britain’s biggest brands

[ James Halliwell

Building trust amons consumers has never been
more important, which is why many companies
have chosen to 80 witha masterbrand strategy

e live in a world of change, and Brl s | it” Buthe believes Heinz has “seen great benefits
Biggest B nds is no ex eption. After | in thinking holist ally... we er 'awonder[ulha\o
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makes no mention of manufacturer Mars on the front | quality and authenticity in their ‘houses of brands’.”
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Second, owners increasingly think of brands, and | world, unity matters d simplicil cuts through.”
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Qill, & masierboand strvegy doesa't woek for eve-
ryone. “Take Mars,” says Ssephen Chelicels, CEO
of The Centre for Brand Analysis and chaimman o
Superbrunds. “Consumwrs typieally discuss its sub-
veands, lle Mahesers, rrher than the pareal teaed,
sl Narrs worshles'twaant it ssw otherway. When amas
teeteand has such a far-eeaching porticdio of prodacs,
finding a conmon desamimiior that wiaps up all the
s brsnds s estremely diffoul.”

Anothes Migs exampie is the lasscds of s healthy
snack Gooduess Knows, which makes no attespl 1o
capralise on the brand power of the confectionery
gisad “Bigger teands are seving the vk In crestrg
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oo with startupe” says P Hunier, Teead of destgn (&
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and Ryvita. “Typcally, consumees who by into well-
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abuility so dolreer the berte@is they’' v seeking.”
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agency Cowas,
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AxTHWA Londom’s Cloudes =srps, thy “saassy™ reat
Hy of Conrecmes braying habits can somotimes obstrm
oot theorme o masterhirand. “Everymasterbeand
strategy bs riven wilh exceptions. Yearsof innovicn,
mengrrs, brunches and varant proiferstaa cen sesull
& mishumash of sub-beasds with varying degrees of
connection Lo the nominal mesber”

Precharpe that explains why so many ssem (o switch
betwinn the two approaches, like Bisds Eye and Coca
Coda barve done fame] aepeatdy Coke contimeess to ol
Certaimly Rinds Eve, which deployed a masanrband
strategy frioem 2010 (0 2066 (Hubbed “The Food of Lik)
args “shiking from a topy-own seasierieand appecesch
w0 i botsom-ap ' pillar briand” moded revisalised sbes.”

Hirds Eye marketing director Stove Challouma
wayw “ac woy pagesased and 1he Sow straiegy was
yulod cut, Placks By oavatook Heinz In abose-the-line
Irrwestment, ap XN yoar on yeas ko beoome the Tegest
spender knorgst Imeg ssvoury fisod brands. On our
cone 00ns, We've seen value growth acsoes the boaed
with wahee risses in fish fingers, peas and chicken dip-
pers. Tormamund and growth can be kangely anxib
wtodd 10 €0 vwrw miarkoting apyooac h bebind produc <"

Jones belirves swin bing canmake sense, “Moed (om-
ponies tnday are playing complex mames with el
brands, rarely Beeping the stivtis (oo, and constantly

“Most companies today are
playing complex games
with their brands, rarely

keeping the status quo and
constantly experimenting”

experimenting.® he sivi. Fow arc slmply o “house of
hramds, Mosd i hiyvbods, simplify ing and unilyaeg in
et saviea, Bt adso starting sp new luinds in ochers”

“Maore than ever, business is aboul mixing straomy
with oppoctunism Tastes change overnight, consm.
envare o boaios wnehGkingly loyal Soratlee thanone
‘i idet, £ can be betier 0 harve many smalier ideos.”

As medla pooti fegatess, farre an plosty of averraess o
sest oot smaller ideas, Biscks Eye has bvested €250
actvity “spanaing abope-the-line, digdal, PR, soclal
wral cslinne media and yesnlts ave boes overwhelm-
Ingly poedtive”,

e is sirikarly enthushastic aboet wsiag akenss:
tves 40 TV (it lamnched Hednz Five Beasz cn Facebook
w only 11 milllon peoph). Teo wide arvay of chan-
sels avatable to connect with consumerns sams up
the “arprecedintod change,” says Chantry. “While
TV remsaing 4 ey channel, this is chieging. We are
incroasing our spend on digital and soclal, and als
devedoping bespake croutive that we beliive conium
ery will evgage with.”

Ultimatcdy, he belbeves thas “oow channel s puor i
increasing opportunites 1016 cven moce tamgrond and
pelevant to consemees.

*And this is the key ans of opportsndy as we being
e Catsgeigns to market, this yearand beyond”  »
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TVC. And Diet Coke has 11S OWIl DIdLU peldULialiLy.
Still, a masterbrand strategy doesn’t work for eve-
ryone. “Take Mars,” says Stephen Cheliotis, CEO
of The Centre for Brand Analysis and chairman of
Superbrands. “Consumers typically discuss its sub-
brands, like Maltesers, rather than the parent brand,
and Mars wouldn’t want it any other way. When amas-
terbrand has such a far-reaching portfolio of products,
finding a common denominator that wraps up all the
sub-brands is extremely difficult.”
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