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Brand dormant for 10 years

Had held its place in 70s and 80s — but times had changed

We knew the potential, but this time a different strategy

Worst real estate market in recent history

Completely changed landscape in terms of consumer buying behaviors
6 months from concept to first active franchise

So what did we do first?
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David Ogilvy

Collaborate but don't fall into the ‘group think tank’
Don’t stay in the comfort zone — challenge the norms
Stay focused — constantly test your one great idea
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Aided awareness of brand

was 49%

96% likely or very likely
to consider franchise when
purchasing next home

/9% would recommend
franchise to friend

Aided awareness of BHGRE was
49% before launch — before
advertising or PR launch showing
very ready acceptance of this brand
by the consumer targets

Pre-launch, 96% of consumers
surveyed, said they would be ‘likely
or very likely’ to consider BHGRE
for their next real estate transaction

Pre launch, 79% of consumers
surveyed were also willing to
recommend BHGRE to a friend
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Business Description

What we do.
The core business we are in. Should define offerings and indicate who the competitors are.

Positioning Statement/ CLIENT BENEFITS

. V | P .. The benefits the client(s) get from

alue rro pOSlthﬂ engaging with the brand. The way the
How we do what we do. brand addresses client stay awake issues.

The target customer, the customer benefits and REASONS TO BELIEVE

the brand’s key differentiating attributes that are  Proof points/enablers that support

used to deliver the promised benefits. the claimed client benefits.

Character/Personality

Who we are.
' Key attributes, personality, descriptors as if brand were a person.

Brand Promise Brand ldentity Messaging Matrix

What audiences getas ~ Voice, communication Specific messages for
a result of a relationship  style, tone, sound, each audience and media
with the brand. look and feel, visuals
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Functional Benefit Values and Aspirations
Commodity Features Design, ldentity, Image
Often Competes on Price Vehicle for Self Expression
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Let’'s See A

Video Snapshot
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Let’'s See A

Video Snapshot
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The total video views are far greater than the visits to the blog, as people repost the content,
and it goes viral through social media. This will continue to increase as time goes by ...
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Using all these insights you’ve seen, we can focus on ‘better’ marketing to
consumers who are really potential buyers:

They already have an affinity for the BH&G brand

Their life stage, demographics and lifestyle indicate they may be in market for a new home
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