
MOST PEOPLE  

DON’T CARE 
THAT MUCH 

ABOUT BRANDS 
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Effectiveness 
First 















FIRST  
PRIORITY 



know your  
biggest  

source of growth 





Laws of growth 2019 



QUESTIONS 
and  

METRICS 



 
 
 
 
 

What’s my customer base ? 
 

Light and heavy split 
80/20 or more 50/20 ?  

 
   

 
 

 



 
 
 
 
 

What competitive brands customers 
purchase in the category ?  

 
what is their ‘ brand reportouire’  ? 

 
 
   

 
 

 



 
 
 
 
 

What is the annual  
brand penetration ? 

 
(percentage of customers in the category who bought you at least once)   

 
 

 



2
3 

%

Source: https://mumbrella.com.au/the-unbearable-lightness-of-buying-as-told-by-an-old-jar-of-pesto-550525	



 
 
 
 
 

What is next years 
penetration challenge ? 

 
 
 



 
 
 
 
 

What are our penetration 
three big bets ? 

 
 



SECOND  
PRIORITY 



reach with 
product  

and   
message 





‘Coke Refreshment’ 
Different occasions, 
locations, people 
 



Whenever you need to fill your hunger 
 

For a long drive 
 

When friends 
come over 

 

Easter or Xmas 
treat 

 



Place for coffee hit 
 

Place for light n 
healthy 

 

Place for breakfast 
 

Place when in a hurry 
 



QUESTIONS 
and  

METRICS 



 
 
 
 
 
 

Is our portfolio optimised to appeal to  
ALL category buyers ? 

 
Across the key consumption need states, 

occasions, but also partitions ?  
 

(product / format / flavour/ price) 
 

 
 
   

 
 

 



 
 
 
 
 
 

What’s stopping them from 
purchasing us ? 

 
(barrier to penetration) 

 

 
 
   

 
 

 



 
 
 
 
 
 

Is our Media strategy optimised to 
regularly reach the light category 

buyers ? 
 

(reach & consistency) 
 

 
 
   

 
 

 



brand distinctive assets 
know them  

and   
build them 









QUESTIONS 
and  

METRICS 



Source: https://www.marketingscience.info/research-services/distinctive-assets/ 



 
 
 
 

 
 

Do you know the number and strength 
of your distinctive assets ? 

   
 
 
 



 
 
 
 

 
 

Can a ‘distinctive asset grid’ research study 
help you identify your strongest brand assets 

for communication ? 
 
   
 
 
 



 
 
 
 

 
 

Are you consistently deploying the 
brand assets across    

 all communications channels ?   

 
 
 





READ 
and   

PRACTICE 



IPA: Les Binet / Peter Field (Publications) 







  +420 724 213 955           	 	marklcichon@gmail.com 

•  Penetration strategies 
•  Brand growth drivers 
•  Brand Distinctiveness 
•  Distinctive Asset Grid 
•  Evidence Marketing 
•  Ehrenberg Bass  
•  Agency opportunities 


