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INSPIRING BOLDER MARKETING LEADERSHIP

The Marketing Society is a not-for-profit organisation owned by its members, with over 2500 senior marketers. Over the
past b0 years it has emerged as one of the most influential drivers of marketing in the UK business community.

The Society challenges its members to think differently and to be bolder marketing leaders by supporting the development
of leading-edge thinking, and promoting the evidence of effective marketing. The Society does this through the Marketing
Society Awards for Excellence; its publications Market Leader, Our Week and rich online Knowledge Zone; a national
programme of world-class events; innovative professional development, such as the annual Marketing Leaders
Programme; and extensive on-and-offline networking opportunities.

www.marketing-society.org.uk
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Marketing excellence can drive breakthrough
business results for the short and long

term. Marketing excellence requires great
strategic thinking, great creative thinking and
perfect execution.

But how do we assess marketing excellence?
First we choose brilliant industry judges who are
all experienced and successful practitioners of
excellence and we ask them to pick out the cases
which they see as remarkable. We ask them to
look for two key qualities from our winners:
creativity and effectiveness.

But marketing continuously changes and evolves,
as consumers become more sophisticated and
demanding and the media for communicating
with them ever more diverse. So the standards
for marketing excellence change and in turn
become more demanding.

We believe that The Marketing Society Awards

for Excellence in association with Marketing set the
standard of marketing excellence in the UK. They
have established this reputation over a period of
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more than 25 years, and they have always been
based on the principle of searching out the best
examples of different marketing techniques in
action, that showcase great strategic thinking,
great creativity and perfect execution.

In order to be a winner of one of the Society’s
Awards, marketers have to demonstrate that what
they have done is outstanding in comparison with
marketing in all industries not just their own
particular sector.

If a marketing story has been good enough to
impress our judges, then all marketers can learn
from it — however senior they have become. The
collection of case histories brought together in

this book is the best of the best from the past four
years of our Awards, and | am confident that it truly
demonstrates marketing excellence. | have been
truly inspired by these case studies and | hope you
will be too.
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BT Business

Getting real-life people to make a real

difference to the brand

Snapshot

A simple insight, articulated in a fully-integrated campaign,
‘Do what you do best’, revitalised BT Business and put it

firmly on the SME map.

Key insights

e The determination to make BT Business the
preferred partner for the IT needs of small and
medium-sized businesses (SMEs) demanded turning
current perceptions of the brand — very big and
only in telecoms — upside down.

e Using real-life entrepreneurs in the communications
captured the emotion and passion SME owners felt
about their business and positioned technology as
an enabler rather than something confusing and
time-consuming.

e This proved to be the catalyst for changing
attitudes to BT Business, building consideration
of BT Business as an IT and communications
provider by a significant 24 percentage points.

Summary

BT Business is part of BT Retail, itself part of the
BT Group, one of the world's leading providers of
communications solutions and services. The company
was determined to become the partner of choice

among SMEs for their information technology
needs. But SMEs still saw BT Business as a
telecommunications company that was too big
to be relevant to them.

BT Business had to shift perceptions convincingly
enough to grab the attention of these companies

and become the preferred partner in a market worth
£24.4 billion. Previous campaigns had achieved some
increase in consideration of BT Business beyond
telecoms but this had reached a plateau. A step
change was needed. The resulting fully-integrated
campaign using real entrepreneurs was a resounding
success. Based on the insight that these customers
wanted to pursue the passion that had taken them
into business in the first place rather than worry
about IT, it positioned BT Business as the best
partner in finding the right solutions.

The campaign delivered impressive results — in
particular, the rise in spontaneous brand consideration
in IT and communications, which shifted from 33% to
58% in just over one year. It also increased positive
perceptions of the BT brand overall.



Understanding the market basics

Technology was proving a double-edged sword for
small and medium-sized businesses (SMEs). On the
one hand it promised real commercial opportunities.
On the other, it threatened to confuse and destabilise
them. There was a world of IT applications and
services that SMEs felt vaguely aware of but they
didn't know where to start. The proliferation and
convergence of services being offered by multiple
providers were understandably causing these
businesses to question whether they were making
the right decisions, or who was best placed to

help them.

Becoming the SME's first choice would prove
highly lucrative to BT Business in a fiercely
competitive market worth £24.4 hillion. It would
enable the company to retain existing customers,
increase average revenue per user and acquire
new customers.

To seize this opportunity, the company needed to

address three significant problems:

e SMEs still saw BT Business as just a telecoms
and broadband supplier. Therefore the challenge
was to make them sit up and take notice of what
BT Business could do for their business.

* SMEs did not find IT interesting, so they didn't
spend much time thinking about or researching it
unless something went wrong. This was a drain
on resources, both in terms of costs and people.

* Sales people were coming up against scepticism
among SMEs that BT Business could handle their
IT needs.

Due to years of heritage and personal experience,
SMEs still thought of BT Business as the big, reliable
telco supplier. This was going to be a difficult
perception to shift. Previous campaigns had achieved
some increase in consideration of BT Business
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beyond telecoms, but this had reached a plateau.
Figure 1 shows broadband consideration before the
new campaign, where ‘advanced’ are mid-sized
companies and ‘complex’ are larger organisations
with more than 100 employees.

Choosing the best approach

Three key objectives were identified:

* Shift perceptions of BT Business from a telco
to an IT and communications supplier.

e Create empathy with SMEs to show how
BT Business could become an enabler, freeing
them up from IT hassle.

* Generate a platform for change within the
business itself.

The decision to make a step change in how SMEs
saw BT Business meant that the company had to
act very differently. The pillars of this new approach
were:
a)Base everything on what the customers

were interested in.
b)Seamless campaign integration.

A qualitative research programme found that, despite
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their self-professed distinctiveness, there were two
common insights that applied to all SMEs. First, it
took time, expertise and resources they didn't have.
Just because IT and communications were important
didn’t mean they wanted to focus on them. So an
approach that thrust technology in the face of SMEs
wasn't going to work if BT Business wanted to be
seen as a true partner.

Secondly, behind all stories of the tough times SMEs
were having, what characterised them all were the
passion, focus and dedication that it takes to succeed
in small business. If the company was to make a real
connection with SMEs, it needed to capture this
emotion and passion of being in business. No one
re-mortgaged their house or put their children’s
inheritance on the line to worry about their broadband
lines. They did it because they had a vision.

Based on these two insights, BT Business saw an
opportunity to play a genuinely useful role in helping
SMEs. This would not be about the big company
telling the little company how to do business. But it
could be about acting as an enabler to their business
success and become, for them, the company that
looks after their IT and communications needs so
that they could get on with what they loved about
being in business.

Finding the perfect solution

The company decided to mount a major
communications campaign to signify to the whole
SME community (and not just BT Business customers)
and its internal staff that BT Business was deadly
serious about this major transformation.

A range of ideas was developed and tested with
customers. Ultimately, the assertion that BT Business
can help you ‘Do what you do best” was seen as a
perfect short cut to the insight, expressed in customer

language. Research found the ‘Do what you do best’
message was one that resonated in the hearts of all
SMEs, being a powerful distillation of what they all

fundamentally believe business success to be about.

It also struck the right note with the internal
audience. BT Local Businesses, the principal
channel to market for the target audience, saw it

as expressing something that was important to their
customers and as an aspirational statement about
their own role. So they also recognised how this
insight could turn sales conversations from being
product-led to customer-led. Again, research found
that for BT Business staff, this focus on success
implied that ‘helping business work" is what it did
best. The result was real staff buy-in to an idea that
enhanced the offer and empowered them to become
valuable service providers.

Resonating with the audience

The best embodiment of this idea was to feature

real-life successful SME owners who had worked
their way up, had a genuine passion for business,
were known as hands-on types and were growing
and innovating.

The launch work, for example, featured Michelin-
starred chef Gordon Ramsay, and was a general
repositioning statement, supported by specific product

Figure 2. Gordon Ramsay



messages (Figure 2). The second phase used Dragons’
Den star Peter Jones and showed how BT Business
could liberate SMEs from IT ‘gremlins’ through 24/7
support and broadband reliability (Figure 3). This
insight-driven approach was very different from the
previous ‘digital networked economy’ campaign which
centred on pushing products rather than trying to
create a brand pull.

The £18.2 million above-the-line campaign redefined
the position of BT Business in the minds of SMEs.
TV, press, radio, and online advertising were
supported by a microsite on bt.com, where the
navigation was based on customer need and added
depth of meaning to how BT Business really could
help customers ‘Do what they do best’. The campaign
focused on reasons-to-believe provided by the IT
manager proposition: a breakdown recovery service
for IT which got the SME back to doing what it did
best quickly. This was backed up by significant direct
and electronic direct marketing.

Public relations (PR) was also a key pillar, with the
development of major platforms such as Small
Business Week, where customers were given the
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tools and advice they needed to do what they did
best. But ‘Do what you do best’ was not just a
communications campaign. It came alive in an
innovative content programme which included

a number of new offerings:

e Upload, a free offline and online magazine
giving SMEs access to successful peers and
industry experts who could help them get more
out of their businesses.

e This publication was supported by Business
Insight — an online tool providing guidance to
SMEs based around what they wanted to achieve
in their business (for example, move or grow it).

In addition, a completely new approach to the
internal audience was adopted, with sales staff
included as an integral part of the campaign launch.
This led to the development of the online and offline
‘Customer Dialogues’ programme, which enabled
the front-line sales teams to have customer-led
conversations to help SMEs choose solutions that
enabled them to ‘Do what they do best’. In parallel
to this, and to encourage adoption of the solutions-
selling approach, a new communications programme,
‘4Sales’ was launched with the sales community.

Figure 3. Peter Jones

Doesn’t your business deserve
99.99% reliable broadband?

Bringing itall together BTQ =
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This campaign was supported with internal
communications engaging all 3,000 of the BT Business
audience by explaining how they were critical to
proving that BT Business could help customers

‘Do what they do best’. Humorous viral featuring the
BT Business managing director enabled the company
to engage staff with the message. This was followed
up with a booklet explaining how BT Business values
could help staff customers ‘Do what they do best'.

Reaching new heights of performance

As this was a repositioning campaign, the company
focused on three principle sources of evaluation to
track against its objectives:
1. Awareness and consideration of BT Business

as a supplier of IT and communications.
2.Engagement with BT Business.
3. Staff engagement.

Underlying those objectives there was a
series of key performance indicators (KPIs)
based on pre-campaign tracking and business
advertising benchmarks.
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Figure 4. Source: RSM Brand Tracker

The campaign proved to be an extraordinary success,
exceeding every one of its pre-set KPls — in some
cases by a factor of 10. Not only did spontaneous
brand awareness (SBA) in IT and communications
rise from 51% to 68%, but the most impressive result
was the rise in spontaneous brand consideration (SBC),
which shifted from 33% to 58% in just over one year, a
significant achievement for an established brand such
as BT Business (Figure 4).

Table 1 shows the actual results achieved against all
key performance indicators (KPI).

KPI objective Actual result

Spontaneous brand

60% (from 51%) 68%
awareness
el Gl b 43%(from 33%) 58%
consideration
Message take-out 60% 66%
Relevance 50% 59%
Visits to bt.com +10% >+50%
AL G 14,814 visits 160,000 visits

traffic

Table 1. KPIs vs. actual results achieved
Source: RSM Brand Tracker

The campaign also proved to have a fundamental
effect on perceptions of the BT brand as a whole.
Figure 5 demonstrates the increases in brand
attributes across the board.

Increased awareness, consideration and favourability
resulted in action. In tracking, 18% of SMEs claimed
they had taken action as a direct result of the
campaign (either talked to a colleague or contacted
BT Business). The power of the campaign was also
demonstrated through the fact that the sales people
were enabled to have more and better conversations
with customers. In February 2008, the company
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interviewed the managing directors of half the local Excellent customer service
business base to gauge the impact of the campaign: Acts with the customer in mind
® 18/32 had had more enquiries since the Value for money

campaign started. Helps organisations succeed

Company | like

Innovative company

Company | trust

Relevant to my business
Credible IT & comms company

e 24/32 said that businesses were interested in
finding out more about the company’s IT services
as opposed to calls, lines and broadband.

Positive staff response

Figure 5. Ranking on score of 1-10

The fOIIOW_mg quotatlon_s ref_Iect how pOSItIV8|y Source: RSM Tracker (results without numbers are new scores)
the campaign was received internally:
o ”Custome_r; are more open to hear('ng about 312 70%
what additional services we offer in the
IT space.” 3117 L 60%
e “It means improved credibility when speaking 31.0 -
z | 50%
fo customers. 209 4
' 308 L 40%
A correlation was also found between the :
spending on this campaign and broadband 307 - | 300,
market share — crucial to growth.
The campaign helped bolster broadband 308 L 20%
consideration dramatically which, in turn, 305 -
increased market share (Figure 6). 204- - 10%
- 303 - - 0%
Making the most of PR =T c Py oZ9 s F =L =L C
> S = g S 2 35 > © & § <=
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mm broadband share ~e—  broadband consideration

fruit. The campaign — in the spirit of imitation
being the sincerest form of flattery — was spoofed Figure 6
by Rory Bremner, who showed Gordon Ramsay being
distracted from what he does best by the pressures

of running a multi-million pound business, not to

mention starring in a BT ad.

Integrated PR platforms were also conceived to
extend the campaign to the media, customers and
other stakeholders.



7 | Getting real-life people to make a real difference to the brand

BT Business | Customer Insight

e The BT Business Experience was a week-long
media, analyst and customer event held in London.

As a physical manifestation of BT Businessenabling

businesses to do what they do best, customers

could discuss with key BT Business representatives

the challenges they faced and experience ‘live’
zones demonstrating BT Business services and
their potential impact on their ahility to compete
and thrive. The event attracted over 1,000
customers and generated over £30 million in sales
leads. Key media announcements surrounding the
event, including the launch of the Peter Jones ads,
attracted media coverage at an advertising
equivalent of over £3 million. The event was
translated into an online virtual tour, and became
an enduring and valuable brand asset.

* Small Business Week brought together a

coalition of public and private sector organisations,

committing publicly to championing SMEs in the
UK and enabling them to do what they do best.
Over 350 pieces of media coverage, with 5.5 hours
of broadcast coverage on launch day (advertising
equivalent value of over £3.5 million) were
generated along with whole-hearted support from
a myriad of public and private sector stakeholders,
including the-then Conservative Party enterprise
spokesman Mark Prisk MP. who set out new VAT
policies for small businesses at the event.

Crucially, not only did the campaign help reposition
the brand for the future, but it has also had a
short-term effect in terms of boosting BT's ‘business
as usual’ product advertising. There was an increase
of 20% in terms of response to the direct marketing
activity while the campaign was on air. Meanwhile,
as consideration rose, cost per response (CPR) to

online advertising dropped by 30% and to press

by an even more impressive 50%. Of course, other
factors affect cost per response like the economy,
competitive activity, refined media selection and the
quality of the offer itself, but the trend was marked
and consistent enough to imply a clear correlation.

That this was achieved for such an established brand
and one associated ‘just” with telecoms, highlights
the power of the ‘Do what you do best’ idea — an
idea that grew far beyond a tagline to become the
central organising idea for the whole company.

All images appearing in this case study are reproduced by permission of BT Business.



Aviva - 300 Years of Insight

We're the world's sixth-largest insurance group and the biggest in the
UK, with 46,000 employees that everyday serve 53 million customers
worldwide.

We are committed to delivering one distinctive experience for our
customers. Wherever they are, we want them each to feel that “no
one recognises me like Aviva”. Our global consumer research reveals
that most of our competitors are particularly bad at recognising
people’s individual significance. This research also tells us that small
human touches can make a huge difference to a customer’s
experience. Qur aim is to make recognition the familiar quality that
distinguishes Aviva from our competitors - just as Apple means
user-friendliness and FedEx means reliability.

BT operates in over 170 countries and is one of the world's leading
communications services companies. BT is a major supplier of
networked IT services to government departments and multinational
companies. It's the UK's largest communications service provider to
consumer and business markets and is made up primarily of four
customer-facing lines of business: BT Retail, BT Global Services,
Openreach, and BT Wholesale.

BT operates in a thriving, multi-trillion pound industry that spans the
whole world. In recent years the global communications market has

been focused on convergence, whereby the boundaries between telcos,

IT companies, software businesses, hardware manufacturers and

broadcasters have become intertwined to create a new communications

industry.

BT has evolved from being a supplier of telephony services to become a

AVIVA

“We know insurance isn't just about policies” and pensions; it's about
people. That's why we're making our customers the big picture, putting
a spotlight on them and our people. Putting customers at the heart of
everything not only makes sense for them, it makes good commercial
sense t0o.” (Amanda Mackenzie, Aviva's chief marketing and
communications officer)

We are working hard every day to build the company around what our
customers want from us. That's why Aviva now ranks among the UK's
top ten most valuable brands, according to the 2010 Brand Finance
Global 500 survey and that success is something we are looking to
replicate across the world.

BT®

leading provider of innovative communications products, services,
solutions and entertainment products. BT's business customers
range from multinational, multi-site corporations to SMEs and
start-ups.

More than 80 per cent of the FTSE 100 and 40 per cent of Fortune
500 companies rely on BT for networking, applications and system
integration. The National Health Service, Procter & Gamble,
PepsiCo, BMW, Emirates, Fiat, Microsoft, Philips, and Unilever are
just some of the organisations working with BT.

BT has been a driving force behind the success of ‘Broadband
Britain’. Thanks to the company’s investment, nearly every home in
Britain now has access to broadband and in September 2009, BT
announced plans to more than double the availability of its fastest
fibre broadband service.
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“A treasure trove of examples covering the whole waterfront, from launching new brands to revitalising, sustaining
and extending established ones, and from insights to advertising and sustainability. WWhatever your business, it should
make you proud to be a marketer, shake up your thinking and inspire you to go the extra mile.”

Professor Patrick Barwise, London Business School, Chairman of Which?

“This exciting book demonstrates how great marketing can solve the most difficult problems, through analysis,
teamwork and creativity.

It contains 34 fascinating case studies, selected from hundreds of high quality entries to The Marketing Society
Awards for Excellence. Those involved had the determination to win, and the courage to think differently.
An inspiring read.”

Professor Hugh Davidson, Co-Founder, Oxford Strategic Marketing

“This is the textbook, the toolkit and the manual for marketing excellence.”
Cilla Snowball, Chairman, AMV BBDO

“These cases are a great source to stimulate your thinking. Some will stimulate new thoughts, some will unlock ideas
from the back of your memory. All of them however are great fuel for growth.”

Keith Weed, Chief Marketing and Communication Officer, Unilever

Featuring 34 award-winning case studies from some of the world's leading brands:
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