
Index

advertising intensity (in GRPs) 209–10
affiliate marketing, digital 226
Ahold, multiple brand example 52
AIDA model (attention, interest, desire, 

action) 36
Aldi, price the key 10
Amazon, using CLM 236
American Girl, brand promise example 

49
Anthropologie, brand promise example 50
Art Directors Club (ADC) for Germany 

study 201–4
art element of brand building 5, 6–8
	 consistency (but not stagnation) 6
	 creativity of communication 7
	 emotional appeal 6

benchmarking 84–6, 130–1, 223
brand diamond, mapping brand 

attributes 31–4
	 assortment 32
	 emotional benefits 33–4
		  prominent exceptions 34
	 intangible attributes 33
	 price and promotions 32
	 rational benefits 33
	 service 33

	 store and location 32
	 tangible attributes 32
brand diamond, as a structured template 

34–5
	 quantitative consumer research for 35
	 relevant attributes for retail 35
brand promise 44–8
	 checklist for definition 44
	 delivery 46–8
		  awareness/informing employees 46
		  employee buy-in 46–7
		  living it 47
		  promoting it 47
	 promise examples 45–6
	 retail pentagon 45
brand purchase funnel 36–8
	 adjusting for research 36
	 factoring basket size/purchase 

frequency 38
	 Italian grocery market example 37–8
	 relevant target groups 36
	 in retail 37
brand space map for portfolio scenarios 

55–8
	 step 1: situation analysis 55–6
	 step 2: scenario development 56–7
	 step 3: scenario evaluation 57–8
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brand switcher analysis 58
BrandMatics
	 brand building/management 42–3
		  close critical gaps 42
		  expand top driver differentiation 42
		  hygiene factors identification 43
	 five step process
		  1, market analysis/segmentation 39
		  2, funnel driver analysis 39–41
		  3, funnel gap analysis 39, 40–1
		  4, strength/weakness analysis 39, 

41–2
		  5, identify options 40, 42–3
	 see also brand diamond…; brand 

purchase funnel
BrandMatics Advanced
	 for analyzing and optimizing 60
	 portfolio management rules 54
brands/branding
	 about art, science and craft for 3–4
	 building strong brands 5–16
		  art 5, 6–8
		  craft 5, 9–15
		  science 5, 8–9
	 key functions 3–4
	 strong brands outperform 3–4
Bruce, A. (Google) interview on digital 

marketing 163–6
budget prioritization 93–109, 99–109
	 allocation criteria 100
	 central or local decisions? 93–5
	 geographical issues 96
	 granularity issues 95–7
	 keeping it flexible 99
	 key elements of allocation 98
	 ‘last year +/–x’ method 94
	 opportunity budgets 99
	 overall business objectives 99–100
	 potential criteria list 101
	 prioritization criteria 99–103
	 right investment units 95–7
	 scoring model for transparency 103–4

	 sensitivity maps 104
	 spend thresholds setting 102–3
	 transparency, need for 97–9
	 weighting of criteria 101–2
budget sizing 81–91
	 approach must be systematic/

comprehensive 81–2
	 efficiency modelling 88–9
	 estimating the final budget 89–91
	 inside-out budgeting using marketing 

objectives 87
	 Media Saturn experiment 81–2
	 outside-in competitive benchmarking 

84–6
	 transparency is key 83–4
buzzword mapping 222

Cannes Lions International Advertising 
Festival 198–201

	 2006-10 winning retailers 200
	 Dixon’s ‘The last place you want to go’ 

campaign 199
Carrefour (European retailer)
	 brand consolidation example 53
	 segmentation example 28
category management, with CLM 249–50
classical advertising 197–216
	 about classical advertising 197–201
	 advertising intensity (GRPs) 209–10
	 creativity partner selection 210–12
		  changing horses 211
		  long-term relationships 211
		  using pool/group of agencies 211
	 delivering the message
		  effectiveness comparisons 208, 209
		  efficiency comparisons 207, 208, 

209
		  intra-media optimization 208–9
	 traditional media net advertising 

spend 198
	 Trautmann, Dr M. (kempertrautmann) 

interview 212–14
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classical advertising, creativity and 
content fit 201–4

classical advertising, testing and learning 
204–7

	 best-practice testing steps 205–6
		  1, concept testing 205
		  2, pretesting 205
		  3, post-testing 206
	 suggested key questions 206–7
commercial print optimizing 271–6
	 cost saving drivers 274
	 demand levers 273–4
	 specific process levers 275
	 supply levers 272
	 unbundling, dangers of 273
comparative heuristics for mix 

optimization 117
	 advantages/disadvantages 117
	 applicability 117
	 how it works 117
consumer feedback, digital 159–60
consumer segmentation see 

segmentation
content fit see classical advertising, 

creativity and content fit
contributors 281–91
cost (in RCQ) 123–4
craft element of brand building 5, 9–13
	 need for top management attention 12
	 Starbucks case study 11–12
	 touch points 10
cross-merchandising 179–80
	 ‘choose & cook’ example 180
customer lifecycle management (CLM) 

233–7
	 Amazon usage 236
	 best practice examples 234
	 CLM-based campaign optimization 

236–7
	 and customer lifetime value (CLV) 233
	 effectiveness areas
		  customer acquisition 235

		  customer development 235
		  customer retention/win-back 235
	 increasing cost-efficiency 235–6
	 with targeted marketing 234–7
customer lifecycle management (CLM), 

applications 249–55
	 category management
		  assortment and pricing 249–50
		  promotions 249–51
	 localization of the go-to-market 

approach 250–2
	 Mündler, D. interview 252–5
	 network and format development 250
	 personalization of in-store offering 250
customer lifecycle management (CLM), 

principle elements
	 predictive modelling for 241–4
		  Next Product To Buy (NPTB) 

modelling 242–3
		  product DNA modelling 242–4
	 structures and capabilities 246–9
		  defined roles and responsibilities 

247
		  ensure data is reliable 247–9
		  talent required 246–7
	 targeted testing 244–6
		  defining the objectives 244
		  logging parameters 244
		  tracking/reviewing the campaign 

245
		  using control groups 244–5
	 understanding the customer base 

237–41
		  CLV modelling 239–40
		  customer base analysis 237–8
		  customer percentiles 238
		  customer value flow analysis 238–9
		  segmentation matrix 239
customer lifetime value (CLV) 233, 

239–41
	 modelling 240
customer percentiles 238
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customer relationship management 
(CRM), and segmentation 18

customer value flow analysis 238–9

Digital Factory 231
digital marketing 217–32
	 benchmarking 223
	 buzzword mapping 222
	 digital diagnostics 220–1
	 digital insights generation 224
	 e-commerce 218–19
	 learning by doing 232
	 objectives for
		  building brand image and loyalty 

223
		  driving sales 222–3
		  generating customer insights 221–2
	 OMEX (Online Marketing Excellence) 

220–1
	 reasons for 219–20
	 research online, purchase offline 

(ROPO) 222, 225
	 service providers/specialized agencies 

230–1
digital marketing, communication mix 

224–30
	 affiliate marketing 226
	 display advertising 225–6
	 Facebook 227
	 optimization, grocery example 229–30
	 outbound email 226
	 pull media versus push media 225–6
	 search engine advertising (SEA) 225
	 search engine marketing (SEM) 225
	 social media marketing 226, 227
		  Marks & Spencer activity 227–8
		  rules of engagement 228
digital marketing, evolution 151–66
	 balance with traditional methods 

needed 162–3
	 constant connectivity issues 155–8
		  Amazon influence 156

		  Apple’s iTunes 156
		  opportunities for traditional retailers 

157–8
		  web-enabled mobile phones 155–6
	 consumer control 160
	 consumer feedback issues 159–60
		  bad news travels fast 159
		  Facebook 159
		  opportunities 159–60
	 earned communication (chat rooms, 

blogs etc.) 154
	 global media consumption per week 

153
	 measuring and handling problems 

154–5
	 search engine marketing (SEM) 152
	 social interaction 158
	 US interactive marketing spend 153
digital natives
	 effect on media consumption 152
	 provide data on themselves 161
		  Facebook’s ‘Connect’ service 161
		  Nielsen’s BuzzMetrics service 161
		  sharing of such data 161
	 select own viewing 160
	 understanding them 151–2
display advertising, digital 225–6

e-commerce 218–19
	 growing relevance 218
	 online co-creation 218
	 opportunity/risk considerations 219
	 young audiences 218
econometric Marketing Mix Models 

(MMM) 117–19
	 advantages/disadvantages 118
	 applicability 118
	 how MMM works 117–18
Edeka
	 communications example 7
	 umbrella brands example 53
	 use of private labels 71
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efficiency modelling 88–9
	 s-curve analyses 88–9
efficiency/effectiveness see Marketing 

efficiency/spend effectiveness

Facebook, and digital marketing 158, 159, 
161, 227

Fast Moving Consumer Goods (FMCG), 
MMM example 146–7

grocery retail, MMM example 147–9
gross rating points (GRPs) for advertising 

intensity 209–10

heat maps 181

IKEA combining art, science and craft 
13–15

	 customer feedback management 15
	 personalized catalogue 14
Inditex
	 brand space map example 57–8
	 multiple brand example 52–3
inside-out budgeting, using marketing 

objectives 87
intra-media optimization 208–9

Koch, T. (TKM) interview on RCQ 133–4

leaflets and local print advertising 185–95
	 about local media 185–6
	 differences
		  across countries 187–8
		  in reach and quality 189–90
		  for store types 188
		  within countries 189
	 European use of 185–8
	 local media excellence (LoMEX) 186, 

193
	 local optimizing pays 190–1
	 what to promote 191–2
	 where to promote 192–5

		  optimizing media used 194
		  using ‘geo-cells’ 194

McKinsey & Company
	 Digital Factory 231
	 Marketing and Sales Practice 201–4
	 Online Marketing Excellence tool 

(OMEX) 220–1
	 segmentation studies 22–3
	 see also brand diamond…
maps/mapping
	 heat maps 181
	 see also brand diamond, mapping 

brand attributes; brand space map 
for portfolio scenarios

market segmentation see segmentation
marketing efficiency/spend effectiveness 

258–62
	 consolidating suppliers 260
	 efficiency levers
		  demand streamlining 263
		  procurement process optimization 

263–5
		  supplier management 262–3
	 negotiation role-plays 268
	 optimization five-steps 265–9
		  1, gather facts 266
		  2, create long list of improvement 

ideas 267
		  3, select ideas for execution 267–8
		  4, negotiate/select suppliers 268–9
		  5, implement 269
	 service providers
		  budgeting issues 260
		  complexity 258–60
	 streamlining demand 260
	 types of spend
		  above the line (ATL) 258
		  below the line (BTL) 258
		  other services 258
	 see also commercial print optimizing; 

smart sourcing
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Marketing Mix Modelling (MMM) 135–49
	 high-level logical architecture 138
	 how MMM works 137–9
	 impact analysis 136
	 performance driver analysis 136
	 price perception sensitivity testing 136
	 strategic applications 139
	 technical architecture 137–8
	 see also econometric Marketing Mix 

Models (MMM)
Marketing Mix Modelling (MMM), 

examples
	 Fast Moving Consumer Goods 

(FMCG) 146–7
	 grocery retail 147–9
	 telecoms 144–5
Marketing Mix Modelling (MMM), yields 

140–4
	 identifies drivers of performance 140–1
	 output reliability depends on
		  constant care 143–4
		  high reliability and accuracy 143
		  sufficient scope and granularity 143
	 tracks consumers’ price perception 141
	 transparency creation 140–2
Marks & Spencer, and social media 

227–8
media agencies 115
Media Markt’s ‘Don’t get screwed’ 

campaign 203
media mix optimization 111–19
	 comparative heuristics 117
	 econometric Marketing Mix Models 

(MMMs) 117–19
	 landscape differs and is changing 112–14
		  countries are different 114
		  German retail changes 114
		  industries are different 113
		  TV channels 112
	 testing and learning 116–17
Media-Saturn
	 budgeting experiment 81–2

	 multiple brands example 52
Mellbye, P.M. (ICA) interview on 

budgeting 105–9
Muji example of brand promise 48
multiple brands see store brand portfolio 

management
Mündler, D. (Douglas) interview on CLM 

252–5

Next Product To Buy (NPTB) modelling 
242–3

Nielsen’s BuzzMetrics service 161

online marketing see digital marketing
Online Marketing Excellence Tool 

(OMEX) 220–1
outside-in competitive benchmarking 

84–6
	 marketing as a percentage of sales 85
	 reported spend versus actual cost 86

planogrammes 176–7
point of sale (POS) marketing, benefits/

importance 167–73
	 direct impact benefits 168
	 ‘halo’ effect 169
	 human factor/front line employees 

182–3
		  consumers’ experience 182
		  employee behaviour 182
		  employee empowerment 183
		  employee knowledge and tools 183
	 ‘in store experience’ 169
	 need for effective leverage 169–70
	 as a powerful marketing vehicle 167–9
	 ranking by ‘brain hours’ 168
point of sale (POS) marketing, brand 

building/business success 170–3
	 for brand building 170–1
	 business objectives 171
	 clutter, problems of 171
	 inconsistency, problems of 171
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	 purchase funnel analysis 172–3
		  limitations 173
point of sale (POS) marketing, tangible/

intangible elements 173–81
	 Best Buy example – TV 177
	 consumer decision trees 176–8
	 cross-merchandising 174, 179–80
		  ‘choose & cook’ example 180
	 decision-support signage 179
	 display/signage 174
	 heat maps 181
	 look and feel 174
	 maximizing basket size 179
	 planogrammes 176–7
	 product affinities 179–80
	 traffic flow optimization 181
	 visual merchandising 173–5
		  triangle for 175
portfolio management see store brand 

portfolio management
prioritization see budget prioritization
private labels (PLs), beyond the origins 

68–74
	 ‘3D’ approach 72
	 brand relevance study 71
	 four generations of PL 69–71
		  1st, generics 69–70
		  2nd, value 69–70
		  3rd, national brand equivalents 

(NBE) 70–1
		  4th, premium/niche 70–1
	 individual brand strategy 74–5
	 matching brand manufacturers’ 

capabilities 75–6
	 need for professional management of 

PL 72
	 need to define strategy 73–4
	 segment objectives
		  all price levels 69
		  entry level price 69
		  higher price level 69
	 stock-keeping unit (SKU) selection 75

	 umbrella brand strategy 73–4
private labels (PLs), origins 63–8
	 about PLs 63
	 Achilles’ heel of brands? 67–8
	 brand names fight back 66
	 growth in Europe 63
	 growth triggers 64–5
	 multiple benefits 65
	 value share, Europe 65
	 value share, US 66
Procter & Gamble PL, example 66
product DNA modelling 242–4

quality (in RCQ) 127–30
	 attitudinal quality 128
	 behavioural quality 128
	 shortcut to media quality 128–30
	 touch point evaluation 127

reach (in RCQ) 125–7, 129
	 definition of qualified reach 129
	 measurement technique 125–6
	 POS example 126
	 TV example 126
	 viral online example 126–7
reach-cost-quality (RCQ) 121–34
	 cost 123–4
	 cost per actual reach examples 129–30
	 increasing efficiency/effectiveness 

with 130–4
		  with internal benchmarking 130–1
		  optimizing media mix 131
		  tailoring media selection 131
	 key benefits 132
	 Koch, T. (TKM) interview 133–4
	 quality 127–30
	 reach 125–7, 129
	 viral online 124
research online, purchase offline (ROPO) 

222, 225
retail marketing, ten perspectives 

279–80
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retail pentagon, brand promise 45

s-curve analyses 88–9
science element of brand building 5, 8–9
	 brand awareness/advertising recall 8
	 exploring strengths/weaknesses 9
search engine advertising (SEA) 225
search engine marketing (SEM) 152, 225
segmentation 17–29
	 aligning with business objectives 21
	 by consumer goods companies 18
	 central strategic segmentation 26–7
	 for consumer needs 22–5
	 defining the relevant market 21
	 getting the most out of it 27–8
		  limiting segment numbers 27
		  making it tangible and memorable 

27–8
		  need for constant care 28
	 longevity aspects 20
	 needs based matrix example 23–4
	 reflecting top management agenda 20
	 second dimension for 23–5
	 segmentation methodology 25
	 as a strategic topic 19–21
	 US grocery chain example 18–19
shopping funnel analysis 172–3
smart sourcing 257–76
	 about smart sourcing 257
	 preparation/negotiation best practice 

270–1
		  communicate to stakeholders 270
		  ensure local involvement 270
		  involve all in core team 270
		  pick your battles 270–1
		  strive for win-win situations 271
	 see also commercial print optimizing; 

Marketing efficiency/spend 
effectiveness

social media marketing, digital 226, 227

	 rules of engagement 228
Starbucks, case study 11–12
stock-keeping unit (SKU) selection 75
store brand portfolio management 51–61
	 brand consolidation 53
	 brand proliferation issues 53
	 BrandMatics Advanced portfolio 

management rules 54
	 impact of a portfolio move 58–60
		  advertising expenditure 59
		  potential risks 59
		  rebranding cost 59
		  synergies 59–60
	 multiple formats/brands 52–3
	 umbrella brands 53
	 see also Brand space map for portfolio 

scenarios

telecoms, MMM example 144–5
Tesco
	 multiple brands example 52
	 umbrella branding 74
	 using CLM 236
testing and learning for mix optimization 

116–17
	 advantages/disadvantages 116
	 applicability 116–17
	 how it works 116
touch points 5, 7, 9–16, 50, 60, 83–4, 98, 

117–18, 121–35, 162–3, 167, 220–1, 
228

traffic flow optimization 181
Trautmann, Dr M. (kempertrautmann) 

interview on classical advertising 
212–14

Umbrella brand strategy 73–4
umbrella brands 53

web-enabled mobile phones 155–6
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