���I�U�R�P���G�R�R�U���W�R��
�G�H�V�W�L�Q�D�W�L�R�Q���D�Q�G���D�O�O���L�W�V���Y�L�V�X�D�O���F�R�P�P�X�Q�L�F�D�W�L�R�Q��
�G�H�O�L�Y�H�U�V���D�O�O���W�K�H���I�H�H�O�L�Q�J�V���D�Q�G���P�D�J�L�F���R�I���S�U�R�M�H�F�W�L�Q�J��
you where you want to be.

�$�V���W�K�H���Z�R�U�O�G�·�V���P�R�V�W���S�R�S�X�O�D�U���P�X�V�L�F���D�Q�G��
�H�Q�W�H�U�W�D�L�Q�P�H�Q�W���Y�H�Q�X�H���7�K�H���2�����D�F�W�V���D�V���D�Q���L�F�R�Q��
and halo for the mobile phone brand which 
�D�L�P�V���W�R���F�R�Q�V�L�V�W�H�Q�W�O�\���H�[�F�L�W�H�����W�K�U�L�O�O���D�Q�G���Z�R�Z��
customers with unforgettable connections  
�D�Q�G���H�[�S�H�U�L�H�Q�F�H�V��

�2�Q���D���P�R�U�H���V�X�E�W�O�H���O�H�Y�H�O���H�Y�R�O�Y�L�Q�J���W�K�H���Y�L�V�X�D�O��
�H�T�X�L�W�\���R�I���6�S�H�F�L�D�O���.���W�R���J�L�Y�H���L�W���P�R�U�H���H�P�R�W�L�R�Q�D�O��
meaning, the addition of a small shadow 

�P�D�N�H�V���W�K�H���.���V�W�D�Q�G���X�S���D�Q�G���O�H�D�Q���I�R�U�Z�D�U�G�� 
�F�X�H�L�Q�J���F�R�Q�À�G�H�Q�F�H���²���D���N�H�\���H�P�R�W�L�R�Q�D�O 
�E�H�Q�H�À�W���Z�K�H�Q���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���Z�R�P�H�Q���D�Q�G 
weight management.

�6�R���L�Q���V�X�P�P�D�U�\���Q�H�[�W���W�L�P�H���\�R�X�·�U�H���R�Q���W�K�H���S�L�F�N�� 
up, think about how the brands you choose 
come to mind Ð do you look for a logo?  
�2�U���L�V���L�W���D���F�R�P�E�L�Q�D�W�L�R�Q���R�I���H�T�X�L�W�L�H�V���L�Q���\�R�X�U���P�L�Q�G�·�V��
eye Ð a colour combination, an image, or a 
�G�L�V�W�L�Q�F�W�L�Y�H���V�W�U�X�F�W�X�U�H�"���$���J�O�R�E�D�O���F�R�Q�V�X�P�H�U���V�W�X�G�\��
found logos are of only minor importance in 
standout and salience Ð people use many 
�F�R�G�H�V���W�R���À�Q�G���E�U�D�Q�G�V����

Putting these together to create a world full of 
emotional meaning puts a brand top of mind 
and gets it picked up Ð this is the true skill of 
�W�K�H���V�X�F�F�H�V�V�I�X�O���E�U�D�Q�G���E�X�L�O�G�L�Q�J���H�[�S�H�U�W����

For more information on how to create 
differentiating brands call  Mark Rae  
on  07808 474478 or email him at  
mr@brandhouse.co.uk  

CCCBJ!%O!TKZ[Z%BFHB"X&&&&��
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If you work with one of those companies that still has an 
�H�F�R�P�P�H�U�F�H���W�H�D�P���W�K�D�W�·�V���G�L�V�F�R�Q�Q�H�F�W�H�G���I�U�R�P���W�K�H���P�D�U�N�H�W�L�Q�J���W�H�D�P��
and a customer service team that reports to the distribution 
director, then you are probably going to be overtaken by a 
�S�X�U�H���S�O�D�\���¶�F�O�L�F�N�V���R�Q�O�\�·���U�H�W�D�L�O�H�U���V�R�P�H�W�L�P�H���V�R�R�Q��

connected                   

they start with the consumer want and then 
�V�H�H�N���W�R���I�X�O�À�O���W�K�H���Q�H�H�G���D�W���H�Y�H�U�\���W�R�X�F�K���S�R�L�Q�W����
�$�Q�G�����E�\���E�H�L�Q�J���F�R�Q�Q�H�F�W�H�G�����W�K�H�\���X�Q�G�H�U�V�W�D�Q�G�� 
that the product image at the point of 
ecommerce sale needs to be as great and 
compelling as the product image in the 
TV commercial or on the 48 sheet poster.  
They also understand that when they  
highlight product attributes consumers  
need to be able to see them, and almost  
�I�H�H�O���W�K�H�P�����I�R�U���W�K�H�P�V�H�O�Y�H�V��

�2�Q�O�\���D���I�H�Z���G�D�\�V���D�J�R�����%�%�&���U�H�S�R�U�W�H�U���(�Y�D�Q��
�'�D�Y�L�H�V���L�Q�W�H�U�Y�L�H�Z�L�Q�J���K�L�V���J�X�H�V�W�V���I�R�U���5�D�G�L�R��
���·�V���¶�7�K�H���%�R�W�W�R�P���/�L�Q�H�·���H�[�S�O�R�U�H�G���W�K�H���F�R�Q�F�H�S�W��
�R�I���R�Q�O�L�Q�H���Á�D�V�K���V�D�O�H�V�����<�H�V�����Z�H���D�F�F�H�S�W���W�K�H�\��
are a small (but rapidly growing) part of the 
�H�F�R�P�P�H�U�F�H���O�D�Q�G�V�F�D�S�H�����%�X�W���W�K�H�V�H���D�U�H���U�H�W�D�L�O�H�U�V��
�W�K�D�W���K�D�Y�H���D���O�L�P�L�W�H�G���W�L�P�H���Z�L�Q�G�R�Z�����D���O�L�P�L�W�H�G��
product range within that window, and the 

�&�R�Q�V�X�P�H�U�V���R�I���\�R�X�U���S�U�R�G�X�F�W���O�L�Y�H���L�Q���D���F�R�Q�Q�H�F�W�H�G��
world. They want to access information about 
�\�R�X�����À�Q�G���W�K�H���S�U�R�G�X�F�W�V���W�K�H�\���Z�D�Q�W���W�R���E�X�\���I�U�R�P��
you and, frankly, to be able to complain to 
�\�R�X�����L�Q���W�K�H�L�U���W�L�P�H���D�Q�G���L�Q���W�K�H�L�U���Z�D�\�����,�I���\�R�X���G�R�Q�·�W��
�O�H�W���W�K�H�P�����L�Q�G�H�H�G���K�H�O�S���W�K�H�P�����W�K�H�\�·�O�O���H�L�W�K�H�U��
�À�Q�G���D���Z�D�\���R�I���G�R�L�Q�J���L�W���D�W���\�R�X�U���F�R�V�W�����R�U���W�K�H�\�·�O�O��
go elsewhere to do their research and their 
�V�K�R�S�S�L�Q�J�����(�L�W�K�H�U���Z�D�\���L�W���Z�L�O�O���E�H���\�R�X�U���O�R�V�V�� 
 
�&�R�Q�Q�H�F�W�H�G���&�R�Q�W�H�Q�W���L�V���W�K�H���R�Q�O�\���Y�D�O�X�D�E�O�H��
�F�R�Q�W�H�Q�W�����&�R�Q�W�H�Q�W���W�K�D�W���H�[�L�V�W�V���L�Q���V�L�O�R�V���L�V���R�I��
�Q�R���U�H�O�H�Y�D�Q�F�H���D�W���D�O�O���W�R���W�K�H���F�R�Q�V�X�P�H�U�����:�K�L�O�H��
�S�R�V�V�L�E�O�\���U�H�O�H�Y�D�Q�W���W�R���K�R�Z���V�R�P�H���P�L�J�K�W���Z�D�Q�W 
to manage a company and its people, silos 
are the enemy of great content and they kill 
�W�K�H���D�E�L�O�L�W�\���W�R���F�U�H�D�W�H���O�R�Q�J���W�H�U�P���F�R�Q�Y�H�U�V�D�W�L�R�Q�V��
with consumers.

�:�K�H�Q���6�D�U�D�K���:�D�U�E�\�����0�D�U�N�H�W�L�Q�J���'�L�U�H�F�W�R�U���R�I��
�6�D�L�Q�V�E�X�U�\�
�V���V�D�L�G���L�Q���D���W�U�D�G�H���S�U�H�V�V���L�Q�W�H�U�Y�L�H�Z���O�D�V�W��
�\�H�D�U�����´�«���L�I���\�R�X���D�U�H���Q�R�W���I�H�H�O�L�Q�J���D�Q�G���D�F�W�L�Q�J���O�L�N�H��
�D���S�X�E�O�L�V�K�H�U�����\�R�X���D�U�H���P�L�V�V�L�Q�J���D���P�D�V�V�L�Y�H���W�U�L�F�N�«�µ��
some scoffed. The wise nodded.

�%�X�W���M�R�L�Q�L�Q�J���X�S���W�K�H���P�D�U�N�H�W�L�Q�J���W�H�D�P���L�V���O�H�V�V��
�W�K�D�Q���K�D�O�I���W�K�H���E�D�W�W�O�H�����*�H�W�W�L�Q�J���W�K�H���+�H�D�G�V���R�I���3�5����
�0�H�G�L�D�����(�[�S�H�U�L�H�Q�W�L�D�O�����3�2�6�����%�U�D�Q�G���D�Q�G���%�O�R�J�J�L�Q�J��
�W�R�J�H�W�K�H�U�����W�R���V�S�H�D�N���Z�L�W�K���R�Q�H���Y�R�L�F�H�����L�V���D���J�R�R�G��
�À�U�V�W���V�W�H�S�����%�X�W���L�W�·�V���Q�R�W���D�O�O���W�K�H���V�W�H�S�V��

�7�+�(���P�R�V�W���H�Q�O�L�J�K�W�H�Q�H�G���R�I���U�H�W�D�L�O�H�U�V�����P�D�Q�\��
�R�I���Z�K�L�F�K���D�U�H���¶�F�O�L�F�N�V���R�Q�O�\�·�����K�D�Y�H���P�R�Y�H�G���W�R��
a Connected Content model. This means  

      If you are not  
feeling and acting like  
a publisher, you are  
missing a massive  
trickÉ

Sarah Warby, Marketing Director  
of Sainsbury's 
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content

absolute need to make sure consumer  
�L�Q�W�H�U�H�V�W���D�Q�G���D�F�W�L�R�Q���L�V���P�D�L�Q�W�D�L�Q�H�G�����$�Q�G���W�K�H�\��
need to keep customers keep coming back.
 
�+�H�U�H�·�V���Z�K�D�W���,�O�D�Q���%�H�Q�K�D�L�P���R�I���9�H�Q�W�H���3�U�L�Y�H�H���V�D�L�G����
�´�2�Q�O�L�Q�H�����S�H�R�S�O�H���D�U�H���Q�R�W���E�X�\�L�Q�J���\�R�X�U���S�U�R�G�X�F�W����
People are buying a photograph, not your 
�S�U�R�G�X�F�W�µ�����+�L�V���I�H�O�O�R�Z���J�X�H�V�W�����-�D�P�L�H���-�D�F�N�V�R�Q���R�I��
�0�\�6�D�O�H�����H�[�W�H�Q�G�H�G���W�K�H���W�K�R�X�J�K�W�����´�:�H�·�Y�H���W�H�V�W�H�G��
the same product in different places on our 
web site, and at different price points, and 
the one that sells, regardless of the price, 
�L�V���W�K�H���U�H�D�O�O�\���F�U�H�D�W�L�Y�H���S�U�R�G�X�F�W���S�K�R�W�R�J�U�D�S�K�µ��

�7�K�H�U�H�·�V���E�H�H�Q���P�X�F�K���W�D�O�N���D�E�R�X�W���W�K�H�� 
�F�X�V�W�R�P�H�U���M�R�X�U�Q�H�\���²���L�Q���V�W�R�U�H���D�Q�G���R�Q�O�L�Q�H���²�� 
but understanding how the consumer 
buys, and laying the appropriate trail for  

him or her to follow, is just half the battle. 
To win the war, the product, marketing, 
�F�X�V�W�R�P�H�U���V�H�U�Y�L�F�H���D�Q�G���G�R�W�F�R�P���W�H�D�P�V���K�D�Y�H 
�W�R���M�R�L�Q���L�Q���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���S�U�H�F�L�V�H�O�\���:�+�<���W�K�H 
customer buys.

�&�R�Q�Q�H�F�W�H�G���&�R�Q�W�H�Q�W���I�D�F�L�O�L�W�D�W�H�V���W�K�L�V�����,�W���R�I�I�H�U�V��
�W�K�H���F�R�Q�V�X�P�H�U���W�K�H���F�K�D�Q�F�H���W�R���Y�L�H�Z���W�K�H���S�U�R�G�X�F�W��
�D�V���D���V�W�L�O�O���R�U���D���������ƒ���U�R�W�D�W�L�R�Q�����,�W���S�U�H�V�H�Q�W�V���W�K�H��
�F�R�Q�V�X�P�H�U���Z�L�W�K���D���Y�L�G�H�R���V�K�R�Z�L�Q�J���W�K�H�P���¶�+�R�Z��
�W�R�·�����V�X�S�S�R�U�W�H�G���E�\���F�R�P�S�H�O�O�L�Q�J���F�R�S�\���G�H�V�F�U�L�E�L�Q�J��
�I�H�D�W�X�U�H�V���D�Q�G���E�H�Q�H�À�W�V�����,�W���D�O�O�R�Z�V���W�K�H���F�R�Q�V�X�P�H�U��
to share their purchase or, critically, their 
�S�R�W�H�Q�W�L�D�O���S�X�U�F�K�D�V�H���D�Q�G���W�R���V�H�H�N���W�K�H���D�S�S�U�R�Y�D�O��
�R�I���W�K�H�L�U���S�H�H�U���J�U�R�X�S�����,�W���V�K�R�Z�V���W�K�H���F�R�Q�V�X�P�H�U��
product in connected areas Ð blogs, tweets 
and other shares Ð so that he or she 
understands who else is buying the product, 
�Z�K�\���W�K�H�\���O�L�N�H���L�W�����Z�K�H�U�H�·�V���W�K�H���E�H�V�W���S�O�D�F�H���W�R��
�S�X�U�F�K�D�V�H���L�W���D�Q�G�����Y�H�U�\���R�I�W�H�Q�����Z�K�D�W���L�W���Z�R�X�O�G��
look like in their home. The winners are those 
�Z�K�R���K�H�O�S���W�K�H���F�R�Q�V�X�P�H�U���D�W���H�Y�H�U�\���V�W�D�J�H���D�Q�G��
�Z�K�R���V�H�H�N���W�R���D�S�S�H�D�U���L�Q���W�K�H���F�R�Q�V�X�P�H�U�·�V���R�Q�O�L�Q�H��
�G�U�H�D�P�V�����D�V���P�X�F�K���D�V���L�Q���W�K�H�L�U���H�Y�H�U�\�G�D�\���O�L�I�H��

�-�X�V�W���O�L�N�H���W�K�H���J�X�H�V�W�V���R�Q���5�D�G�L�R���������Z�H�·�Y�H���G�R�Q�H��
�R�X�U���K�R�P�H�Z�R�U�N���D�Q�G���Z�H���F�D�Q���S�U�R�Y�H���W�K�D�W���P�R�U�H��
powerful content will lift sales by double digit 
�S�H�U�F�H�Q�W�D�J�H���S�R�L�Q�W�V�����:�H���F�D�Q���D�O�V�R���V�K�R�Z���W�K�D�W��
content created for £100 can, for less than 
���������P�R�U�H���F�R�V�W�����H�I�I�H�F�W�L�Y�H�O�\���F�R�Y�H�U���P�X�O�W�L�S�O�H��
applications which, in all probability, are being 
funded by different areas of your business  
at much higher cost.

�&�R�Q�Q�H�F�W�H�G���&�R�Q�W�H�Q�W���L�V���F�O�H�Y�H�U���F�R�Q�W�H�Q�W�����,�Q���L�W�V��
�F�U�H�D�W�L�R�Q���Z�H���D�V�N���W�K�H���V�D�P�H���T�X�H�V�W�L�R�Q�V���W�K�D�W���D�Q�\��
�V�H�O�I���U�H�V�S�H�F�W�L�Q�J���D�G�Y�H�U�W�L�V�L�Q�J���S�O�D�Q�Q�H�U���Z�R�X�O�G����
�$�Q�G���Z�H���F�R�X�S�O�H���W�K�R�V�H���T�X�H�V�W�L�R�Q�V���Z�L�W�K���W�K�H��
�L�Q�T�X�L�V�L�W�L�Y�H�Q�H�V�V���R�I���D���M�R�X�U�Q�D�O�L�V�W���D�Q�G���W�K�H���S�H�V�W�H�U��
�S�R�Z�H�U���R�I���D���\�R�X�Q�J���F�K�L�O�G���Z�L�W�K���D�Q���H�Q�T�X�L�U�L�Q�J���P�L�Q�G����
This takes us to a place where we can see, 
�D�W���W�K�H���V�W�D�U�W�����H�Y�H�U�\���S�R�V�V�L�E�L�O�L�W�\���I�R�U���G�H�S�O�R�\�L�Q�J 
Connected Content and for making a 
communications budget work much harder.
   
�$�V���Z�H�O�O���D�V���J�U�R�Z�L�Q�J���V�D�O�H�V�����W�D�N�L�Q�J���D���&�R�Q�Q�H�F�W�H�G��
�D�S�S�U�R�D�F�K���P�H�D�Q�V���W�K�D�W���\�R�X���F�D�Q�����W�\�S�L�F�D�O�O�\�����D�F�K�L�H�Y�H��
�V�D�Y�L�Q�J�V���R�I���E�H�W�Z�H�H�Q�����������D�Q�G�����������R�Q���F�R�Q�W�H�Q�W��
�F�U�H�D�W�L�R�Q���E�X�G�J�H�W�V�����$�Q�G���V�D�Y�L�Q�J�V���S�U�R�Y�L�G�H���W�K�H��
�D�E�L�O�L�W�\���W�R���F�U�H�D�W�H���P�R�U�H���F�R�Q�W�H�Q�W���D�Q�G���L�Q�Á�X�H�Q�F�H���W�K�H��
consumer in many more ways. Something of a 
�Y�L�U�W�X�R�X�V���F�L�U�F�O�H��

�,�I���\�R�X�·�G���O�L�N�H���W�R���N�Q�R�Z���P�R�U�H���D�E�R�X�W���D���&�R�Q�Q�H�F�W�H�G��
approach to Content creation, production and 
�G�H�S�O�R�\�P�H�Q�W�����D�V���G�H�O�L�Y�H�U�H�G���E�\���D���Y�H�U�\���&�R�Q�Q�H�F�W�H�G��
�&�R�P�S�D�Q�\�����G�R���F�D�O�O���D�Q�G���Z�H�·�O�O���G�R���R�X�U���E�H�V�W���W�R��
demonstrate how you can sell more and more, 
�Z�K�L�O�H���V�D�Y�L�Q�J���D���V�X�U�S�U�L�V�L�Q�J���D�P�R�X�Q�W���D�O�R�Q�J���W�K�H���Z�D�\����

�7�R���À�Q�G���R�X�W���P�R�U�H���F�D�O�O Simon Peers  
on 07775 432 450 or email him at  
simon.peers@hangarseven.co.uk

      WeÕve tested the 
same product in different 
places on our web site, and 
at different price points, 
and the one that sells, 
regardless of the price, 
is the really creative 
product photograph
Jamie Jackson,  
MySale
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Z@2,&/=&,5,2&5=&-.202&7AA4<&-5&<519&:7/4<&?59,/,>&
�T�D�S�B�N�C�M�F����U�I�F���D�I�B�O�D�F�T���B�S�F���U�I�B�U���X�J�U�I�J�O���U�I�F���m�S�T�U��&
.74=&7,&.519&5=&5A2,/,>&<519&2<20&<51&3292&
85?879:2:&8<&05?2&6/,:&5=&;5,-2,-&^&82&/-&359:0G&
A/;-1920&59&@/:25&^&A29017:/,>&<51&-5&2,>7>2&&
3/-.&5,2&897,:&5@29&7,5-.29B&
&
K5&.53&:5&<51&2,0192&-.7-&<519&897,:&0-7,:0&51-&
/,&7&3594:&3.292&2@29<5,2&/0&0.51-/,>&-5&>2-&-.2/9&
@5/;2&.279:`&H,2&359:a&@/:25B&

AND HERE ARE THE REASONS:
�Q  KZHa&I97,:0&10/,>&@/:25&792&bc&-/?20&?592&&&
&&&&&4/624<&-5&>2-&7&A7>2&5,2&4/0-/,>&5,&O55>42)

�Q  R3244&-/?20a&H,&7@297>2G&;5,01?290&3/44&&&
&&&&&&0A2,:&-35&?/,1-20&45,>29&5,&<519&0/-2G&&
&&&&&&/=&/-&.70&@/:25' &

�Q  F5,@290/5,&97-20a&H,;2&A25A42&792&5,&<519&&&
&&&&&&&0/-2G&dce&5=&-.2?&792&?592&4/624<&-5&?762&7&&&&
&&&&&&A19;.702&5,4/,2&7=-29&37-;./,>&7&@/:25c

I279/,>&/,&?/,:&744&-./0G&/-D0&A29.7A0&,5&019A9/02&
-.2,&-.7-&@/:25&/0&7&3.5AA/,>&0/Q&-/?20&?592&
2==2;-/@2&-.7,&85-.&A9/,-&7,:&5,4/,2B&F5?8/,2&&
-.2&47--29&-35&3/-.&@/:25&f7,:&7&;5.292,-&;5,-2,-&
0-97-2><gG&7,:&<51D@2&>5-&-.2&92;/A2&=59&7,&
2Q-92?24<&2==2;-/@2&;7?A7/>,&-.7-&3/44&2,0192&&
<51&0-7,:&51-&=95?&-.2&;953:B&

%5,2&5=&-./0&/0&,230B&%5-&3.2,&<51&;5,0/:29&&
-.7-&c)e&5=&897,:0&/,-2,:&-5&A144&=1,:0&=95?&#[&
7:@29-/0/,>&-./0&<279G&/,&59:29&-5&7445;7-2&/-&-5&&
@/:25&7:@29-/0/,>&^&1A&=95?&)he&P10-&7&<279&7>5*B&
�5�I�B�U���m�H�V�S�F���J�T���P�O�M�Z���H�P�J�O�H���U�P���J�O�D�S�F�B�T�F��

How video will help you 
create brand differentiation
�:�K�D�W���Z�D�V���W�K�H���À�U�V�W���W�K�L�Q�J���\�R�X���G�L�G���W�K�L�V���P�R�U�Q�L�Q�J�"���/�L�V�W�H�Q���W�R��
the radio for a few minutes before clambering out of bed? 
Checked Facebook on your phone before trudging to the 
shower? Or perhaps you waited till you got downstairs to 
turn the TV on and check the news? 

1Forrester Research  2ComScore    
3ReelSEO  4ReelSEO  

Still from Tesco Finest Sea Salt Video
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How video will help you 
create brand differentiation

Matt Carroll  
!"#$%&'($)*#+$,''
-#)$+&.)

F744&07703 573 710 

Z?7/4&matt@mediaark.co.uk

Julian Hanton  
-#)$+&.)'./' '
0).12+&#.%

F744&07871 394 592  

Z?7/4&julian@mediaark.co.uk  

�:�K�H�W�K�H�U���\�R�X�·�U�H���O�R�R�N�L�Q�J���W�R���E�X�L�O�G��
brand preference, drive sales or 
anything in between, give us a 
shout - and let us help you tell 
your story.

Video will help your  
brand stand out in a 
cluttered market

TELLING YOUR BRAND STORY
K5&/=&-.292D0&,5&:518-&-.7-&-.2&62<&S120-/5,&/0&&
3.7-&6/,:&5=&@/:25`&&

C./42&2@29<&897,:&>179:/7,&37,-0&7&@/:25&-.7-&
L>520&@/974DG&/,&9274/-<&-.2&62<&/,>92:/2,-0&=59&
�N�B�L�J�O�H���B���m�M�N���T�I�B�S�F�B�C�M�F���J�O���U�I�B�U���X�B�Z���o���O�B�N�F�M�Z��
;5,-95@290<G&02QG&2?8799700?2,-&59&744&-.2&785@2&
^&792&5=-2,&51-&5=&4/,2&3/-.&<519&897,:&@74120B&&
%5-&5,4<&-.7-G&81-&?50-&L@/9740D&f70&32&6,53&-.2?g&
.7@2&7&0180-7,-/74&?2:/7&0A2,:&82./,:&-.2?&B&B&B

#.292&792G&.532@29G&5-.29&f;50-V2==2;-/@2g&37<0&-5&
2,>7>2&<519&71:/2,;2a&8<&-244/,>&-.2?&7&0-59<&
-.7-D0&1,/S12G&9242@7,-&7,:&?27,/,>=14&-5&-.2/9&
4/@20B&+,&0.59-G&7&@/:25&-.7-&;927-20&7,&2?5-/5,74&
920A5,02&^&7&>1-&927;-/5,&3/-.&<519&71:/2,;2B

C2&;744&-./0&7AA957;.&[/0;2974&$7962-/,>iB&&
+-&924/20&5,&<51&1,:290-7,:/,>&3.7-&<519&&
71:/2,;2&37,-0&^&7,:&>/@/,>&-.2?&05?2-./,>&
?27,/,>=14&70&7&92014-B&H,;2&<51&;927-2&-./0&
2?5-/5,74&;5,,2;-/5,&3/-.&<519&;5,01?290G&-.2<D44&
;5?2&87;6&-5&<51&-/?2&7=-29&-/?2&^&3/-.51-&-.2&
,22:&=59&-.2&0.51-<&.79:V0244&-.7-&5-.29&897,:0&
/,0/0-&5,B&&

C/-.&519&1,/S12&842,:&5=&2:/-59/74&A2:/>922&7,:&
897,:&;5??1,/;7-/5,0&2QA29-/02G&32&.7@2&7,&
1,A92;2:2,-2:&1,:290-7,:/,>&5=&3.7-&?7620&
71:/2,;20&-/;6&^&7,:&.53&-5&/,0-7,-4<&/:2,-/=<&-.2&
0-59<&7851-&<519&897,:&-.7-&;5,01?290&3/44&37,-&
-5&.279B&+-D0&7,&7AA957;.&32D@2&102:&-5&>927-&
2==2;-&=59&;4/2,-0&/,;41:/,>&#20;5G&Z1950-79&70&
3244&70&?7,<&5-.290B&
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4    ISSUE 10 !"#"$%&'()*

Content creation for  
retail and consumer brands

For more information call 0845 6255 747 or visit hangarseven.co.uk�/�R�Q�G�R�Q���‡���3�R�U�W�X�J�D�O���‡���0�D�F�F�O�H�V�À�H�O�G���‡���/�H�H�G�V

Fashion is brand driven, 
dynamic and diverse and has 
demonstrated the importance 
of adopting a multi-channel 
strategy to drive growth. 

F5,-2,-&7,:&F10-5?29&Z,>7>2?2,-&4/20&7-&&
-.2&.279-&5=&?50-&897,:0j&?7962-/,>&0-97-2><&
=95?&N51/0&[1/--5,D0&;14-1974&.18G&&
%53,200B;5?&-5&$kKD0&:9/@2&-5&2:/-59/74/02&&
/-0&5,4/,2&5==29G&=70./5,&/0&7&0.53;702&=59&
897,:0&-./,6/,>&:/==292,-4<&7,:&;927-/,>&
/,,5@7-/@2&37<0&-5&;7A-192&-.2&/?7>/,7-/5,&&
5=&/-0&71:/2,;2B&C.292&=70./5,&427:0G&5-.29&
02;-590&;7,&=54453B&Z@2,&-.2&.1?842&&
A95:1;-&0.5-&.70&1,:29>5,2&7&?762V5@29&&
/,&-.2&=70./5,&3594:&70&897,:0&92;5>,/02&&
-.7-&A95:1;-0&,22:&-5&82&0.53,&/,&-.2&&
820-&4/>.-&7-&744&A5/,-0&5=&-.2&;10-5?29&&
P519,2<&/=&-.2<&792&-5&A95?A-&A19;.702B&

J7,>79&K2@2,G&5,2&5=&-.2&=70-20-&>953/,>&
;927-590&5=&92-7/4&;5,-2,-&/,&-.2&"XG&.7@2&&
822,&3596/,>&3/-.&05?2&5=&=70./5,D0&427:/,>&
897,:0&-5&:24/@29&/,,5@7-/@2&;5,-2,-&0541-/5,0&
-.7-&.7@2&;927-2:&-7,>/842&92-19,0&5,&
?7962-/,>&/,@20-?2,-B&I<&1,:290-7,:/,>&&
-.2&,22:0&5=&7&897,:D0&;10-5?29&7,:&&
7:5A-/,>&7&0-97-2><&-5&:24/@29&9242@7,-&&
7,:&2,>7>/,>&;5,-2,-&7;9500&744&;5,01?29&&
-51;.&A5/,-0G&J7,>79&K2@2,&/0&?592&-.7,&7842&

-5&:24/@29&0-/44&7,:&?5@/,>&/?7>29<&-.7-&
2==2;-/@24<&-19,0&4/620G&/,-5&37,-0B&

C/-.&5,2&5=&-.2&479>20-&:2:/;7-2:&=70./5,&
0-1:/50&/,&-.2&"X&7,:&/,V.5102&@/:25G&0-/440G&
92A95>97A./;0&7,:&A29.7A0&1,/S124<G&7&
:2:/;7-2:&0.55-&A95:1;-/5,&920519;2&/,&
U59-1>74&-5&;7-29&=59&-.502&744&/?A59-7,-&&
45;7-/5,&0.55-0&/,&-.2&01,G&J7,>79&K2@2,&&
3/44&:24/@29&=59&<519&897,:B&

Rebecca Devolle  
($%#.)'!"#$%&'03)&%$)

F744&07823 880392 
Z?7/4&&
rebecca.devolle@  
hangarseven.co.uk

Michael Keating  
4.2%1#%5'03)&%$)

F744&07775 427096 
Z?7/4& 
michael.keating@
hangarseven.co.uk  

�,�I���\�R�X�·�U�H���O�R�R�N�L�Q�J���I�R�U���D���V�W�X�G�L�R���Z�L�W�K�� 
a proven track record of generating  
sales and creating content that  
�J�H�W�V���F�R�Q�V�X�P�H�U�V�·���D�W�W�H�Q�W�L�R�Q�����W�K�H�Q 
why not get in touch or arrange a  
studio visit . . .

+%fashion,
image is  
      everything


