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Welcome: THE BRAND ISSUE

CASE STUDIES

Welcome to the tenth issue
of Runway.
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Asda gets ready for Christmas

Christmas is the busiest trading period in the
UHWDLO FDOHQGDU 7KLV \HD
JHW UHDG\ IRU WKH ELJ HYHQ

heir 2014 Christmas Gift Guide.

The 212 page Gift Guide is packed full of
great gifts and useful tips for all the family,

53&-.2&47-20-&-2;.,545><&/0&74453/,>&897, O& making choosing and buying the perfect
-5&828&7?592&7>/42&7,:&/, 5@7-/@2E&7,:&. 53&8<&present simple and easy. The Guide includes

:5,,2;-1,>&<519&F5,-2,-G&<51&;7,&/?AB@2&
-.2&92-19,&5,&<519&?7962-/,>&/,@20-72,-B&

H & J0&AT>2&<518&;7,8927:&7851-80572&
5=8519847-20-&3596G&/,:41:/,>&-.28&0-1,/,>&
IIK&LM7?5108=59&N/>.-/,>D&4556&8556G&7;:&
0228.53832&.24A2:810:7&-58A95:1;28-.2/9&
F.9/0-?70&0/=-8&01/:2&/,&P10-&-.922&75,-0B&
H,&A7>2080/Q&7,:&02@2,G&197,.5102D0& |
$796&C/;62,08-76208&7&A55687-&LI538-58>2-&
A/;62:81ADG&T&;5?A244/,>&7,74<0/0&5=8.538
897,:0&;7 &7;.12@2&./>.8&>953- &/,&- 28=T;2& |
5=8&:.7,>/,>&5,01729&A19;.70/,>&A7--29,0B& i
1,85, &AT>208-2,&7,:8242@2,GE$T--&F799544G&
R/92;-59&5=8J7,>79&K2@2,D0&A47-20-&7;S1/0/-/5,&
$2:/78196G&-7620& 7845568 7-8&.53&F5,-2,-& |
24A0&897,:08-5&:/==292 -/7-2&-.2?024@20&
=9578&- 2&;5?A2-/-15,&.951> &:/0-1,;-&
@/0174847,>17>2B&

K/,;2&-.2&470-&/0012&5=&T1,37<G&32D@2&
;927—2:&05?2&0—1,,/,>&/?7>29<&:59&C./O—420&
-58471,;.&-.2/9&%$2,03279&;5442;-/5,85,4/,2G&
7,:8&0572&35,:29=14&0.5-0&=59&119-5,&
$2,03279E&32D@28&A95:1;2:&519&02;5,:& i
0259>2&J5?2&;7-745>12E&;927-2:&7&029/20<:§
PG JOOPWBUJWF mMNT GPS
19/-7/,E&7,:8&A95:1;2:&-.2&F199<0&UF&C594: &
F.9/0-?70&0/=-&01/:2B&#./0&75,-.&0220&-.2&
471,,.85=&7,&/,5@7-/@2&7,:&2Q;/-/,>&5,4/,2
2,>7>272,-&/ /-/7-@2&=59&#.2&U927?/29&
N27>12G&37-;.&51-&=59&7592&:2-7/40&/,&-.2
20Q-8&/001285=8T1,37<B

'(*&.70&822,&7&027?/,74&<279&=59&J7,>79&
K2@2,B&!,&1,A92;2:2,-2:&*(&A25A42&.7@2&
P5/,2:&-.2&F923E&32D@2&324;572:&I55-0G &

RYHU

Rl WKH SURGXFWLRQ
SULQW UHDG\ AOHYV

+DQJDU 6HYHQ:-V 5HWDLO 0ODUT
chosen for the project following the success
of their work on the George Home Spring/

LQWHU KDWHDBRPSOWWHO\ VWHS FKDQJH

6XPPHU DQG $XWXPQ

ZKLFK KDYH KHOSHG UDLVH FBEVWRPWURHRIFWEW LIXKQGH
of the range and increased sales. Commenting

RQ WKH *LIW *XLGH +DQQDK

BHS - Famous for Lighting

$V SDUW RI %+6-V VWUDWHJ\

younger audience the retailer approached
DU 6HYHQ WR SURGXFH L

Bl Rr}é?n%{%rgal grac-ﬁc?ryto accompany the

fT)DPRXV IRU /LIKWLQJ-

VKRZFDVH IRU

affordable lighting range.

$V ZHOO DV EHLQJ DYDLODEO
brochure was inserted in selected print

QHZ SURGXFW VKRW\
DQG PDLQ LPDJHV 7KH +DQJD!
ZDV UHVSRQVLEOH IRU SURYL *
IURP FL

SURPF
:RUNLQJ ZLWK DZDUG ZLQQLQ.
Portland Mitchell, and shot on location at

The Master Shipwrights in London, the

result is a stunning and inspirational

%+6-V EHDXWL

7TKH\-Y
full offering together showcasing gifts,
G éorgeltHBReVE W faghib iD a beautiful

BSXEOLFDWLRQV ODQDJHU VDL®DWDmMWDYHE WK SXWV IRU UHF

7KH RIALQH JXLGH DQG WKH FRQW
for our online channels will be a major part
Rl RXU &KULVWPDV VDOHV GULYH

:RUNLQJ FORVHO\ ZLWK WKH $VGD
5HWDLO ODUNHWLQJ WHDP ZDV D
about how we could amplify the content so

that it could be used not only in the Gift

*XLGH EXW DOVR RQOLQH 2 D SHL
integrating content toreduce cost and create

a seamless customer journey.

WLWOHYV LQFOXGLQJ /LYLQJ (W

magazine and the Sunday supplements.

CRV*(G&K2?A29/-8#<920G&#5AA0&#/420G&IIKG&

C./0-420G&W79:2,&F5,01?29&K541-/5,0&7,:&
I>7&T7,>2770-29&70&,23&;4/2,-0B&J7,>79&
K2@2,&U59-1>74&.70&.7:&78&92;59:&<279&
:927-/,>80-1,,/,>&1?7>29<8&=598&0572&5=&
-.2&"XD0&?50-&=77510&92-7/4290B&
197,:.5102&.7@2&7::2:&-5&-.2/9&-744<&5=&
7379:0&8<&3/,,/,>&054:&7-&-.2&A920-/>/510&
K-79A7;6&/,:10-9<&7379:0G&=59&-.2/9&3596 &
5,&T58/,05,0&KY"IKIDRB&
M/, 744<G&+D:&4/62&-5&-762&-./0&5AA59-1,/-<&-54
-.7,6&74485198927:290G&;4/2,-0&7,:&519&F923&
=59&744&-.2/9&01AA59-&7,:&.24A&/ &2 T76/ >&
-./0&-.2&820-&<279&<2-&/,&519&./0-59<B

Happy readingE
Simon Peers

Burton Menswear appoints
+DQJDU 6HYHQ: -V IDVKLR!

%XUWRQ OHQVZHDU RQH RI WKH
PHQ:V FORWKLQJ DQG IDVKLRQ U
KDV FKRVHQ +DQJDU 6HYHQ WR P
the creation and production of all its

photographic imagery for ecommerce

applications.

0 L F K D Hihg, fdunding partner at

+DQJDU 6HYHQ VDLG ":LQQLQJ V
RSSRUWXQLW\ WR ZRUN ZLWK %Xl
is really great news for our London fashion

WHDP %XUWRQ LV RQH RI WKH PR
known brands on the high street and needs

WR EH DEOH WR GHOLYHU KLJK YF
LPDJHU\ WR LWV ZHE VLWH HYHU\
just the sort of challenge at which

+DQJDU 6HYHQ H[FHOVu
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FIVE RETAIL MARKETING TRENDS FOR

.................................................................................... | 20 15

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.
.HHSLQJ RQH H\H RQ ZKDW:V FRPLQJ ZLOO KHOS EUDQGYV VWD\ DKHDG RI WKH FXUYH

The Pervasive Web

This is the logical next step of the evolution of the web; Data is crucial for consumers and companies

you could almost say web 3.0. The internet evolves, alike, but the key to creating commercial value

by way of mobile, the Internet of Things, wearables, is analysis rather than collection. Many companies
iBeacons, mobile wallets and many other emerging already store vast amounts of under-utilised data:
technologies P to form a digital Olattice® over our working out what it all means enables them to
physical environment B every physical interaction understand consumer behaviour and respond to it.

we make in the world will be digitally enabled.
F5,01?7290&3/44&.532@29G&82&?592&7379R&-.7,

S3HUVRQDO GHYLFHV ZLOO EH FRQWH[WXD' N7Nnilu €D P EP@ROERS=&-.2/989/>.-&-5&A9/@7;<&7,:&3/448828S1/;6&-5
ORFDWLRQ ZHDWKHU LWLQHUDULHYV DQG H KALYOVER<LB9I7,:&-.7-&8927;.20&-.2/9&-910-B&+,
to predict our needs. Meanwhile technologies like gesture 59:29&,5-&-5&74/2,7-2&-.2/9&;10-57290G&897,:0&?10-

UHFRJQLWLRQ YRLFH FRQWURO 1HDU )LHOG &RPPXQLFDWAIB@2&-.7-&-.2/9&:7-7&;5442;-/5,&/0&02;1928&78:&3/44
SD\PHQWY DQG AQJHUSULQW ,' ZLOO FRP,ELQH WR PDNH DOOFOFmMmU UIF DPOTVNFS XJUISEEFE DPOW
LOWHUDFWLRQV TXLFN DQG VHDPOHVV 7,:&A2905,74/07-/5,B

2XU FOLHQWYV XQGHUVWDQG WKH LPSRUWDQFH RI KDYLQJ ERY@REOALIBEL,&7--2?A-0&=957805728897,:0&
DXGLR YLVXDO DQG ZULWWHQ FRPPXQLFDWLRQ ZKHWKH U-BRK338& 2<8K,:290-7,:&-.2&/,:/@/:174&;5,01729&

WKHLU RQOLQH RU RIALQH FKDQQHOV EXW W K O F KD O&X&/QAPH0/O&RY?7/4&59&.27:/,>&-.2/9&.572&A7>2&
in ensuring that content across all channels is created in XJUI UIFJS mSTU OBNFyCVU HFOVJOF QFS
DQ HIAFLHQW ZD\ ERWK LQ WHUPV RI WLPH G EX HW ;5?20&=957&;5,-2,-&>2,297-2:&=957&-.2&/,:/@/:174&
K\ RUJDQLVH VHYHUDO SKRWR VKRRWYV RU EULHI E, WLSOHWTUPNFS T TIPQQJOH IBCJUT PS JOUFSFT

agencies if the content can all be created and captured i -.10&/,&7,&2,>7>/,>G&,5-&\8/>&895-.29]&=70./5,B
at once, in a more structured way? H

Consumer Power

2015 is set to be the year that mobile becomes the key Consumers increasingly hold the power. L.7@2&/-&,53D&3/44&,5&45,>29&?7--29&70&?1;.B&

commercial format with an estimated quarter of all online The rise of crowd funding has already T2-7/4290&0.514:&-7628&=144&7:@7,-7>2&5=&-.2/9¢

sales taking place via mobile devices, and mobile acting demonstrated one aspect of consumer 51-42-0&-5&7AA2748&-5&744&-.2&02,020G&7,:&>5&

as the hub for all other personal technologies. power. We have all seen how the rise 82<5,:&3.7-&-.2&;10-5729&20QA2;-0R

Websites not only need to be optimised for mobile, in OshowroomingO and advances in

they should now be mobile-native. i technology give ever more power to the M7;2:8&3/-.&78&0278&5=8&2Q;410/@2&7,:&A9/;2V

: consumer, allowing them to compare :5?A2-/-/@2&328V5,4<&5==290G&?592&7,:&
Z@29<8&A/2;2&5=&;5,-2,-&-.7-&7& +0&<519&A7;67>/,>&5A-/?/02:&=59&5,4/, 2& prices in real time. ?59285=8519&;4/2,-0&3.5&.7@2&7&\89/;60&7,:&
;5,01729&02-0&-.2/9&2<20&5,&0.514:&  0.5AA/,>&59&A.<0/;74&0.24@&0° DMJDLTw QSPQPTJUJPO BSF EFW
82&;5,-2Q-1744<&7AA95A9/7-2&-5&-.2& & i U.<0/74&7,:8:/>]-74892-7/4290&74/6283/44& TI@BR298029@/;2&7 ,:87=-29807420&/ /- &/ @20&
2@/;2&-.7-&/-&/0&82/,>&@/232:&5,E&,5-&C2&1,:290-7,:&-.7-&;5?A244/,>&;5,-2,-& i -5&5==29&71;.&?592&-.7,&P10-&4538A9/;20828&:/==292,-7-2&-.2?024@208&=957&-.2&\A192V
P10-&920/ 2:&=59&:/==292,-&0;922,0G&81-&&81/4:0&897,:0&7,:&:9/@20&;5,01729& | 1,/S12&A95:1;-0G&A2905,74/07-/5,&7,:&>927-&A47<]&2V-7/4290B&
5A-/?/02:&/,&2@29<&920A2;-B& 1,-2920-&"&-.10&>2,297-/,>&07420&"&/0& 029@/;2&"&-5&3/,&7,:&622A&-.2/9&;10-5?290B&
;927-2:&3/-.&-.2&2,:&;.7,,24&/,&7?/,:B&& C2&022&-.7-&-./0&-92,:&3/44&;5,-/,12&-5&

8F LOPX XFC TQFDJmD WJERR2RP2R;8RE&E?A007>2&/0&-.2&0772G& U.<0/;74&0-59208&3/44&,22:&-5&82&?592&-.7,82@245AG&05&897,:0&,22:&-5&5==29&?592&-.7,&
A29=59?0&82--29&5,4/,2&-.7,&92V@290/58A:&:-.2&0-59<&81/4:/,>&1A&-5&/-&/0&018-4<&P10-&7&AA4T;28-5881<&A95:1;-0B&!0&07?2&: PAR-&453&A9/;20G&;927-28&1,/S128A95:1;-0G &
#[&7:08&"&05&3.<&102&:206-5A&328&;5A<&€ JGGFSFOU UP SFnFDU UIF :D | PATGr20<832,B Q03 PoRRE&:;5775,A47;2& A2905,74/07-/5,&7,:&>927-&029@/;2B
=59&<519&7?58/42&A47-=597"&H9&7&A9/,R4BHBR 7,&2:/-59/74&@0&7:@29- 59/74&@0&2@2 &-.2&;5,@2,/2,;2&5=&82/,>&7842&-5
=59&<519&7AA&81--5,"&H9&<519&277/4825 [7R& @ 0&845>>29&A50-B

5=&@5/;2&=59&<519&#322-0'&

DEMOGRAPHICS

The influencing generations will be $22-/,>&-.2&,22:0&5=&-.202&A5479/02:& 05?2&37<&-5&2,019/,>&-.7-&-.2<&;927-2&
the Millennials and Generation Z B 71:/2,;2&>951A08&3/44&?27,&78&8747,;/,>& 7,:&:2@245A&7&>2,1/,2&:/745>R2

anyone born after the mid 19800s. 7;-G&27;.&3/44&.7@2&:/==292,-&,22:0G& 7,:&7&A95>9200/@2&9247-/5,0./A&R/-.&
Each diverse group has an attitude @79</,>&3/44/,>,200&-5&7:5A-&,23& -.2/9&;10-5?290B

to adoption of new technologies -2;.,545>/20&7,:&01992,:29&:7-7B

and a multicultural mix that makes J532@29&70&45,>&708&92-7/4290&7,:&  #.292&792&/,-2920-/,>&-/?20&7.278&
them unique. 897,:0&;.7442,>2&7,:&2,.7,;2&-.2& C2&744&,22:&-5&-./,6&82<5,:&,2Q-&

S174/-<&7,:&;927-/@/-<&5=&-.2/9&;5,-2,-G&279&7,:&A47,&=59&-.2&,2Q-&:2;&:2
1<&;5,-970-&-.2&178<&155729&>2,297-/5,& 2,019/,>&-.7-&/-&01;;200=144<&9205,7-20&53B&#.7-&37<G&32&.7T@2&7 &;.7 82&
3/448828&7AA957;./,>892-/9272,-&7>2B& 3/-.&27;.&-79>2-&?7962-G&-.2<&3/44&>5&5=&82/,>&5,&-.2&?5,2<&-5?59953B

CCCBJ!%O!TKZ[Z%BFHB"X&&&&
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Over the past decade one sector has grown steadily in the LAN DSCAP E OF R ETA' |_

face of doom-laden economic forecasts. By the end of 2013

RZQ EUDQG SURGXFWYVY DOVR NQRZQ DV fSULYDWH ODEHO:- RU 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,

EXW DV WKH UHFHVVLRQ UHFHGHY KRZ GR ZH H[SODLQ RZQ EUDQG:V
enduring popularity?

7KH LQFRQYHQLHQW WUXWK | Rigtwpén\hetalet Rr@ nEad DeQt@ars of ,Q *HUPDQ\ ZKDW ZH NQRZ DV D G

LV WKDW FRQVXPHUYV DUH QR Watokial\Rbvanded geatiQto produce products LV PRUH FRPPRQO\ NQRZQ DV D F

brand products based solely on price b in WKDW DUH RZQ ODEHO EDGJHG store\ViomawHerd/t& shol orPaHimited

IDFW E\ WKH HQG RI RZQ E1TRDR & WHVIKDWIHGH:- DV RWKHU EUDQQBK RRRRGERGRTXUDOWN LWHPV W

Rl XQLW VDOHV KDG LQFUHDVHG DFURVYV )0&* shopping needs.

FDWHJRULHYVY LQ WKH 8. WR 2 ZKH ¢-OW DDWVWDO WEKHHPDUFDWHG WKH ERXQGDU\

VDPH WLPH UHGXFLQJ SURPRWERWRBOHWORHAHY EUDQG DQG EUDQBWNVHISKKVOEREZYHUQ -V LQWHUYLHZV

(in the same period promotional support for HURGHG WR WKH SRLQW RI QRQ HQEVWBHYQIF®J QXPEHUV RI 8. FRQV

national brands increased). Closing the gap means increased competition WKH GLVFRXQWHU AUVW DQG WKD
EHWZHHQ RZQ EUDQG DQG EUD (ufeVhe IB¢idaFcKoice. She went on to

,Q WKH SDVW GHFDGH UHWDL OMHIVQK/DY H FKDW BHMWGQHHG WKDQ HO9WWHUWURWUHZ D SURPLQHQW 5HWDL

WKHLU DSSURDFK WRZDUGV WIGH IZBU RQ® LDUDIERT) .H\Y WR WKLWWDODWHME DEOWKKILGUVIFRXQWHUV D

goods are produced, with a greater focus UHDO FRQQHFWLRQ ZLWK FRQ VXbksiforthe n@$R pert VhiguR nénttdre@ hem

RQ UHVHDUFK DQG GHYHORSP HD@W PDODWKNHWLSUIRGXFWYV EXW RESHAOGYXYDQW DQG WKH EUDQG RZ

DQG TXDOLW\ 2 DQG KDYH PDGBLWLORIAKDPRPPXQLFDWLQJ RQ DDSHUXR QROWOKHWHID FWu 7KH $QC

DGYDQFHY 7KH\ DUH QR ORQJIWWR GHDYFHWRGIDMPRXQGHUVWDQGLAMISRKI DL RQHWK DM HBEAVFRXQWHUV RZ

QDWLRQDO EUDQGV ZLWK fPH WRR GHYRGKFNWYIPEFWRWKHU WKIAIQENWODWRDWWHG DV HYHU\ ELW

DUH QRZ SUR DFWLQJ ZLWK LGRRWHQW WWBHEZWHJI\ LV HVVHQWLDDGWW LWRIQIDVO HRGH D WRKXURI WKH

categories that create demand rather than 6R LQ WKH FRQVXPHU:-V PLQG DW
simply supplying. ,Q D UHFHQW LQWHUYLHZ IRU % % 8 OUHIN-IID VWU 7 IERFHOHJLWLPDWH
UHSRUWHU 6WHSK OF*RYHUQ LQWHUYLHZHG 8. DQG
Such has been the success of certain German consumers about the rise of what, in %XW WKH RSSRUWXQLW\ WR SURY
UHWDLOHUV:- RZQ EUDQG OLQHWKMKOW W KAHHN DKW HLY WHUPHG TAWLMWHK GUWPRXK @QWBHB QY -POWHUQDWL)Y
begun to market them internationally as E\ ZKLFK ZH FRPPRQO\ UHFRJQ Livdanghat@ither/thesdEcounters or the
LQGHSHQGHQW EUDQGVY $W WIWHEDBHUXDEY VRRQ 6DLQVEXUPNMRRLOWOYWHW@EWHKYVHQRZ KDYH WKI|
another trend has emerged D collaborations ZLWK 1HWWR Shopping habits are changing in what

6:x 8

UHJDUG fUHJXODU:- RZQ :ODEH HPYV
as the same quality as branded gf UI?a&uYtVs are happy

alternatives compared to 23 per to buy private label brands
Cent Who feel they are Iower qua“ty Source: Canadean Custom Solutions 2014

Source: RS study
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In Western European
markets, own-label
occupy a noticeable
level of market share

... of UK adults believe that the quality @ _ 3
of private label food and drinks is just &

as good as branded alternatives

Source: Canadean Custom Solutions 2014

Switzerland

ODUN 3ULFH &(2 RI :DLWURVH WHUWRV\BDU PLJKW MXVW JLYH WKF ~Pavvouil nan

RQFH LQ \HDUV VKLIW ,QWH U tfidyHhZedd @& t&msWiftproduct and brand ;

DailyTelegraph, Mr Price commented that reassurance. Clearly strongly reinforced with

RXW RI WRZQ VXSHUPDUNHWYV D @riége poits thatcHnduners widely accept to

shop were now a thing of the past. He went EH RU PRUH EHORZ WKRVH R! W

RQ WR FODLP "3HRSOH DUH EX\LQJ IRRG IRU QRZ

The notion that you are going to go and push $UH \HVWHUGD\:V EUDQG VWUDWH

a trolley around for the week is a thing of the Does the consumer still really make more

SDVW W LV IXQGDPHQWDOO\ FRDKDIQQJ WKW RBUWNBW\LQJ GHFLVL

$00 WKHVH WUHQGY DUH HIITHFWIRIHON BXOYOD®J) SRHHEIORWGY QRZ K -

RXW RI ELJ ER[ RXW RI WRZQ UHMNRRUOQIFHKROMWLYH ZKHUH WKH\
UHDOO\ WKH FKDOOHQJH WKDW WKMXVEERMRWURQU®MI" ,V TELJ ER[-
IDFLQJ 7KH\ KDYH DQ HVWDWH KRHDKGRRUSERISXAHM :KDW VKRSSLQI KDELWYV DUH
VKRSSHG WZR GHFDGHYV DJRpu WRGD\-V WZHHQDJHUYV OHDUQLQJ" 7TKHUH:-V FOHDUDO\
more to understand and more to learn, but

United Kingdom

Speed of shopping is perhaps as much an WKH IDFWV VKRZ WKDW EUDQGV.-ZLOO KDYH WR ZRUN
issue for the traditional brands as the rise of harder and just buying a gondola end in a

RZQ ODEHO RU RZQ EUDQG OD\BHSMKHPDHW NNWHYWU\ QRZ DQG WKHQ ZLOO QR
time for brand consideration at the point of sale longer be a sustainable business model.

and, perhaps, consumers are content to trust v
the retailer as much, or more, than the brand 7R AQG RXW P RSimbrirPeers®

on the product. on 07775 432 450 or email him at

simon.peers@hangarseven.co.uk 4

The copycat product and packaging style ‘

HPSOR\HG E\ $O0GL HYLGHQFHG E\ WKH LQMXQFWLRQ .

ZRQ E\ WKH 6DXF\ )LVK &RPSDQ\ HDUOLHU

b 4 .

‘-'\

Germany

H‘\

&

k4

In the UK, the value share is

... of respondents believed that branded 51.1% of all FMCG products

and non-branded food and drink is sold, compared to 18.4 % in Italy.

produced in the same factory and it is $QG LQ WKH 86% WKLV AJXL
only the packaging that is different just 18.5%

Source: Canadean Custom Solutions 2014 Source: SymphonyIRI Group 2013

CCCBJ!I%O!TKZ[Z%BFHB"X&&8&
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= So, how do you deal with this unpredictability

High growth is a common ambition but, for most brands, getting
SLFNHG XS LVQ-W DV VWUDLJKWIRUZDUGJDV LW
consumer habits combined with an array of choice including
and ensure you get picked up more often?
' The answers lie in the power of emotion at
WKH DOO LPSRUWDQW SRLQW RI

guality own brands have made brand loyalty a fragile concepit.

$V D EUDQG DJHQF\ ZH VHH QHZ P

KDELWY GULYLQJ PDQ\ FDWHJRHIAWQIFIAGJ[JUH
EHFRPLQJ YHU\ VDYY\ UHVHDUFKLQJ WKH_EHVW
prices on comparison websites, cutting back

RQ JURFHULHV E\ VKRSSLQJ DWULG0OSDQ G150 c®
$QG WKH\-UH VDYLQJ RQ WLPH DQG IXHO FRVWV E\

walking to stores, shopping online, clicking 716 ,PSXOVH 3DQHO GDWD VKRZV
DQG FROOHFWLQJ DQG KDYLQJ PRWHIRRPHVW QYKH PDMRULW)\ RI D
ZRUN GHOLYHULHY 3HRSOH DUI—EEQ-QD\,QEQQ)J\ WKHLW RFFDVLRQDC
H[SHQVHV VR WKH\ FDQ DIIRUGtH ygicalVddketb@/Br thReblity only buys it
H[SHULHQFH D VKRUW EUHDN RRJDH RUVWH LRE®CD \HDU D SDWWt
LQGXOJHQFH RU OX[XU\ DV D UM%PMaﬁdéaridc@tég\éﬁe@.J

a busy life.

,Q RXU H[SHULHQFH EUDQGV V\MAIRPFEACJ@JK

growth in the face of these new habits share

WKUHH FKDUDFWHULVWLFY 7R H[SORUH WKHVH™ OHW -V

start with two hard facts about consumer The data also shows thaWw PRVW SHRSOH K

EHKDYLRXU a few categories where they buy the same
EUDQG HYHU\ WLPH EXW LQ PRV
WKH\ VZLWFK LI WKHLU UHJXODU
DYDLODEOH RU D FRPSHWLWRU RI
RU GHDO ,Q WKH 8. Rl &RNH GC
EX\ 3BHSVL ,Q VKRUW WRGD\:-V FR
UHDOO\ AFNOH

/
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7KH AUVW FKDUDFWHULVWLF Rl KLIKQURDWR I IEWDRGN LW FRPP IP@GW\WD WKH
is their focus on being top of mind in the SUHPLXP
SXUFKDVH VLWXDWLRQ 7KLV LVQ-W MXVW DERXW EHQHAW ZKHQ XQGHUVWDQGLQJ ZRPHQ DQG
standing out B any brand with a decent design 7KH PRUH GLVWLQFWLYH YLVXDwWight mxrageméhY D EUDQG
FDQ ALUW 2 LW-V DERXW KDY L QnhhsHil@ R¥ré Khanve i IRa® df being called to
associations and memory structures to be PLQG *HWWLQJ LQWR FRQVXPH&R/ L RXWPLIPOHUY BDMHILWOQWLPH \RX-UH RQ WKH SLFEN
WRS RI PLQG %HLQJ WRS RI PL Qg doR&sH v thRhe number of mental up, think about how the brands you choose
VSHDNLQJ WR SHRSOH: -V HPRW LIR\Q\DROF QIHW IGR/Q\D Q@ G PHP R UL H Vcam& td miKdCPYdd yBuHdRKf@Y a logo?
EHLQJ PHDQLQJIXO DQG GLVWLQebahdr H IURP WKH 2U LV LW D FRPELQDWLRQ RI HTXLWLHV LQ \RXU P
UHVW RI WKH FDWHJRU\ ,I \RX PHHW WKH VDPH eye D a colour combination, an image, or a
emotional needs in the same way as the rest ,Q WKLV DUHD )0&* EUDQGV FDQGOANWULQHWRYPH VWUXFWXUH" $ JOREDO FRQVXPHU "
RI WKH FDWHJRU\ \RX ZRQ-W EBFWREDRIGPLQLKLFK KDV D UD Q Joun® lbgBsLavevsfLoly minolyitdportance in
DQG \RX ZRQ-W EH GLVWLQFWLHHA XLWLHY EH\RQG LWV JRO G H Gtdndbatkan®RIRce D people use many

(YHQ LWV SURGXFWV DUH VR GLVR/GH¥WLKR HA QV& EW DQVG VV
%HHU LV D FDWHJRU\ ZKHUH W KHUH VQYIHXIQ U DMVNMGAHHG DGV WKDW DUH MXVW FORVH XS
to distinguish between brands b all lagers food images. Putting these together to create a world full of
are sociable, and all ales are reassuring. emotional meaning puts a brand top of mind
&RQVHTXHQWO\ WKHUH LV YHU\60P WM WRXEKRKRDAH D YHU\ G Lavid\éetQifpwked th BrthiyiX thedrue skill of
EHWZHHQ PRVW EUDQGV % U H Zldriguagde Rrid trand World that depicts WKH VXFFHVVIXO EUDQG EXLOGLQJ H[SHUW
RZQV DQ HPRWLYH YfSXQN:- DWW G@&fKad EngiMé&ebny aviw lieg.&Wan lines
RXW DQG PHDQV VRPHWKLQJ G LD/Q\GE Q FGMLLYYH. QWHLSHULHQFH W KHDMWhokeMniB iR GVrLovi Wolrk @\ @k
XQVXUSULVLQJO\ WKH 8.:-V |IDVWOWW DDW RPLHQUN WRXFK SRLQW

VWDQG XS DQG OHDQ IRUZDUG
FXHLQJ FRQAGHQFH 2 D NH\ HPRWLRQDO

Mark Rae

DOWHUQDWLYH EHHU EUDQG 07808 474478
The third characteristic of high growth brands mr@brandhouse.co.uk

,Q WKH ZRUOG RI EDQNLQJ /OR\@G\hantbep build Brfoian@l Iméahing into these
that you are on a journey through life and GLVWLQFWLYH HTXLWLHY 6RFLDO SV\FKRORJ\ VKRZV
ZLOO EH ZLWK \RX ZKHUHYHU \RWKD WHDR® WKDW FWLRQV DQG GHFLMHRBEEMNMAYE YFHQ GET
MRXUQH\ IURP FUDGOH WR JUD Yoy dojiy tri@zivhateitiverDr@k@s/us feel good
\RXU HPRWLRQDO DQG AQDQ F L brdes® lbhH. Baop@ OuU$ brands because they PICKED UP
SURPLVHV WR VXSSRUW \RX DWZWVIQW LVAKB GW DDQGEHWR JLYH WKHP SOHDVXUH RU DYRLG

changing moments. pain) at some point in the future. Promising to Q

PDNH SHRSOH IHHO JRRG EXLOGYV HPRWLRODO HTXLW)\
The second characteristic of successful brands

LV WKDW WKH\ RZQ D ZKROH UD(QURRWBUVRUQH\WPS®H LV DERXW VIHO®DQN IWKH

YLVXDO HTXLWLHYV 7KHLU EUD @réan & th€and_oiMhe liovirne xan& not about

more than just a logo and product depiction. WUDYHO ,W:V D FRPSOHWH H[SHURHQIEH & URPEGR RUISWIR
7KH\ RZQ D VXLWH RI HTXLWLH\ WKWMWBWHRWHDQG DOO LWV YLVXDO_ .FRPPXQLFDWLRO
PHQWDO DVVRFLDWLRQV -RKQQGHODRD®YNHV DOWGIDWKH IHHOLQJV DQG PDJLF RI SURMHFWLQJ
WR LPDJLQH GXH WR LWV GLYVWoQwheie you wek dbe) H ERW W O H

slanted label that breaks the sightline, and Q
walking man symbol representing personal $V WKH ZRUOG:V PRVW SRSXODU PXMLF)OG
progress that is central to all communications. HQWHUWDLQPHQW YHQXH 7KH 2 DFW)V. DV DQ.LFRQ

and halo for the mobile phone brand which
ILNHZLVH %HUU\ %URV:- 1R 6 WD L-ID\VP MAR HRQQVLVWHQWO\ HI[FLWH WRUIRIOO (2QIGIZR Z
LV GLVWLQFWLYH EHFDXVH LW dufidmebs witH Dn@rdetthblé/adniections
LQWR WKH ERWWOH: -V IURQW IDBQGNKHBW UVHRXWVLGH WKH
FDWHJRU\.-V YLVXDO QRUPVY DQG VSHDNV WR WKH
QHHG IRU DXWKHQWLFLW\ 7KLYV 20 DWARQUFKN VKHEWMDODWH OHYHO HYROYLQJ WKH YLVXDO
KDV GULYHQ VWURQJ LQWHUQDWTLTRIQWMWORIUGSHFK D@ WHR JLYH LW PRUH HPRWLRQDO
PDUNHWV WKH AUVW \HDU -V V n@aHikg, Enid BdditioN &f & sSrebWsWadow
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If you work with one of those companies that still has an

HFRPPHUFH WHDP WKDW:V GLVFRQQHFWHG IURP WKH PD
and a customer service team that reports to the distribution

director, then you are probably going to be overtaken by a
SXUH SOD\ fFOLFNVY RQO\: UHWDLOHU VRPHWLPH VRRAQ

&RQVXPHUV RI \RXU SURGXFW @heyystartiw@h the EdRSDI®Qel WaWt BIN@ then

world. They want to access information about VHHN WR IXOAO WKH QHHG DW HY
\RX AQG WKH SURGXFWV WKH\ ZM@EW BNREEXQIJUFRRRQQHFWHG WKH\
you and, frankly, to be able to complain to that the product image at the point of

\RX LQ WKHLU WLPH DQG LQ W é&cbhinérceBale ndedfRiXbesaR @reat/and
OHW WKHP LQGHHG KHOS WK H Pcordp&llhhy a3 the idrodMdS irhbge in the
AQG D ZD\ RI GRLQJ LW DW \R XV EdRm#vcialRotonthié Ko siie& poster.
go elsewhere to do their research and their They also understand that when they
VKRSSLQJ (LWKHU ZD\ LW ZL O Gighlight\drodltt axtRbvtés consumers

need to be able to see them, and almost
&RQQHFWHG &RQWHQW LV WKH IRIGIO\WBREOXKDEFAIHWKHPVHOYHV
FRQWHQW &RQWHQW WKDW H[LVWYVY LQ VLORV LV RI
QR UHOHYDQFH DW DOO WR WKHQFRQI XRH G DWLOBR %%& UHSRL
SRVVLEO\ UHOHYDQW WR KRZ VFHHPLIKQWHADYIWHZLQJ KLV IJXHV

to manage a company and its people, silos -V 17KH %RWWRP /LQH:- H[SORUH
are the enemy of great content and they Kill Rl RQOLQH ADVK VDOHV <HV ZH
WKH DELOLW\ WR FUHDWH OR Q JaM &ldinRll FoRt QaysityJovdwinvgl) Ra@ wf the

with consumers. HFRPPHUFH ODQGVFDSH %XW WKl

WKDW KDYH D OLPLWHG WLPH ZL
:KHQ 6DUDK :DUE\ ODUNHWLQJ prbdudi mrMg&wWlthi ithat window, and the
6DLQVEXU\ V VDLG LQ D WUDGH SUHVV LQWHUYLHZ ODVW
\HDU "« LI \RX DUH QRW IHHOLQJ(D(/G DFWLQJ OLNH
D SXEOLVKHU \RX DUH PLVVLQJ DS/ VILY®EUWIELFN «
some scoffed. The wise nodded.

%XW MRLQLQJ XS WKH PDUNHWLQ JIWHIDIBIEY, DUV
WKDQ KDOI WKH EDWWOH *HWVWVLQI WKH_ +HDGY, Rl 35
OHGLD ([SHULHQWLDO 326 %LDQG DQG %ORJJLQJ
WRIJHWKHU WR VSHDN ZLWK RCQH YIRIFH .l D JRRG
AUVW VWHS %XW LW:-V QRW DOO WKH VWHGV

7+( PRVW HQOLJKWHQHG RI UHV\/Ddi QfhdMry<PDQ\
RI ZKLFK DUH YFOLFNY RQO\- KDYH PRYHG WR
a Connected Content model. This means

8
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absolute need to make sure consumer him or her to follow, is just half the battle. &RQQHFWHG &RQWHQW LV FOHYHU FRQWHQW ,Q |
LQWHUHVW DQG DFWLRQ LV PDLTQWiDth@whGthebgpo@udl/ Katketing, FUHDWLRQ ZzH DVN WKH VDPH TXHVWLRQV WKDW L
need to keep customers keep coming back. FXVWRPHU VHUYLFH DQG GRWFRAOVHIOHPASKPWHQJ DGYHUWLVLQJ SODQQHU ZRXC

WR MRLQ LQ XQGHUVWDQGLQJ SQOKWBFZM HRXSG@HNVNWKRVH TXHVWLRQV ZLWK WKH
+HUH .-V ZKDW ,0DQ %HQKDLP RI castgpdfHupBsULYHH VDLG LQTXLVLWLYHQHVYVY RI D MRXUQDOLVW DQG WKH S
"2QO0LQH SHRSOH DUH QRW EX\LQJ \RXU SURGXFW SRZHU RI D \RXQJ FKLOG ZLWK DQ HQTXLULQJ PLC
People are buying a photograph, not your &ERQQHFWHG &RQWHQW IDFLOL WIhistakes U¢ KoLa\placéivieid Weicdn see,

SURGXFWp +LV IHOORZ JXHVW WRRLHROWNPHHROWKH FKDQFH WBWLWER HWKW DSIUR GEKFMU\ SRVVLELOLW)\ IRU GHSOR
0\6DOH H[WHQGHG WKH WKRXJKDIWV D H/-WHONHR W HG f URWDW L R@nectéd Sahtéivt NG Wrimakingta

the same product in different places on our FRQVXPHU ZLWK D YLGHR VKR Zco@municktiarns Huedetavork much harder.

web site, and at different price points, and WR: VXSSRUWHG E\ FRPSHOOLQJ FRS\ GHVFULELQJ

the one that sells, regardless of the price, IHDWXUHVY DQG EHQHAWY W DOORAZHO W IDN EREZXPHBWDOHY WDNLQJ D &RQQHFV

LV WKH UHDOO\ FUHDWLYH SURtGshareth&ikpRrethasa orcati€ally, their DSSURDFK PHDQV WKDW \RX FDQ W\SLFDOO\ DFK
SRWHQWLDO SXUFKDVH DQG WRVUMHQIWKH BB BZRHDO DQG RQ FRQWHQW

7TKHUH:-V EHHQ PXFK WDON DERRKMWWWKHU SHHU JURXS ,W VKRZAUWEKWLRROQEXB8BHWY $QG VDYLQJV SURYLGH WK

FXVWRPHU MRXUQH\ 2 LQ VWR ptodixQrcoRn@cted &d4s P blogs, tweets DELOLW\ WR FUHDWH PRUH FRQWHQW DQG LQAXH

but understanding how the consumer and other shares P so that he or she consumer in many more ways. Something of a

buys, and laying the appropriate trail for understands who else is buying the product, YLUWXRXV FLUFOH

ZK\ WKH\ OLNH LW ZKHUH:-V WKH EHVW SODFH WR
SXUFKDVH LW DQG YHU\ RIWHQ,| ZKR®W OWNARW®BGNQRZ PRUH DERXW D &RQQHFWH
look like in their home. The winners are those approach to Content creation, production and
ZKR KHOS WKH FRQVXPHU DW HEGHSORWBHBOWDD® GHOLYHUHG E\ D YHU\ &RQQHFW
ZKR VHHN WR DSSHDU LQ WKH RREPBDODRHUGRR®MDBQG ZH- 00 GR RXU EHVW WR
GUHDPVY DV PXFK DV LQ WKH L UdemdndtihteGion yQulcaiisell more and more,
ZKLOH VDYLQJ D VXUSULVLQJ DPRXQW DORQJ WK
-XVW OLNH WKH JXHVWYVY RQ 5DGLR ZH-YH GRQH
RXU KRPHZRUN DQG ZH FDQ SURK KA QMEKDWY FPRIIMbn-Peers
powerful content will lift sales by double digit 07775 432 450
SHUFHQWDJH SRLQWYV :H FDQ BiohRedrd@Rangd/dereico.uk
content created for £100 can, for less than
PRUH FRVW HIIHFWLYHO\ FRYHU PXOWLSOH
applications which, in all probability, are being
funded by different areas of your business
at much higher cost.
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Still from Tesco Finest Sea Salt Video

How video will help you
create brand differentiation

:KDW ZDV WKH AUVW WKLQJ \RX GLG WKLV PRUQLQJ" /LVWHQ WR
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?

Z@2,&/=8&,5,28&5=&-.202& 7TAA4<&-5&<519&:7/4<&?59 1248/ >&/,&?/,:&744&-./0G&/-DO&A29.7A0&,5&019A9/02&
TDSBNCMF UIF DIBODFT BS& UIB U.2&.0-&ED258/6& IS TA/,>&0/Q&-/720&?7592&
14=87,&.51985=&5A2,/,>&<519&2<20&<51&3292& 2==2;,-/@2&-.7,&85-.&A9/,-&7,:&5,4/,2B&F57&,2&
857879:2:&8<&0572&6/,:&5=&,5,-2,-&"&82&/-&359:0G &.28&47--29&-35&3/-.&@/:25&f7,:&7&;5.292,-&;5,-2,-&
A/;-19208598@/:25&"&A29017:/,>&<51&-5&28>7>2& 0-97-2><gG&7,:&<51D@2&>5-&-.2&92;/A2&=59&7,&
3/-.&5,2&897,:&5@29&7,5-.28B 2Q-92?24<8&2==2;-/@2&;7?A7/>&-.7-&3/44&2,0192&

& <51&0-7,:&51-&=957&-.2&;953:B&
K5&.53&:5&<51&2,0192&-.7-&<519&897,:&0-7,:0&51-&

1,8783594:83.29282@29<5,28/080.51-/,>8-58:>2-8-. 2/4285=8-/08/0& 230B&%5-&3.2, &<51&5,8l.298
@5/, 28&.279-&H ,2&359&&@/258& -7-&C)e&5=&897, :O&/,-Z, &-5&A144&=1, O&=95?&#[&

7:@29-/0/,>&-./08<279G&/,&59:29&-58.74458-28./-&-58.
258 N @29+/0/,>&"&1A&=9578)he&P10-&7&<@II&T>5
AND HERE ARE THE REA%@ SF JT POMZ HPJOH UP JODS

KZHa&l97,:0&10/,>&@/:25&792&K220&?592&&
&888&&AI624<&-58>2-&T&AT>28&5,2&4/0-/,>&5,8&055>42

R3244&-/?20a&H,&7@297>2G&;5,017298&3/44&&
&&&&&EOA2,:&-35&7/,1-20845,>29&5,&<HK 9&0/-2G&
&&&&&&I=&I-& TRR@/:25

F5,@290/5,&97-20a&H,;2&A25A42&79285,&<519&&
&&8&&&&ID/-2G&ACe&5=&-.27&792&?59284/6248&-5&?762&T7&&&
&&&&&A&ALY;.70285,4/,2&7=-29&37-,./ >&7&@/:25

'Forrester Research 2ComScore *ReelSEO “ReelSEO
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Video will help your
brand stand out in a
cluttered market

TELLING YOUR BRAND Sd%£XRY/0s770957; 8110:2074857962-1 888 'KHWKHU \RX-UH ORRNLQJ W

+-&924/20&5,8&<51&1,:290-7,:/,>&3.7-&<819& - -
K5&/=8&- 292885188 7-8- 2862<&S120-15&I0&  71.1 9637 0&NLT Bl @] o8- 2780572- ~& brand preference, drive sales ol

3.7-86/,:85=8@/:25 && 227,/,>=14&7087892014-B&H,;28<51&:927-28-/0& anything in between, give us a

C./4282@29<&897,:&>179:/7,&37,-087&@/:258-.7-8  27°719,74&5,2,-/5,&3]-.&<519&;5,017290G&-.2<D44& .
L>520&@/974DG&/,89274/-<&- 2862<&/,>92:/2,-08=50& * 288768 5&<518&-/?2&=-208-/?2&&3]-.51-&.2& shout - and let us help you tell
NBLJOH B mMN TIBSFBCMF JO UIBUX& 29 B8Rk PrV0244&-.7-85-298897,.0& your story.
'5,-95@290<G&02QG&27879970072,-&5987448- 28785985 B&&

"&79285=-2,&51-85=84/,283]- &<519&897 . &QT4120B&_ 951981 /5128842,:85=82:/-59/748A2:/>9228.7,:&.

%5-85,4<€-.7-G&B1-8750-8L @/9740D&IT0&3286,538 g3 5221 /-7./5,0820A29-102G8328. T@287 &

T@28&780180-7,-74872:/780A2,:882./:8-228BEBRB | Adp-52 211 -290.7 4 >85=83 7-8 776208

#2028792G4.532@29G85- 20&50-V2==2,-/@20&37< (e 552081168 87 . 53858/ 0.1 -4<8]:2 -/=<& 24
2,>7>28<519&71:/2,2a88<8-244] >8-278780-59<8 ~ 0-59<&7851-&<519&897 :&-.7-&5,01720083/44837 -

- 7-D0&1,/S12G&9242@7 -&7,:&227 ], >=14&-58-.2/98 ~>%279B&+-D0&7,&7TAAIST; &32D@2&102:&-58>92
4/@2OB&+,&o.59-G&7&@/:25&-.7-&;927-20&7,&2?5-/5,724%%2;'&:52&?4/2"0&/ 741/, >&#20,5G&Z195(87 9&70
020A5,028/878&>1-8927 -/5,83/- &<519&71:/2,:2B 3244&170&7?7,<&5-.290B&

Matt Carroll Julian Hanton
"#$%&'($)*#+$," -#)$+&.).[
#)$+8&.) 0).12+&#.%

F744%703 573 710 F744%871 394 592
Z?7/4&att@mediaark.co.uk Z?7/A8ulian@mediaark.co.uk

CCCBJ!%O!TKZ[Z%BFHB"X&&&&1




“fashion

Image Is
everything

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&2Z,>7>272,-&4/20&7-&

-.2&.279-&5=&750-&897,:0j&?7962-/,>&0-97-2><&
=957&N51/0&[1/--5,D0&;14-1974&.18G&

9653,200B;578&-5&$kKD0&:9/@2&-582:/-59K4/02& . %
-085,4/,285==29G&=70./5,8/0&7&0.53;702&=59& SUT =
897,:08-/,6/,>&:/==292,-4<&7,:&;927-1,>& o M *\:@ )

'}"-'_E \

1,5@7-/@2&37<0&-5&;7A-192&-.2&/?7>/,78(5,&

Win

5=&/-0&71:/12,;2B&C.292&=70./5,&427:0G&5-.29& ?';l_.i AR

02;-590&;7,&=54453B&Z @2,&:-.2&.188428& - b !
A95:1:-&0.5-&.70&1,:29>5,2&7&?762V5@&9& [ /
[,&-.2&=70./5,&3594:&70&897,:0&92:5> /@2 & L
- 7-&A95:1:-0&,22:&-5&828&0.53,&/,&-.8&

820-&4/>.-&7-&744& A5/ ,-0&5=&-.2&;18-5729& . .
P519,2<&/=&-.2<&792&-5&A95?A-&A19:.702B& Rebecca Devolle Michael Keating
J7,>79&K2@2,G&5,28&5=&-.2&=70-20-&>953/,>& -5&:24/@29&0-/44&7,:&?5@/,>&/?7>29<&-.7-¢  F144%823 880392 F744R/775 427096
1927-59085=8&92-7/4&;5,-2,-&/,&-.2&"XG& T@2& 2==2;-/@24<&-19,084/620G&/,-5&37,-0B& Z?77/14& Z?2714&
822,&3596/,>&3/-.&0572&5=&=70./5,D0&427:/,>& rebecca.devolle@ michael keating@
897,:0&-5&:24/@29&/, 5@ 7-/@2&;5,-2,-&0541-/5,0&/-.&5,285=&-.28&479>20-&:2:/;7-2:&=70./5,&

- 7-&7@2&;927-2:&-7,>/8428&92-19,0&85,& 0-1:/50&/,&-.2&"X&7,:&/,V.5102&@/:25G&0-/44C 3&

?7962-/>&/,@20-?2,-B&I<&1,:290-7,:/,>8& 92A95>97A./:0&7,:&A29.7A0&1,/S124<G&7&

-.2&,22:0&5=&7&897,:D0&;10-5729& &: & :2::7-2:80.55-8&A95:1:-/5,&920519:2&/,&

7:5A-,>&780-97-2><&-58&:24/@29&9282@7,-&  U59-1>74&-5&;7-29&=598&-.502& 744&/@A59-7 -
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G Content creation for
H H " G H H s E v E " retail and consumer brands
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